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1. Introduction
The Covid 19 pandemic had an extreme and lasting impact on the UK hospitality industry, with pubs experiencing significant disruption due to the prolonged closures, social interaction restrictions and reduction in consumer confidence.  The hospitality sector “saw the biggest economic declines of all sectors during the pandemic” as reported by the House of Commons Research Briefing (2022, p18).  The report also states that the hospitality economic output for 2020 was 42% less than 2019 (House of Commins Research Briefing, 2022, p18), therefore illustrating the sectors dependence on physical attendance and social engagement.  Although the restrictions have long been lifted, many venues continue to experience declining footfall, increased operational costs and ongoing financial pressures.

This research focuses on the Cadoxton Conservative Club (‘The Club’) in Barry.  A pub that has been established for almost 130 years (Companies Houses) and has historically played a central role within the local community.  As a long-standing social venue, The Club had previously relied on regular attendance and its position as a community venue.  However, like many pubs across the UK, following Covid 19, it failed to regain consistent attendance and financial stability.  The decline in footfall to The Club has affected revenue generation and long-term sustainability, emphasising the need for recovery strategies.

Pubs such as the Cadoxton Conservative Club face an increasing number of challenges following the pandemic, including but not limited to, changing consumer habits, rising costs and greater competition from alternative leisure activities.  Unlike larger venues, community pubs rely heavily on repeat customers and local engagement, meaning that the decline in attendance has had a significant impact on finances. 

In order the address these challenges, many pubs have adopted new strategies aimed as engaging customers and increasing footfall into the venues.  Entertainment events, such as live music, quizzes and themed evenings, are key tools for enhancing social interaction and creating customer experiences.  In order to ensure that these events reach customers, digital marketing campaigns, such as social media promotions and email communications, have become an essential tool (Kamyabi. M,2025).

This study aims to evaluate the effectiveness of these strategies within the context of The Club.  By examining how entertainment events and digital marketing initiatives influence attendance and engagement, the research seeks to provide practical  insights into how pubs can reverse declining footfall and support financial recovery in the post Covid hospitality landscape.


2. Background and Problem Definition
The UK pub sector represents a vital part of both the national economy and local communities.  Pubs serve as social spaces which foster interaction, belonging and identity.  However, the pandemic exposed significant vulnerabilities within the sector, particularly its dependence on physical attendance and limited digital integration (Department for Business and Trade, 2023)

The impact of Covid resulted in forced closures, which resulted in loss of revenue, while longer-term effects have included shifts in consumer behaviour.  Research indicates that during the pandemic, customers moved from traditional pubs to home drinking and online socialisation (Gordon- Wilson, 2021).  These behaviours have, to some extent, continued reducing the number of visits to pubs, even after they reopened.

Furthermore, economic pressures such as inflation and rising living costs have reduced unnecessary spending, making customers more selective with that they spend their money on.  In addition to financial concerns, customers are now more experienced-driven, seeking venues that offer added value beyond the traditional offerings (Carmo et al, 2022).  This has created a competitive environment whereby pubs must provide something different through engagement and innovation.

The problem addressed in this research is the decline in attendance and financial performances of clubs following the pandemic, with particular focus on The Club.  Despite efforts to attract customers, traditional approaches may no longer be sufficient to meet changing customer expectation and requirements. This highlights the need for new, marketing led strategies that can effectively re-engage customers and drive attendance.


3. Research Aim, Objectives and Questions
The primary aim of this research is to evaluate the effectiveness of entertainment events and digital marketing campaigns in increasing attendance and supporting the financial recovery of a UK pub following the decline in footfall experienced after the Covid 19 pandemic, using the Club as a case study.  This study seeks to critically explore how contemporary marketing strategies can be applied within a traditional, community pub setting to respond to significant changes in consumer behaviour, engagement expectations and economic conditions in the post pandemic hospitality environment.

More specifically, the research aims to –
· Examine the extent to which entertainment-based initiatives, such as live music, themed events and social activities, influence customers to attend and engage with The Club.
· Assess the role of digital marketing tools, such as social media, in enhancing customer awareness, engagement and attendance.
· Explore how these strategies contribute not only to increasing footfall but also improved the overall financial performance and long-term sustainability.
· Evaluate the effectiveness of integrating experimental, event based, and digital marketing approaches in developing a contemporary marketing strategy for pubs.
· Generate practical insights that can inform marketing led recovery strategies within the UK pub sector, particularly for traditional and community-based pubs.

These aim, reflect a focus on both customer behaviour and business performance, which recognise that financial recovery is closely linked to the ability of pubs to attract, engage and retain customer.

In order to achieve these aims, a number of objectives need to be achieved.  These objectives are designed to address both the causes of declining performance and the potential effectiveness of specific recovery strategies.

The first objective is to identify and analyse key factors contributing to the decline in attendance and financial performance within The Club following the pandemic.  This involves examining both internal and external influences, such as changes in customer behaviour, economic pressures (cost of living crisis) and trends affecting the UK hospitality sector.  By understanding the underlying causes of the decline, a foundation for evaluation and recommending potential solutions can be provided.

The second objective is to assess the effectiveness of entertainment events in increasing customer attendance and engagement with the pub.  This includes analysing how events such as live music and quiz nights impact the frequency of customer visits and overall experience.  This objective also considers the extend of which these events may contribute to creating a sense of community and enhancing customer loyalty.

The third objective is to evaluate the impact of digital marketing campaigns on customer awareness, engagement and attendance behaviours.  This involves exploring how digital tools, such as social media, influence customer perceptions and decision making.  Attention is given to how effectively these strategies are used to communicate events, build relationships and maintain customer engagement in a post pandemic context where digital interaction plays a significant role.

The fourth objective is to analyse the relationship between marketing activities and financial performances, with specific focus on how increased attendance and customer engagement can contribute to financial recovery.  This objective aligns marketing strategies with business outcomes, showing that sustainable recovery requires improvements not only in footfall but also in profitability and operational resilience.

Finally, the research aims to develop practical recommendations for an integrated marketing strategy that combines entertainment events and digital marketing to support attendance growth and financial recovery.  These recommendations will be based on the findings of the study and will aim to provide actionable insights for The Club.



4. Literature Review
This literature review adopts a problem centred approach to examine the decline in attendance and financial performance in UK pubs following the Covid 19 pandemic, and to evaluate the role of entertainment events and digital marketing in reversing this trend.  The review combines academic research, industry reports and theoretical frameworks to examine key themes including post pandemic consumer behaviour, digital marketing strategies and marketing-led recovery in hospitality.  By critically evaluating existing literature, the review identifies gaps in current knowledge and establishes a theoretical foundation for the proposed research.

4.1 Post Covid Changes in Customer Behaviour and Attendance
The Covid 19 pandemic significantly transformed consumer behaviour in the hospitality sector.  Lockdowns and restrictions on social interactions disrupted traditional patterns of leisure consumption, requiring customers to adopt alternative behaviours such as home-based entertainment and online social engagement.  Research by Gordon-Wilson (2021) demonstrates that pub consumers substituted physical pub visits with activities such as home drinking and online interactions, indicating that pub attendance is influenced by both functional and symbolic factors.

Additionally, the UK hospitality sector experienced the most severe economic decline among all industries, reflecting its reliance on physical presence and social interaction.  Behavioural changes were further exacerbated by economic pressures, including rising living costs and reduced disposable income, leading consumers to become more selective in their spending choices (D’Souza, 2025).

Despite these challenges, evidence suggests that demand for social experiences remains strong.  Studies show that consumers continue to value in-person interactions and experiences provided by pubs.  This indicates that while behaviour has changes, there remains an opportunity for hospitality to re-engage customers through targeted strategies (Madann, 2023).

However, existing research tends to focus on the hospitality as a whole, rather than specific venues such as pubs.  

4.2 Factors Influencing Attendance and Financial Performance in Pubs
Attendance and financial performance in pubs are influenced by a combination of economic, social and behavioural factors.  Economic factors such as inflation and increased living costs have reduced unnecessary spending, which has directly impacted the demand for hospitality services.  Additionally, increased competition from other leisure activities, such as home-based digital entertainment, for example Netflix, has further reduced attendance levels.

The operational costs of pubs add to these challenges.  Operating costs remain high, while revenue is largely dependant on customer footfall.  This makes attendance a critical driver for financial sustainability.  Furthermore, long term trends indicate fluctuations in pub numbers across different areas, with some areas experiencing a decline, while others show stability, which suggests that location plays a role in performance (Clark et al, 2023).

Research within the pub industry also highlights declining business confidence during the pandemic, with some expressing uncertainty regarding survival.  While confidence has improved, the sector continues to face ongoing challenges related to consumer behaviour and economic conditions (Gordon-Wilson, 2021).

Much of the existing research focuses on macro-level analysis, with little attention given to individual venues.  This creates a gap in understanding how specific pubs, such as community-based venues, can respond to declining attendance through targeted strategies.

4.3 Entertainment Events as a Marketing Strategy
Entertainment events represent a central component of experiential marketing within the hospitality sector.  Experiential marketing is based on the idea that customers seek emotional and sensory engagement, rather than purely functional benefits (Pine and Gilmore, 2011).  Their concept of the “Experience Economy” suggests that businesses must create memorable experiences to set themselves apart from other businesses in competitive markets.

Real world research supports this perspective, suggesting that experiential marketing has a positive impact on customer satisfaction and loyalty (Carmo et al, 2022).  The study found that emotional and sensory experiences play a critical role in influencing consumer behaviour.  These findings suggest that entertainment events, which provide immersive and engaging experiences, can be effective tools for increasing attendance.

In relation to hospitality, events such as live music, quizzes and open mic nights create opportunities for social interaction, which is a key driver of customer satisfaction.  A review of live music events highlights their ability to foster connection, community and emotional engagement among customers.  Similarly, event marketing literature demonstrates that events can attract visitors and contribute to economic performance (Pine and Gilmore, 2011)

However, while the benefits of experiential marketing are widely recognised, there is limited research linking entertainment events directly to financial recovery is smaller hospitality businesses.  This gap is particularly evident in the context of pubs, where events are frequently used but their effectiveness is rarely evaluated. 

4.4 Digital Marketing Campaigns and Customer Engagement 
Digital marketing has emerged as a critical tool for customer engagement in the hospitality sector, especially post pandemic.  Social media platforms such as Facebook, Instagram and TikTok enable businesses to communicate directly with customers, promote their events and build relationships.

Research indicates that social media marketing can enhance customer engagement and brand visibility, making it an essential factor in hospitality strategies (Chetna, 2024).  Digital marketing allows businesses to deliver personalised content, interact with customer and influence decision making processes.

Further evidence suggests that digital marketing strategies can have a positive impact on customer engagement and organisational performance, with the potential ability to foster loyal and long-term relationships.  Additionally, customers increasingly rely on online reviews, social media content and digital communication when making decisions about hospitality venues (Carmo et al, 2022 / Mair and Weber, 2019).

The role of digital influencers and user-generated content has also been highlighted as a key factor in shaping consumer behaviour and perceptions within the hospitality sector.  These developments indicate a shift towards digital tools as a primary source of information and influence (Trompeta et al, 2021).

Despite the growing importance of digital marketing, current research seems to focus on larger hospitality organisations, such as hotels and tourism destinations.  There is limited research on how digital marketing strategies are applied in smaller venues such as pubs, especially in relation to attendance and financial outcomes.

4.5 Marketing Led Financial Recovery in Hospitality Businesses
Marketing plays a central role in supporting financial recovery within the hospitality sector (Department for Business and Trade, 2023).  Effective marketing strategies can increase customer awareness, enhance engagement, and increase attendance, therefore contributing to revenue growth.

Research on the UK hospitality sector highlights the importance of innovation and marketing in supporting recovery and improving resilience (Department for Business and Trade, 2023).  Businesses are encouraged to adopt new approaches that engage customers and create value.

Integrated marketing strategies that combine experiential and digital approaches are effective.  Experiential marketing creates engaging venue experiences, while digital marketing extends the reach and communication beyond the physical venue.  Combined, these strategies can enhance customer engagement and improve business performance.

Studies on value co-creation suggest that customer engagement is a key driver of sustainable business outcomes in hospitality.  By engaging customers and involving them in the creation of experiences, businesses can enhance satisfaction and loyalty, contributing to their long-term success (Chetna, 2024).

As with previous literature, there is limited research examining how these integrated strategies contribute to financial recovery at the level of individual pubs.  This represents a significant gap in the literature, especially in relation to small, community-based venues.

4.6 Literature Review Summary and Research Gap
This literature review demonstrates that the Covid 19 pandemic has led to significant changes in customer behaviour, resulting in declining attendance and financial challenges within the UK pub sector.  While existing research highlights the importance of experiential and digital marketing in enhancing customer engagement, there is limited evidence on how these strategies contribute to financial recovery in pubs.

Specifically, key gaps identified in the literature include –
· A lack of research focusing on individual pubs as case studies, particularly community-based venues
· Limited evidence linking entertainment events directly to financial performance
· Insufficient understanding of how digital marketing strategies influence attendance in pub settings
· A lack of integration between experiential and digital marketing approaches in existing research.


5. Research Methodology

5.1 Research Framework
The research methodology for this study is guided by the research onion framework proposed by Saunders, Lewis and Thornhill (2019), which provides a structured approach to design business research through layered methodological decisions, including research philosophy, approach, strategy and methods.

The study adopts an interpretivist philosophical stance, recognising that customer behaviour, engagement and attendance decisions are influenced by subjective experiences, emotions and social interactions within a pub environment.  Interpretivism is appropriate in this context as it allows an in-depth understanding of how individuals view entertainment events and digital marketing strategies.

An inductive research approach is used, allowing patterns, themes and insights to emerge from the data, rather than testing a predetermined hypothesis.  This is applicable due to the limited research examining the combined impact to entertainment events and digital marketing withing small, community-based pubs.  The primary research strategy is a case study, focusing on the Cadoxton Conservative Club, allowing for a detailed exploration of real-world business practices and challenges.

The study adopts a mixed method design, combining both quantitative and qualitative data collection techniques.  As highlighted by Creswell (2014), mixed methods research enhances understanding by integrating numerical data with qualitative insights, improving the validity and strength of findings.

5.2 Quantitative Analysis

5.2.1 Survey Design and Distribution
An online survey will be designed to collect quantitative data from customers of The Club.  The survey will be distributed via The Clubs social media platforms, ensuring access to an audience that is already engaging with the venue digitally.

The survey will include closed-ended and Likert-scale questions aimed at capturing information on attendance, customer engagement with entertainment events and awareness of marketing campaigns.  Surveys are widely recognised as effective tool for collecting measurable data across individuals, enabling statistical analysis of trends and behaviours (Bryman, 2016).

5.2.2 Response Rate and Sample Size
The survey will target individuals who follow or interact with The Clubs social media channels, which currently stands at 636 followers.  It is anticipated that approximately 30-50 responses can be obtained.  While this represents a small number of followers, it should be considered sufficient for identifying patters within a case study context.

While this sampling approach may limit generalisability, it aligns with the study’s focus on digital engagement.

5.2.3 Data Collection and Analysis
Quantitative data will be collected from three key sources.  Firstly, survey responses will provide measurable data on customer behaviour, attendance frequency and engagement with marketing activities.  

Secondly, social media engagement statistics, including likes, shares, comments and event engagement will be analysed as indicators of digital interaction and customer interest.  Research highlights the growing importance of digital engagement metrics in hospitality marketing, as they influence customer awareness and behaviour (Kumar, 2023).

Thirdly, the study incorporates financial and attendance records, comparing performance across three periods: pre-Covid, post-Covid without events and post-Covid with events.  This comparative approach allows for trend analysis, enabling the identification of changes in both attendance and financial performance.  

Quantitative data will be analysed using descriptive statistics, including frequency distributions and percentage analysis.  In addition, trend comparisons will be used to examine the relationship between marketing activities, attendance and revenue.


5.2.4 Ensuring Validity and Reliability
To ensure validity and reliability, multiple strategies will be implemented.  First, the survey will be tested on a separate cohort to ensure clarify and consistency of questions.  Second, the use of structured questions guarantees consistent data collection by presenting identical prompts to all participants.

Additionally, the use of multiple data sources, including surveys, social media metrics and financial data, enables triangulation, which enhances credibility by cross-verifying findings.  Creswell (2014) highlights triangulation as a key method for improving research reliability and validity.

5.3 Qualitative Analysis

5.3.1 Interview Design and Distribution
Qualitative data will be collected through semi-structured interviews with directors of The Club.  These interviews aim to provide insight into management perspectives on attendance decline, financial challenges and the effectiveness of marketing strategies.  These interviews are useful in qualitative research as they allow flexibility while ensuring coverage of key topics.  

5.3.2 Response Rate and Sample Size
It is anticipated that approximately 3-5 interviews will be conducted.  This sample size is appropriate for qualitative research allowing in-depth examination of key issues while remaining manageable for analysis.

5.3.3 Data Collection and Analysis
Interviews will be recorded with participant consent and transcribed for analysis.  The data will be analysed using thematic analysis, which involves identifying patterns and themes within qualitative data.  Braun and Clarke (2006) believe thematic analysis is a flexible and widely used method for interpreting qualitative data.

This analysis will focus on identifying themes such as -
· Causes of attendance decline
· Effectiveness of events
· Role of digital marketing
· Barriers to financial recovery

5.3.4 Ensuring Validity and Reliability
To ensure validity and reliability, several strategies will be implemented throughout the research process.  First, triangulation will be used by comparing findings from the interviews with data collected through customer surveys, social media engagement and financial performance records.  By examining evidence from multiple sources, inconsistencies within the data can be identified, therefore increasing the credibility of the findings.

Second, member checking will be undertaken by providing participants with the opportunity to review and confirm the accuracy of their interview responses.  This process helps to ensure that the views and experiences expressed by participants are represented accurately and reduces the risk of misinterpretation by the researcher.

Together, these strategies contribute to the accuracy of the research by ensuring that the findings accurately reflect participants perspectives, whilst minimising the potential influence of researcher buas and enhancing the overall validity of the study.

5.4 Strengths and Limitations of the Research Methodology
The methodology offers a number of strengths.  The use of missed methods allows a comprehensive analysis by combining subjective insights with objective data.  Including financial records and social media analytics provides measurable evidence of business performance, something which is often missing in hospitality research.

The case study of The Cadoxton Conservative Club allows for an in-depth understanding of real-world challenges faced by pubs, therefore providing a valuable practical insight.

Several limitations must also be acknowledged.  The use of a single case study limits generalisability, as findings may not be applicable to all pubs.  Additionally, reliance on self-reported survey data may introduce bias, as respondents may provide desirable answers.  The relatively small sample size also limits the statistical significance of quantitative findings.



6. Ethical Considerations
Ethical considerations are essential to this study and will be incorporated throughout the research process.  Prior to participating, all participants will be provided with a Participant Information Sheet, explaining the purpose of the research, the nature of their involvement, how the data will be used and their rights as participants.  Informed consent will be obtained before any interviews are conducted, ensuring that participants understand the aims of the study and voluntary agree to take part.  Participants will be informed that their participation is entirely voluntary and they may withdraw from the research at any stage without providing a reason. 

Confidentiality will be maintained throughout the study to protect participants.  All interview recordings, transcripts and surveys will only be accessible by the researcher.  Efforts will be made to maintain anonymity within the research process and final dissertation.  Participants will not be identified by name and any quotes used within the research will be attributed using pseudonyms.  Any information that could reasonably identify an individual will be removed and anonymised during transcription to ensure compliance with UK General Data Protection Regulations (GDPR).

Similarly, responses collected through the online customer survey distributed via The Clubs social media platforms will be anonymous, and no personally identifiable information will be collected, and a data protection statement will be included advising participants not to enter any personal information.


7. Resources and Timeline

7.1 Resources
This research project will require a combination of time, technological and financial resources.  As the primary researcher, the most important resource will be time.  Time will be required for conducting a review of literature, producing data collection tools, collecting and analysing data, as well as producing the dissertation.

Access to the Cadoxton Conservative Club will be required to obtain financial performance data and access to The Clubs social media page is required to distribute the customer survey.  The cooperation of Directors will also be required to conduct interviews and provide organisational insight into marketing activities and financial recovery efforts.

Technological resources required will include access to a laptop / computer with access to Microsoft applications such as word and excel for data management, analysis and dissertation writing.  Microsoft Forms will be used to create and distribute the customer survey, while a voice recorder will be used to record interviews.  A transcription programme will be required to transcribe interviews.  Social media analytical tools, some of which are available through Facebook, will be used to collect engagement statistics.

Secondary resources, such as academic databases (Google Scholar and UWTSD Library) will be required.  These resources will support the development of the required literature review and provide access to relevant academic journals and books.

7.2 Costings
The overall cost of the study is expected to remain low, as most of the required resources are already available through university resources, free software applications and already owned personal equipment.

Microsoft forms is available through university access.  Academic literature can be sources through Google Scholar and the University of Wales Trinity St David University (UWTSD) Library, both at no cost.  Interviews can be recorded on a smartphone voice recording application, therefore removing the requirement to purchase a Dictaphone.  A personally owned printer / scanner can be used to digitise paper financial records.  Social media engagement statistics can be accessed through the analytical tools already available within Facebook.

A small budget will be allocated for refreshments, such as soft drinks, tea or coffee, for the interview participants during the interviews.  A transcription foot pedal will be purchased to aid in the process of transcribing interview recordings.  A foot pedal costs approximately £20.  Costs for travel back and forth The Club would also need to be considered, this would be approximately £30.

	Resource
	Purpose
	Estimated Cost (£)

	Microsoft Forms
	Survey creation and distribution
	£0

	Laptop / Computer
	Research, analysis and dissertation writing
	Existing resource - £0

	Microsoft Word and Excel
	Data analysis and report writing
	Existing resource - £0

	Smartphone Voice Records
	Recording interviews
	Existing resource - £0

	Scanner
	Digitising financial records
	Existing resource - £0

	Facebook Analytics
	Social media engagement analysis
	£0

	UWTSD Library Access
	Academic journals and books
	£0

	Google Scholar
	Academic literature access
	£0

	Interview Participant Refreshments
	Tea, Coffee or soft drinks during interviews
	£20

	Transcription Foot Pedal
	Aid interview transcription
	£20

	Travel Costs
	Tranel to The Club
	£20

	Paper
	Print interview consent document
	£5

	
	Total Estimated Cost
	£65



7.3 Timeline
The research and dissertation development will be conducted over a twelve-month period.  This will ensure time for planning, data collection, data analysis and writing.  The following timeline is proposed to ensure that the project can be effectively managed.

Phase 1 – Proposal Development and Literature Review (Month 1-3)
Phase 1 will focus on conducting a comprehensive literature review and developing the research proposal.  During this period, academic literature relating to customer behaviour, hospitality marketing, event marketing and digital marketing will be reviews.  Ethical approval documentation will also be submitted.

Phase 2 – Research Design (Month 3-4)
During phase 2, survey questions will be collated and tested on a separate cohort.  Final interview schedules will be completed, and a small room within The Club will need to be booked to conduct interviews.

Phase 3 – Data Collection (Month 4-7)
During this phase, primary and secondary data will be collected.  Interviews with club directors will take place, customer surveys will be distributed via social media platforms and social media engagement statistics will be gathered.  Financial records from The Club will also be obtained and organised for analysis.

Phase 4 – Data Analysis (Month 7-9)
Qualitative interview data will be reviewed and organised using thematic analysis.  Survey results, social media statistics and financial information will be analysed using descriptive statistical techniques and comparative tend analysis to identify patterns and relationships.



Phase 5 – Dissertation Writing (Month 9-11)
The data analysis findings from the interviews, customer surveys, engagement statistics and financial performance will be written up and linked back to the research aims, objectives and literature review.

Phase 6 – Final Review (Month 12)
Final proof reading, formatting and reference checks will be undertaken and any necessary changes made.  The completed dissertation will be submitted.
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