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[bookmark: _Toc213340465]Abstract
This research examines the role of social media in enhancing marketing strategies (brand marketing) and customer engagement within the luxury wedding venue sector, using Rossington Hall as a practical example. The luxury hospitality industry is expected to grow to more than USD 201.37 billion by 2030, so it is important to do research to find out how well (and poorly) digital marketing works. The literature exhibits a deficiency by concentrating excessively on social media in luxury wedding hotel venues, neglecting the marketing strategies and emotional advertising consumer psychology employed in these emotionally significant experiences and venue selection processes. 
According to the research onion framework by Saunders, Lewis, and Thornhill (2019), the study is set up as an interpretivist research paradigm and uses both primary and secondary data for the case study method. The case study focuses on social media marketing, brand positioning, and customer engagement, which are analysed comprehensively through reflexive thematic analysis and secondary data sets. The study examines the effectiveness of social media in brand positioning, analyses customer satisfaction and engagement on social media, and offers practical recommendations to identify best practices in social media usage.
Studies show that Instagram and Pinterest are two of the best places to plan a wedding. Most of the time, 91% of the time, is spent online. Instagram Reels reach three times as many people as static content, and videos in general are played more than 200 billion times a day on all platforms. Statistical analyses demonstrate and correlate the diverse dimensions of engagement and frameworks of customer satisfaction, yielding R² values of 0.412, 0.375, and 0.362 for consumption, contribution, and creation, respectively. The customer satisfaction score has an R² of 0.852, which means that 85.2% of the difference between the predicted and actual scores is explained. This paradox of luxury research is descriptive and qualitative in nature, providing evidence that strongly supports how the best quality visuals of content an aspirational brand can offer in the phenomenon of digital democratisation still make the brand aspirational. 
The suggested strategic recommendation is to focus 60–70% of resources on Instagram, 20–25% on Pinterest, and the rest on new platforms like TikTok. Changes to the content strategy are meant to put more emphasis on making videos. There should be set rules for reels and short videos that make sure customer questions are answered within 24 hours at the most. Brand alignment across platforms should help with integration so that content can be optimised for each platform. For example, all of the author's strategic evidence is meant to help Rossington Hall compete better in the wedding venue market, which has become too digitalised and crowded. The effectiveness of brand engagement is directly linked to the rates of booking conversion and brand isolation.
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[bookmark: _Toc213340466][bookmark: _Hlk213336060]Chapter 01: Introduction
[bookmark: _Toc213340467]1.1 Background and Context
The luxury hospitality industry has changed a lot when it comes to digital innovation. Social media is now one of the most important ways for brands to stand out and connect with customers. The luxury hospitality industry is expected to grow to USD 201.37 billion by 2030, which is a rate of growth that has never been seen before. This is compared to the current USD 139.90 billion in the industry (Mordor Intelligence, 2025). As this market grows, it gets harder for everyone to compete, even for well-known venues like Rossington Hall, which now has to protect its market share against new competitors who are good with technology. In this expanding ecosystem, luxury wedding venues represent a distinct niche where experiential marketing and digital platforms converge to influence consumer decision-making. Veloso, Ieva and Suárez (2023) say that a social media content strategy can have a big effect on user engagement, booking intention, and brand image in hospitality settings. This is especially true for experiential posts that are aimed at the right audience. The post-pandemic world has only sped up the process of digitalisation. Couples now spend about seven hours a week planning their weddings online, with Instagram and Pinterest being the most popular research tools (Bodnar & Cohen, 2012). 
[bookmark: _Toc213340468]1.2 Research Problem and Rationale
There is still a lot of information missing about how to use social media marketing to position a brand and interact with customers in the luxury wedding venue industry, even though it is becoming more common in the luxury hospitality sector (Madaan et al., 2023). 
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[bookmark: _Toc213340523]Figure 1: Exploring Social Media's Role in Luxury Wedding Venues.
Creevey, Coughlan and O’Connor (2021) ascertain that the role of social media in business performance indicators is inadequately examined, thereby limiting the understanding of the genuine benefits of luxury brands. This constraint is a big problem for a high-end, conventional venue like Rossington Hall because it has to spend money on social media without knowing what the real benefits or performance indicators are for its specialised luxury niche.  Furthermore, despite the substantial body of literature concerning social media utilisation in luxury hotels (Rather et al., 2024), there exists a paucity of empirical research regarding its application within the wedding industry, where consumer decisions are influenced by emotional engagement and the authenticity of experiences. This study addresses these deficiencies by examining the impact of social media marketing strategies on brand positioning and consumer interest within the luxury wedding venue industry.
[bookmark: _Toc213340469]1.3 Research Aim and Objectives
Aim: To critically assess the role of social media as a marketing strategy to position the brand and customer engagement in the luxury wedding venue industry.
This research is guided by three specific objectives: 
· Evaluate and review existing social media marketing approaches used by luxury wedding venues and their success in positioning the brand.
· Determine the correlation between the measure of social media participation and the measure of customer satisfaction in the luxury wedding market.
· Identify recommendations of best practices to maximise social media strategies to position the brand in luxury wedding venues.
[bookmark: _Toc213340470]1.4 Case Study Context: Rossington Hall
This study utilises Rossington Hall, a prestigious wedding and hospitality venue in Doncaster, as the empirical case study. The facility is the best example of how to provide modern luxury wedding services that combine traditional elegance with new digital marketing strategies that can help the brand stand out in the area's competitive markets.
[bookmark: _Toc213340471]1.5 PESTEL Analysis: Luxury Wedding Venue Industry Context
Political: The UK wedding industry is located in a stable regulatory environment, but Brexit has influenced destination wedding logistics and supplier networks (Johnson Jones Group, 2024). The operational freedom is still controlled by the local government through the requirements and restrictions of wedding venue licensing and capacity limits.
Economic: The luxury hospitality industry shows its stability even in times of economic ups and downs, and it is expected that the market will grow to USD 160.48 billion by 2028 (Facts and Factors, 2022). Nevertheless, post-pandemic inflation has already changed the setup of consumer spending, as couples are more concerned about experience than with conventional indicators of luxury (D'Arpizio et al., 2024). The mean wedding spending is on a steady increase, which favours high-end venue positioning.
[image: A diagram of a wedding venue

AI-generated content may be incorrect.]
[bookmark: _Toc213340524]Figure 2: Luxury Wedding Venue Industry Context.
Social: The modern wedding planning is characterised by significant changes in demographics, the extent of which is 91% of planning time, which is carried out digitally (Grand View Research, 2025). Real authenticity and the ability to share on social media are more important to millennial and Gen Z couples than old-fashioned exclusivity. Planning horizons increase to 15 months, and couples have six hours per week to devote to the internet (Albany Capture, 2021; Joy Editors, 2025).
Technological: Digital transformation essentially changes the nature of the venue selection, with 17% of international bookings being made through virtual tours alone (Ingham, 2024). Social networks, specifically Instagram and Pinterest, control the discovery platforms, and new technologies, such as chatbots powered by AI and the experience of VR, are gaining momentum (Al-Issa and Thanasi, 2024).
Environmental: The issue of sustainability is playing an increasing role in the choice of a venue, and eco-friendly couples are interested in venues that show sustainability and local sourcing (Getz and Page, 2016).
Laws: Handling of customer information is regulated by legal instruments and is known as data protection (GDPR), and the use of user-created content in marketing campaigns may be restricted by intellectual property concerns (Stevens, 2025).
[bookmark: _Toc213340472]Chapter 2: Literature Review
[bookmark: _Toc213340473]2.1 Social Media Marketing in Luxury Hospitality: Theoretical Foundations
The idea of marketing on social media has completely changed the way luxury hotels and restaurants interact with their customers and brands (Leung, Sun and Bai, 2021). Li, Larimo and Leonidou (2022) characterise social media as a medium for generating diverse values through communication channels, branding platforms, and consumer engagement mechanisms, with hospitality contexts exhibiting significant levels of adoption. Social media marketing encompasses entertainment, interaction, trendiness, customisation, and electronic word-of-mouth, all of which contribute to brand equity development and consumer retention (Lin et al., 2024; Godey et al., 2016). In the realm of luxury hospitality, particularly regarding experience content strategy, Veloso, Ieva, and Suárez (2023) demonstrate that user engagement levels, booking intentions, and brand image perception can be significantly enhanced through response congruence between management and consumers. Creevey, Coughlan and O'Connor (2021) criticise the existing research for inadequately addressing the tangible effects of social media on business performance, particularly in luxury service contexts characterised by exclusivity and accessibility challenges. This theoretical gap necessitates further exploration into the utilisation of digital democratisation to influence luxury brand positioning without compromising perceived exclusivity, especially within event-centric hospitality (Javed et al., 2025).  This case study on Rossington Hall seeks to investigate this theoretical gap by analysing how it utilises digital channels to shape brand positioning while maintaining its apparent exclusivity.
[bookmark: _Toc213340474]2.2 Brand Positioning Frameworks in Luxury Contexts
Brand positioning is a strategy that forces companies to create unique market identities by offering different value propositions (Kotler & Keller, 2016). The primary factors identified in academic research on modern luxury brand positioning are experiential authenticity, symbolic consumption, and digital transformation. Instead, Rather et al. (2024) ascertained that luxury hotel brands leverage the quality of the service environment and consumer-brand experience to cultivate engagement, subsequently enhancing the quality of relationships and brand equity, with brand reputation serving as a mediator in these dynamics. Al‐Issa and Thanasi (2024) advance this discourse by emphasising luxury positioning, incorporating the role of technology, and asserting that advanced digital connections foster immersive brand experiences while sustaining optimistic positioning through an omnichannel presence. The stimulus-organism-response theoretical framework is beneficial for analysing the mechanisms of luxury brand positioning, as environmental stimuli generate psychological states that facilitate behavioural responses (Gomez-Suarez & Veloso, 2022; Aggarwal, Singh & Misra, 2024). However, as Venkateswaran et al. (2023) point out, traditional luxury positioning strategies that rely on exclusivity, heritage, and craftsmanship are becoming less compatible with the democratising effects of social media. This creates strategic contradictions that need to be resolved. The positioning of a luxury wedding venue is therefore quite complex, as it must evoke aspirational luxury associations while remaining accessible to a broader demographic than ultra-high-net-worth individuals. Rossington Hall's main strategic problem is this contradiction: it needs to use accessible social media to reach a wide range of people while still strengthening its luxury and aspirational associations.
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[bookmark: _Toc213340525]Figure 3: Social Media Marketing and Brand Positioning in Luxury Hospitality.
[bookmark: _Toc213340475]2.3 Customer Engagement: Conceptualisation and Measurement
Customer engagement is a complex idea that includes mental, emotional, and behavioural investments in interactions with a brand. Ndhlovu and Maree (2023) propose a conceptualisation that encompasses consumer-brand engagement through varying intensities of consumption, contribution, and creation behaviours within product and service contexts (Hollebeek, Glynn and Brodie, 2014). Komsuoğlu and Çevirgen (2022) identify seven dimensions of engagement in hospitality contexts: experiential benefit, identity, appreciation, information, advocacy, recommendation, and satisfaction, with social media platforms serving as the primary interaction venues. There is a strong link between social media marketing and customer engagement, with the ability to interact and post strategies having a positive effect on engagement (Drossos, Coursaris and Kagiouli, 2023). Rather et al. (2023) formulate the theory of engagement by distinguishing between transactional and relational forms, asserting that the luxury context necessitates deeper emotional connections beyond mere functional interactions. Nevertheless, Santos et al. (2022) critique the inconsistencies in measuring engagement, asserting that various operationalisations of engagement obstruct cross-contextual comparability and the advancement of theory (Brodie et al., 2011). Furthermore, while the ramifications of customer engagement—such as customer loyalty, word-of-mouth, and co-creation—are extensively examined by scholars, the prerequisites within the realm of specialised luxury remain insufficiently addressed (Rather and Amin, 2024). So, using these ideas about engagement at Rossington Hall will provide us a required, context-specific look at how a high-end wedding venue establishes and keeps close relationships with its customers.
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[bookmark: _Toc213340526]Figure 4: Conceptual Framework of Social Media Marketing and Brand Positioning in Luxury Wedding Venues.
[bookmark: _Toc213340476]2.4 The Luxury Wedding Venue Industry: Market Dynamics and Digital Transformation
The wedding services market is also expected to grow quickly. It is expected to reach USD 899.64 billion in 2024 and USD 1,842.54 billion in 2030 (Grand View Research, 2025). This is because people are willing to spend more on experiences when it comes to weddings (Grand View Research, 2024). Couples spend up to seven hours a week on the internet to plan their weddings these days. Most of the time, they use Instagram and Pinterest to get ideas (Bodnar & Cohen, 2012). This way of acting by customers has a direct effect on Rossington Hall. It reveals that its main "showroom" is no longer its real grounds but its digital presence on these visual platforms, where couples are actively comparing venues. The internet revolution has permanently changed how couples choose a venue. According to Stevens (2025), 59% of couples say they would not contact a venue that does not post its prices online. The luxury wedding venue is unique in its positioning because it needs to be able to be seen as a goal and have competitive access demands in markets that are already full. The analysis of the industry shows that the competition between venues has grown a lot since the pandemic, and the lack of engagement makes it hard to book in 2023-2024 (Johnson Jones Group, 2024). Social media, especially Instagram and Facebook, is the newest way to market. Visual messages are used to choose a venue, and electronic word-of-mouth has a big impact on how people think about a product. However, academic research specifically focused on the marketing strategies of luxury wedding venues is notably limited, and the hospitality literature predominantly emphasises hotels and restaurants rather than event-specific venues (Getz and Page, 2016).
[bookmark: _Toc213340477]2.5 Synthesis and Research Gaps
A critical evaluation reveals numerous theoretical and empirical gaps that warrant exploration. To start, even though the fields of luxury hospitality and social media marketing are separate, the place where they meet in a wedding venue setting is still not fully developed (Chetna and Wadhwa, 2024). Second, the existing brand positioning models are predominantly suited for product-based luxury brands or accommodation services, which inadequately address event-based hospitality, where experiential co-creation and emotional significance exacerbate positioning challenges. Third, the assessment of customer engagement within the luxury wedding context must be contextualised according to decision-making processes characterised by high involvement, heightened emotions, and extended planning horizons. Lastly, there is still a significant lack of empirical data on the relationship between particular social media marketing tactics and the objective brand positioning results and customer engagement rates, based on luxury wedding facilities. This study addresses these deficiencies by examining the role of social media marketing in brand positioning and customer engagement within luxury wedding venues through an empirical investigation of the case study.
[bookmark: _Toc213340478]Chapter 3: Research Methodology
[bookmark: _Toc213340479]3.1 Research Philosophy and Approach
This study adheres to the interpretivist paradigm, grounded in the research onion framework established by Saunders, Lewis and Thornhill (2019). Interpretivism emphasises the significance of phenomena through the subjective meanings generated by social actors, contrasting with positivist notions of objective reality (Melnikovas, 2018). The philosophical perspective acknowledges that the efficacy of social media marketing and brand positioning perceptions are socially constructed phenomena requiring interpretative analysis. The studies employ an inductive methodology, whereby theoretical knowledge is derived from the patterns observed in empirical data rather than confirming pre-existing hypotheses (Saunders, Lewis and Thornhill, 2019). This methodological positioning is well-suited for exploratory studies within the evolving digital marketing landscape, where established theoretical frameworks have yet to be formulated. 
[bookmark: _Toc213340480]3.2 Case Study Methodology: Justification and Application
The research methodology employed is the case study, which facilitates the examination of contemporary phenomena under real-world conditions at an intensive level. Yin (2018) asserts that case studies are empirical investigations that analyse phenomena occurring within constrained systems where contextual conditions are inextricably linked to the focal phenomena. Çakar and Aykol (2020) assert that the case study methodology is the most significant in hospitality industry research, demonstrating its capacity to yield contextually informed insights applicable in practitioner environments. A single-case design focusing on Rossington Hall is appropriate, given its exemplary status as a luxury wedding venue serving as a model in marketing practices (Yin, 2018). The holistic case study method aids in acquiring comprehensive insights regarding the function of social media marketing in the brand positioning and customer engagement processes specific to luxury wedding venues. Creswell (2013) asserts that case studies are optimal for investigating the how and why within contemporary contexts, which aligns with the objective of this research to examine the impact of social media marketing on brand positioning effectiveness.
[bookmark: _Toc213340481]3.3 Data Collection and Analysis Methods
[bookmark: _Toc213340482]3.3.1 Secondary Data Sources
Heaton (2004) says that secondary data analysis is the systematic examination of the materials that were collected for some other purpose. The data sources encompass academic literature, industry publications, texts on marketing analytics, and additional case studies. Cheong et al. (2023) emphasise the significance of qualitative secondary analysis in the examination of contemporary social issues. This is particularly true when research funding is limited and a cross-industry archive exists. The databases used are Business Source Premier and Hospitality and Tourism Complete. Trade publications like IBISWorld and Mintel gave us the market data we needed.
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[bookmark: _Toc213340527]Figure 5: Research Methodology Framework.
[bookmark: _Toc213340483]3.3.2 Thematic Analysis
The methodology outlined by Braun and Clarke (2006) indicates that thematic analysis focuses on the identification and examination of patterns within data. This is a flexible method that can be used in many different situations (Naeem et al., 2023). Braun and Clarke (2022) offer a social network analysis featuring contour diagrams, and the six steps they delineate for analysing data from various social networks ensure thorough coverage of the data.
[bookmark: _Toc213340484]3.4 Methodological Advantages and Limitations 
The examination of secondary data offers substantial advantages, including cost-effectiveness, high data quality, and minimal burden on research participants (Long-Sutehall, Sque, and Addington-Hall, 2010). However, certain limitations include insufficient control over the nature of available data, which may not consistently align with the objectives of data collection and secondary research (Heaton, 2004). The case study methodology provides depth and contextual analysis but diminishes the potential for generalisation beyond a specific context (Yin, 2018). The interpretivism paradigm regards the researcher’s subjectivity as an analytical asset rather than a constraint; however, findings reveal interpretative truths that are not universally replicable. During the research process, ethical issues like keeping data private and using secondary protocols correctly are very important.
[bookmark: _Toc213340485]Chapter 4: Findings
[bookmark: _Toc213340486]4.1 Theme One: Social Media Marketing Approaches and Brand Positioning in Luxury Wedding Venues
[bookmark: _Toc213340487]4.1.1 Platform Dominance and Visual Content Primacy
The examination of secondary data indicates that the visually orientated platform is the foremost channel for marketing luxury wedding venues, with Instagram and Pinterest being the dominant platforms. According to Grand View Research (2025), 91% of the time spent planning a wedding is done online. Instagram, Pinterest, and TikTok have a big impact on how a wedding looks. According to Yung (2023), the wedding industry benchmarks show that wedding brands on Instagram are growing at a rate of 2.3% per month, which is much faster than the industry average of 0.6%. This upward trend shows that people are more interested in wedding accessories than in other types of businesses. Furthermore, Pentina, Guilloux and Micu (2018) assert that authentic, high-quality visual content shared on the social media profiles of luxury brands positively impacts customer engagement, as luxury marketing necessitates the existence of perceived parasocial relationships between consumers and brands, which is bolstered by superior visual content quality. Because Rossington Hall's brand positioning is so strong on Instagram and Pinterest, which are the main channels for reaching its target audience, an examination of it must focus on those two platforms' performance and content quality.
[bookmark: _Toc213340488]4.1.2 Content Type Effectiveness and Engagement Patterns
Real-world data shows how playing content in different formats makes a difference. Yung (2023) says that Reels content gets three times the reach of both static and carousel content when it comes to wedding content. Instagram's algorithm also gives Reels unlimited reach opportunities that go beyond the current follower accounts. These findings are corroborated by EHL Graduate School (2024), which indicates that the average duration consumers engaged with online video content in 2023 was 17 hours per week, and Reels experienced over 200 billion daily plays on Facebook and Instagram, reflecting a 40% increase compared to 2022. Veloso, Ieva and Suárez (2023) demonstrate that experiential posts effectively enhance user engagement, booking intentions, and brand image perceptions within hospitality contexts, with management response congruence amplifying these effects. This observation indicates that content depicting authentic venue experiences, coupled with prompt and consistent management responses, optimises brand positioning effectiveness (Liu and Hu, 2021). This information gives Rossington Hall a clear standard for how well it is doing. A crucial result is that any content strategy for the Hall that doesn't put experiential, short-form video (Reels) first is probably not doing well and not getting the most out of its brand-positioning power.
[bookmark: _Toc213340489]4.1.3 Luxury Brand Positioning Through Digital Democratisation
The analysis shows some clear contradictions, such as how luxury brands can still keep their exclusive positioning even though social media is making things more open. Pentina, Guilloux and Micu (2018) note that luxury marketers keep their unique position by giving consumers the best visual content that supports the brand associations they want. This leads to active, creative behaviours on the part of the influencer and low-effort, high-virality behaviours on the part of consumers with simpler needs. Facts and Factors (2022) say that the luxury hospitality market will grow from USD 95.11 billion in 2021 to USD 160.48 billion in 2028. This is because people are still very interested in luxury experiences, even though there are digital options. The contextual analysis of wedding venues shows that more than half of the clients agree that visiting wedding venues in person is important before making final decisions. 17% of them booked international wedding venues with only a video tour (Ingham, 2024), which means that digital content can be a successful way to communicate the luxury positioning when used wisely. This discovery is very important for how Rossington Hall runs its business. It shows that its digital material, especially high-quality video tours, may and should be the main way to get bookings from clients who are not from the area or from another country. This directly turns digital positioning into money.
[bookmark: _Toc213340490]4.2 Theme Two: Social Media Participation Metrics and Customer Satisfaction Correlations
[bookmark: _Toc213340491]4.2.1 Engagement-Satisfaction Relationship Dynamics
Quantitative data have established robust correlations between social media utilisation and customer satisfaction within the hospitality context. A study conducted by Majeed et al. (2022) involving 504 hotel respondents indicates that customer satisfaction exhibits positive and significant correlations with the consumption, contribution, and creation dimensions of customer engagement, with R² values of 0.412, 0.374, and 0.362, respectively. This suggests that customer satisfaction possesses moderate predictive power. The R² value for customer satisfaction as an independent variable is 0.852, which means it can predict 85.2% of the variance. Al-Dmour et al. (2023) identified the drivers of social media marketing as advantageous promotions, pertinent content, trending content, and a presence across various platforms. These factors collectively affect brand loyalty through the mediation of customer satisfaction, with correlation coefficients exceeding 0.40 across all dimensions. For Rossington Hall, this quantitative link is not just a theory; it means that the amount of time people spend on social media (consumption, participation, and production) is a direct and measurable reflection of how happy customers are with the brand and how loyal they are to it.
[bookmark: _Toc213340492]4.2.2 Platform-Specific Engagement Benchmarks
The industry standards give marketing luxury venues platform-specific engagement patterns that work. According to Hootsuite data cited by EHL Graduate School (2024), the average engagement rate in the travel and hospitality sector is 1.73%. According to Zote (2025), 69% of social media users say that Instagram has the most interesting content from a brand. 61% of Instagram users also buy things through the site, which is the highest percentage of product-discovery networks. According to Grandview Research (2024), 48% of Gen Z couples use TikTok as one of their main sources of wedding planning. This shows that they are more involved in the process. These signs suggest that a high-end wedding venue with above-average engagement rates is good at establishing brand positioning.
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[bookmark: _Toc213340528]Figure 6: Social Media Engagement Hierarchy.
[bookmark: _Toc213340493]4.2.3 Electronic Word-of-Mouth and Service Quality Perceptions
Talking about things on the internet, eWOM is very important for the luxury hospitality sector. Sanchez Gonzales 2021. The perception of service quality, as reflected in online reviews, serves as a primary impact factor that transcends tourist satisfaction and marketing. EHL Graduate School 2024. Social media posts about the hotel experience are a big part of how customers decide to buy, according to Gomez Suarez and Veloso 2022. The posts are very detailed, which makes people more interested and leads to more bookings. In the high-end wedding industry, user-generated content (uGC) is used to build a good reputation. This is important because 59% of couples don't contact wedding venues unless they can see the prices clearly online (Stevens 2025). The presence of the venue's online digital content has a direct impact on how satisfied the customer is and how they make decisions. This is a clear and important conclusion for Rossington Hall: not being able to see prices or package information on its platforms is a big problem. It probably functions as a big barrier that stops more than half of its potential leads (59%) from ever getting in touch.
[bookmark: _Toc213340494]4.3 Theme Three: Strategic Patterns and Emerging Best Practices 
[bookmark: _Toc213340495]4.3.1 Content Strategy Optimisation
Thematic analysis finds important social media strategies for high-end places. Right now, short-form video is the best way to grow an audience because the algorithm on the platforms mentioned above is supporting more of this type of content (EHL Graduate School, 2024; The Media Socialites, 2025). Real, unedited content that shows off what makes the venue special is more appealing than content that has been overproduced. Luxury brands are expected to use high-resolution images to create the image they want to show (Pentina, Guilloux, and Micu, 2018). Visual storytelling is very effective in the wedding industry, just like it is in other fields. This is important because 90% of couples spend six hours a week planning their wedding, so it's important to boost the venue's online presence (Albany Capture, 2021). This study of best practices is what the strategic suggestions for Rossington Hall are based on. The results reveal that the material should change from long, boring blogs to short, real films that demonstrate what it's like to be at the location.
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[bookmark: _Toc213340529]Figure 7: Strategic Patterns for Luxury Venue Social Media Marketing.
[bookmark: _Toc213340496]4.3.2 Response Management and Engagement Protocols
It has been demonstrated that prompt and consistent managerial responses to customer enquiries substantially enhance engagement and brand perceptions. Veloso, Ieva and Suárez (2023) establish a correlation between the consistency of responses to experiential posts and management replies, resulting in an enhancement of positive impacts on engagement, hotel reputation, and booking intentions. According to EHL Graduate School (2024), 84% of social media marketers think that social media will become the most popular way for customers to get help, and direct messaging will become a cheap way to talk to people. Ingham (2024) says that response protocols should include promptness and strategic options. They also suggest that venues offer alternative dates when requested periods aren't available instead of giving blunt negative feedback, which will keep the conversation going and increase the chances of positive outcomes.
[bookmark: _Toc213340497]4.3.3 Multi-Platform Integration and Consistency
The results show that the key to being a successful luxury venue marketer is to be present on multiple platforms in a strategic way with a consistent brand message. Zote (2025) says that 84% of social media users have Instagram accounts, but only 0.2% of them are unique to the platform. This is because most people also use Facebook (80.3%), YouTube (76.9%), and TikTok (54.3%). This overlap in audiences is quite important for Rossington Hall. It shows that a strategy that only focusses on Instagram will overlook more than 80% of its potential audience who also use Facebook and YouTube. This behaviour across platforms necessitates cohesive marketing across channels. The wedding-specific analysis will show that couples use different platforms when planning trips. For example, Pinterest has features that inspire people, and Instagram helps people find vendors and talk to them. To make sure that luxury wedding venues are consistent across all platforms, they need to be dealt with using integrated strategies that also make sure that the content formats are tailored to the needs and expectations of each platform's audience (Mangold and Faulds, 2009).
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[bookmark: _Toc213340499]4.4.1 Navigating the Luxury Paradox: Digital Democratisation and Exclusivity Maintenance
The successful positioning of luxury wedding venues via social media branding, despite the inherently accessible nature of digital democratisation, illuminates the luxury paradox extensively documented in contemporary literature. Shukla and Rosendo‐Rios (2025) articulate that the swift democratisation of luxury alters conventional notions where exclusivity becomes standard, thereby distorting the fundamental concept of luxury as something exceptional rather than commonplace. According to D’Arpizio et al. (2024), the global luxury market was worth 1.48 trillion dollars. However, it shrank by about 50 million customers between 2022 and 2024, showing that the way people buy luxury goods is changing and that the idea of exclusivity is fading. However, contrary to theoretical expectations that digital platforms undermine luxury positioning, the findings indicate that a well-executed strategic digital integration can preserve aspirational brand associations for a successful business (Cardoso, Casteleiro-Pitrez and Lobo, 2025; Dentons, 2025). 
Pentina, Guilloux and Micu (2018) provide a framework that resolves this seemingly contradictory situation, demonstrating that high-quality visual content enhances intended brand associations, thereby fostering engagement behaviours across varying levels of motivational complexities. Using luxury wedding venues as an example of this principle shows that the venue's Instagram and Pinterest feeds show a real experience of the venue and keep the quality of the production high. Al‐Issa and Thanasi (2024) ascertain that interactivity facilitated through virtual experiences fosters exclusivity, quality, hedonism, and enduring self-perceptions, all of which are factors that drive luxury purchases. The context of wedding venues also builds on such principles, with 17% of all international venue bookings being made through video tours alone (Ingham, 2024), which implies that when there is a convergence of authenticity and quality, digital representations at a minimum assist in communicating the message of luxury. The paradox of luxury does not manifest as an intolerable constraint but rather as a strategic challenge necessitating sophisticated content differentiation rather than platform evasion (Kapferer and Bastien, 2012).
[bookmark: _Toc213340500]4.4.2 Customer Engagement Theory Application and Satisfaction Correlation Mechanisms
The findings that demonstrate significant correlations between customer satisfaction levels and social media engagement metrics validate the theoretical frameworks of consumer-brand engagement (CBE) and expand their relevance to the luxury wedding context. So et al. (2014) ascertain that customer engagement plays a pivotal role in fostering consumer loyalty to the tourism brand, while simultaneously enhancing service brand evaluations, brand trust, and post-consumption loyalty through engagement. The current findings corroborate these correlations, with R² values for consumption, contribution, and creation engagement dimensions at 0.412, 0.375, and 0.362, respectively, indicating moderate predictive capability, aligning with prior research in hospitality studies (Majeed et al., 2022). 
However, the characteristics of wedding venue settings encompass distinctive aspects of engagement that necessitate theoretical refinement. The choice of the wedding venue is a unique, high-involvement decision with a longer planning horizon of 15 months on average (Joy Editors, 2025; Lionardi and Thaib, 2024). This is different from classic hospitality settings, where the same consumption patterns happen over and over again. This time factor makes engagement even more important, since couples spend six hours a week online planning, and 64% of that time is spent on digital platforms (Albany Capture, 2025). Rather et al. (2023) assert that engagement manifests in two forms: transactional and relational. In the realm of luxury, heightened emotional connections are essential, rendering it insufficient to limit engagement to mere functional alterations. The relationship between the couple and their wedding venue is out of this world, with aspirational identity projection and emotional meaning being the most important factors in making decisions (Albers et al., 2021). Engagement metrics in wedding settings serve as both precursors to brand loyalty and significant factors influencing venue selection, establishing engagement as a crucial strategic tool in hospitality as traditionally employed (Zaware and Deokate, 2025).
Majeed et al. (2022) said that 85.2% of the variance in customer satisfaction could be explained (R² = 0.852). This shows that engagement is a strong factor in the hospitality industry. This result indicates that luxury wedding venues are especially important because the level of satisfaction is directly related to the generation of electronic word-of-mouth (Beyari and Garamoun, 2024). Stevens (2025) says that 59% of couples won't contact venues that don't have clear information online. This shows that the satisfaction that comes from engagement affects the initial setting of consideration, not just loyalty after the event.
[bookmark: _Toc213340501]4.4.3 Content Strategy Effectiveness and Platform-Specific Optimisation
The results showing that Reels content is three times better than the non-moving format show how people's tastes in digital wedding planning are changing. According to EHL Graduate School (2024), Reels has more than 200 billion daily plays, which is 40% more than in 2022. Consumers watch online video content for 17 hours a week. These patterns of engagement are part of bigger changes to social media algorithms that favour short-form video content and better ways to share it. Zote (2025) says that Instagram users are the most interested in brand content compared to other platforms. For example, 69% of users said Instagram was the best place to find interesting content, and 61% said they bought something after seeing it on Instagram. 
However, a closer look may show that the performance metrics for content formats and the need for luxury brand positioning are not the same. Reels have been shown to be much more effective, but their algorithm-videotaped distribution, which is definitely easier to get to, could go against the need to keep things exclusive (Brambilla et al., 2022). Shukla and Rosendo‐Rios (2025) refer to this conflict as self-presentation issues, where luxury brands associating with more ordinary customers through mass-distribution channels may diminish the status of exclusive customers in comparison to traditional luxury users. The challenge for wedding venues lies in their ability to optimise and maintain brand positioning, which may necessitate a strategic use of Reels that focus more on aspirational lifestyle connections rather than accessibility messages (Arrigo, 2018).
The results presented by Veloso, Ieva and Suárez (2023), which demonstrate the high efficacy of experience-based content and management response congruence, provide theoretical foundations for addressing this tension (DePino, 2019). Positioning Luxury Venues will continue to benefit by focusing on authentic venue experience presentations as well as timely and personalised management contact, taking advantage of high-engagement formats. This strategy goes along with the current ideas in luxury marketing that focus on how real the experience is instead of traditional product-based messages that focus mostly on products (Podder and Paul, 2020).
[bookmark: _Toc213340502]4.4.4 Practical Implications for Rossington Hall Operations
The findings have significant practical implications for optimising Rossington Hall's social media marketing strategy. First, venue managers should put money into Instagram and Pinterest, which have been shown to be the best places for wedding planning and have high engagement rates with other wedding planners. Second, the content strategy needs to be carefully changed to favour short-form videos, especially Reels. However, the quality of the production that supports luxury positioning should not be affected. Thirdly, response management strategies necessitate formalisation, characterised by timely and consistent dialogue that optimises the effects of engagement amplification, as identified by Veloso, Ieva and Suárez (2023). 
However, strategic issues must be considered during implementation. The wedding venue marketing industry is very competitive, and there are more venues than ever before (Johnson Jones Group, 2024). However, there aren't enough engagements to fill all of them, which makes booking difficult. In this case, the importance of how well social media works as a way to tell people apart grows. Rossington Hall should come up with unique content strategies that show off the best parts of each venue while still being consistent across all platforms. The brand needs to be on multiple platforms because 84% of Instagram users also use Facebook (80.3%), YouTube (76.9%), and TikTok (54.3%) at the same time. This means that the brand needs to use strategies that make sure that the brand's position is clear.
[bookmark: _Toc213340503]4.4.5 Research Limitations and Future Directions
It is important to know what the method can and can't do. While the examination of secondary data provides substantial insights into the industry and is cost-effective, it lacks mechanisms for regulating the data's nature and may result in a discrepancy between the original intent of data collection and the present research objectives (Heaton, 2004). The case study methodology enhances contextual depth while limiting generalisations beyond specific contexts (Yin, 2018). The interpretivist philosophical stance acknowledges that findings signify interpretative rather than universally replicable truths. 
Subsequent investigation of the subject should focus on primary data analysis, utilising the Rossington Hall stakeholder interviews and customer surveys as primary data gathered by the researcher, facilitating the assessment of the efficacy of social media marketing in specific operational activities. Longitudinal studies examining the relationships between engagement metrics and booking conversion would elucidate causal mechanisms. The transferability of findings would be enhanced through the utilisation of comparative case studies featuring luxury wedding venues of varying scales and geographical locations. Moreover, the investigation of emerging technologies, including artificial intelligence applications and metaverse integrations in the marketing of luxury wedding venues, represents a research avenue worthy of exploration, given the documented shifts in technological transformation patterns within the luxury hospitality sector (Al‐Issa and Thanasi, 2024).
[bookmark: _Toc213340504]4.5 SWOT Analysis: Rossington Hall's Social Media Positioning
[bookmark: _Toc213340530]Table 1: SWOT Analysis
	Components
	Description

	Strengths
	Rossington Hall is an example of luxury wedding venue marketing because it has an established reputation within the region and a classic presentation with the ability of digital innovation. The physical features of the venue offer high-quality visual content, which is critical in conquering the platform on Instagram and Pinterest where the growth of the wedding brands is 2.3 per cent monthly (Yung, 2023). Well-built background of the experiential content development helps to have genuine brand storytelling.

	Weaknesses
	The existing level of social media utilisation can be considered to be lower than 1.73% in the industry (EHL Graduate School, 2024). Theoretical resource limitations in order to produce regular content in short videos, even though Reels has tripled the reach of any content (Yung, 2023). The response management protocols must be formalised to create a competitive advantage due to management congruence (Veloso, Ieva and Suarez, 2023).

	Opportunities
	The wedding services business has a vast growth opportunity up to USD 1,842.54 billion in 2030 (Grand View Research, 2025). New platforms such as TikTok, which is used by 48% of Gen Z couples, would provide unexploited segments of the audience. The increased electronic word-of-mouth strategies would take advantage of the fact that 59% of the couples are leaving out venues that do not provide transparent data online (Stevens, 2025).

	Threats
	An emergence of greater competition in the post-pandemic period due to the presence of more venues than the demand of engagement poses a booking challenge (Johnson Jones Group, 2024). The paradox of luxury poses a threat to brand position experience because digital democratisation has the potential to diminish the perception of exclusivity (Shukla and Rosando-Rios, 2025). The rapid changes in platform planning force constant strategic flexibility, as the engagement ability and visibility will decline with the constant shifts in platform algorithms.	


[bookmark: _Toc213340505]Chapter 5: Conclusion
[bookmark: _Toc213340506]5.1 Research Overview and Achievement of Objectives
This study critically assessed social media as a marketing strategy for brand positioning and customer engagement in the luxury wedding venue sector, utilising Rossington Hall as a case study. The study addressed three specific research questions through systematic secondary data analysis and thematic analytical models. The research findings demonstrate that marketing via social media represents a transformative element in the operations of luxury wedding venue businesses, fundamentally altering brand positioning methodologies and customer engagement trends, while also revealing strategic inconsistencies that necessitate sophisticated navigation strategies. 
[bookmark: _Toc213340507]5.2 Summary of Key Findings
[bookmark: _Toc213340508]5.2.1 Social Media Marketing Approaches and Brand Positioning Efficacy
The first goal looked at how well luxury wedding venues are using social media marketing to build their brands. Instagram and Pinterest were found to be the platforms to rule, and Instagram provided the highest monthly growth rates of 2.3% to wedding brands, which is significantly higher than industry figures, which are 0.6% on average (Yung, 2023). There was a big difference in how well different types of content worked. Reels content on the platform got three times better results than the static format (Yung, 2023). It was played more than 200 billion times a day across platforms and grew by 40% compared to 2022 (EHL Graduate School, 2024). Most importantly, the results shed light on the luxury paradox, which says that the accessibility of digital democratisation as an inherent characteristic seems to go against the need to uphold exclusiveness. However, it was demonstrated that the quality of visual content reinforcing desired brand associations effectively sustains the luxury status despite digital accessibility (Pentina, Guilloux and Micu, 2018), with 17% of international venue bookings made solely based on video tours (Ingham, 2024). The strategic content curation that resolves the luxury paradox is a significant finding that enhances theoretical understanding of the digital management of luxury brands.
[bookmark: _Toc213340509]5.2.2 Social Media Participation and Customer Satisfaction Correlations
The second objective investigated the correlation between social media engagement and customer satisfaction in the luxury wedding sector. The quantitative research demonstrated significant correlations between customer satisfaction and engagement, specifically regarding consumption, contribution, and creation (Majeed et al., 2022). This relationship is strengthened by the fact that 69% of users believe Instagram has the most interesting brand content (Zote, 2025). Electronic word of mouth is powerful, especially when the online reputation has a high weighted score in how people think about the quality of the service (EHL Graduate School, 2024). 59% of couples won't even think about a venue if the prices aren't clearly shown online (Stevens, 2025). It can be said that a wedding venue needs to have an online presence in order to keep customers happy and get new ones. This engagement is also used to improve the existing consumer brand engagement frameworks for wedding planning, which is a very strategic process that takes an average of 15 months (Joy Editors, 2025).
[bookmark: _Toc213340510]5.2.3 Strategic Patterns and Best Practice Identification
The third goal set the standard for how to best use social media to promote luxury wedding venues. Thematic analysis showed that short-form video content is the best way to reach more people, since people spend 17 hours a week watching online videos (EHL Graduate School, 2024). Real, firsthand content that shows the real features of the venues is better than content that is made to look good, which is in line with the current luxury marketing trend of focusing on the authenticity of the experience (Veloso, Ieva and Suárez, 2023). Timely and consistent responses from management to customer questions have a big positive effect on brand recognition and involvement. In fact, 84% of advertisers think that social media will become the most popular way for customers to get help (EHL Graduate School, 2024). It is important to use more than one platform at a time because Instagram users also use Facebook (80.3%), YouTube (76.9%), and TikTok (54.3%) at the same time. This means that brands need to send the same message across all platforms while also changing the format of their content to fit each one.
[bookmark: _Toc213340511]5.3 Theoretical and Practical Contributions
In theory, the study enhances the current understanding of luxury brand positioning in the digital realm, demonstrating that the luxury paradox represents a strategic challenge rather than an insurmountable constraint. Applying consumer-brand interaction models to wedding venues, which are characterised by distinct temporal and emotional dimensions, enhances hospitality marketing theory. The results suggest practical ways to improve Rossington Hall's social media strategy, such as setting priorities for the platforms, changing the content format to video, making response management protocols more formal, and making sure that all platforms work together.
[bookmark: _Toc213340512]5.4 Concluding Statement
Social media marketing changes the way high-end wedding venues talk to customers and how they present their brand. They make things exclusive and easier to find by using content curation and real-life demonstrations. For a place like Rossington Hall, social media marketing isn't just about getting the word out; it's also a key part of how the brand positions itself in today's wedding planning.
[bookmark: _Toc213340513]5.5 Recommendations and Practical Strategies
[bookmark: _Toc213340514]5.5.1 Strategic Platform Investment and Resource Allocation
Rossington Hall should focus on Instagram and Pinterest as their main social media marketing platforms because they are said to be the best at helping people plan weddings. The evidence shows that 91% of the time spent planning a wedding is done online, and these sites have a big effect on how the wedding looks (Grand View Research, 2025). This kind of strategic prioritisation should be shown in how resources are allocated. For example, the content creation and engagement activities on Instagram should get about 60% to 70% of the social media marketing budget, and Pinterest optimisation should get about 20% to 25%. The rest of the budget should be used to look into new platforms, like TikTok, where 48% of Gen Z couples use the platform as a key planning tool (Grand View Research, 2025). This share system strikes a balance between the current platform lead and the placement that looks ahead to the future in the ever-changing digital world. 
[bookmark: _Toc213340515]5.5.2 Content Strategy Transformation: Prioritising Short-Form Video
Rossington Hall needs to slowly change its content strategy to short-form video formats, like Instagram Reels, which work three times better than non-video (Yung, 2023; Manglani and Rastogi, 2025; Dodds, 2024). In real life, set monthly production goals of 12 to 15 pieces per Reel, taking into account the different parts of the venue, like the ceremony area, reception area, accommodations, and changes in the seasons. The content should be based on real and experiential displays instead of overly polished promotional material. This is in line with the findings of Gomez-Suarez and Veloso (2022), which show that experiential posts are a major factor in engagement, booking intentions, and how people see the brand. Video content must include unedited footage of the venue that highlights its unique features. The production must be done in a planned way, with special monthly filming events that make it easy to add new content to the library. Also, user-generated content needs to be officially added, and couples should be encouraged to share their experiences using branded hashtags. These can then be used on platforms that have the right permissions and credits.
[bookmark: _Toc213340516]5.5.3 Response Management Protocol Formalisation 
It has been demonstrated that timely congruent responses from management substantially enhance engagement performance (Veloso, Ieva and Suárez, 2023; Dapko, Boyer and Harris, 2021; Ascani and Ancillai, 2025), necessitating formalised response protocols. Rossington Hall should set a 24-hour maximum response time for all social media questions, with a 4-hour response time as the main goal during busy times (weekdays from 6:00 to 9:00 p.m. and weekends from 1:00 to 5:00 p.m.). Instead of giving negative responses, response plans should focus on personalising responses and offering strategic alternatives. If someone asks for dates that aren't available, employees should suggest nearby options or options for next year and keep the conversation going to make sure the best possible outcomes are achieved (Ingham, 2024). This method means that someone has to be responsible for managing social media full-time, which could mean having someone on call to make sure they're always available. Also, the possible direct messaging options between platforms need to be improved because 84% of marketers think that social media will be the most popular way for customers to get help (EHL Graduate School, 2024).
[bookmark: _Toc213340517]5.5.4 Brand Positioning Through Quality-Controlled Content Curation 
To keep the luxury position in the democratised digital spaces, we need ways to control the quality of the content. Any content that is released must go through the approval processes that will make sure it fits with the brand's positioning factors that stress sophistication, elegance, and exclusivity. The visual content should show that it meets professional photography standards while still looking natural. This will get rid of the conflict between the quality of the production and its expressive genuineness (Gupta, Hushain and Mathur, 2024). Pentina, Guilloux and Micu (2018) say that luxury marketers keep their unique position by making higher-quality visual content that strengthens the brand associations they want. Rossington Hall should create a document with detailed brand guidelines that everyone who makes content and uses the platform can follow. These guidelines should include things like acceptable visual appeal, colour schemes, composition criteria, and message tone.
[bookmark: _Toc213340518]5.5.5 Performance Measurement and Continuous Optimisation
Systematic performance measurement lets us improve strategies. Rossington Hall needs to do monthly analytics to look at platform-specific numbers like the number of followers, reach, engagement rates, web referrals, and inquiry conversions. The contextual evaluation frameworks are based on comparing the results to the average performance in the hospitality industry (1.73% engagement rate) and the performance indicators for weddings (EHL Graduate School, 2024). Analytics insights should guide strategy changes every three months. This will make sure that the platform's algorithm keeps getting better as it changes and the audience's tastes change. Also, the analysis of competitors must be done in a planned way, with content strategies that have worked in the markets of high-end wedding venues in the area and a brand position that is still unique.
[bookmark: _Toc213340519]5.5.6 Cross-Platform Integration and Consistency Maintenance
Rossington Hall needs cross-platform strategies that work across all of its platforms because 84% of Instagram users use more than one platform at the same time (Zote, 2025). These strategies should help the brand stay relevant to all of its content types. The rules for reusing content should make it possible to deliver it effectively on multiple platforms, and the content should be optimised based on the channel it is on. It is expected that all digital touchpoints will continue to use the same brand messages, visual identity, and customer service. This will create a unified brand experience even though customers use different platforms.
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