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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 suffered “saw the biggest economic declines of all sectors during the pandemic” as reported by the House of Commins Research Briefing (2022, p18).  The report also states that the hospitality economic output for 2020 was 42% less than 2019, 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.

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   insight into how pubs can reverse declining footfall and support financial recovery in the post Covid hospitality landscape.

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.

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.  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 experience-driven, seeking venues that offer added value beyond the traditional offerings.  This has created a competitive environment whereby pubs must provide something different through engagement and innovation.

This 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.

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 a0re 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 bother 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 analyse 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 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.

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.

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).

Additionally, the UK hospitality sector experienced the most severe economic decline among all industries
