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Demonstration
BEFORE/AFTER

The reel showcases the stunning fransformation of the Dylan Thomas
Centre, highlighting the venue’'s upgrade and new wedding
packages for a more luxurious and sophisticated experience, using
before/after videos (Sowers, 2024).

Message balance

EMOTIONAL & INFORMATIONAL -
HIGH INVOLVEMENT

The reel blends emotion and information, connecting with couples’ desires for a
memorable wedding while highlighting the venue's transformation and new packages.

It supports their high-involvement decision, building both emotional appeal and
confidence in choosing venue (Duarte, 2024).
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Colors

WHITE White symbolises cleanliness, purity, simplicity, innocence,
and honesty, creating a sense of elegance and clarity
(Presented, 2024).

PINK Pink represents sophistication, compassion, sincerity, and
sweetness, evoking warmth and romance, perfectly
complementing the refined atmosphere of the Dylan
Thomas Centre (Rennie, 2024).

Values

PATHOS

The Cenire crafts emotional, unforgettable weddings.
The reel captures the love and joy of a truly personal
celebration (Leighfield, 2024).
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Conclusion
DYLAN THOMAS WEDDING VENUE

The reel highlights the Dylan Thomas Cenfre’s fransformation, showcasing
the new wedding packages.

The use of white (purity, simplicity) and pink (sophistication, romance)
creates an emotional connection with couples.

It balances emotional appeal with key information, reflecting the venue's
sophisticated brand personality and fargetfing an upper-class persona.

The reel positions the Dylan Thomas Cenfre as the ideal choice for a
luxurious, unforgettable wedding experience.
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Thank you!

BY SAMITA CIODAR
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Introduction

INSTAGRAM REEL

| chose Instagram reels for the wedding venue packages launch because it's a great
way to showcase the venue visually and engage with a wide audience.

The platform's algorithm helps boost reach, and the easy editing fools allowed me
create a polished, eye-catfching video.

The reel infroduces the new wedding venue packages, showcasing the elegance and
versatility of the Dylan Thomas Centre.
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Promoting the
wedding venue

1 MINUTE REEL — INSTAGRAM
HTTPS://WWW.INSTAGRAM.COM/REE

L/WED DIN Gttps,//wwwinstagram.com/reel,

[DDMUGYcI8T2mQBZvXT2I-
2kpRzbsp3NegPBoO/

IODAR

[Ctrl+Click to follow link

This 1-minute Instagram reel targets millennials by blending nostalgia with modern trends.

It uses fast-paced edits, relatable themes, and music fo engage them with entertaining

content that resonates with their values of authenticity, creativity, and social
connection.
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DBrand personality

SOPHISTICATION

The venue radiates timeless elegance and luxury (Upwork, 2024). The
reel highlights our glamourous offerings, showcasing a wedding
experience for those with the highest standards.

Persona (segment)
UPPER CLASS — A. CITY PROSPERITY

Designed for the elite, our venue caters to those who seek
exclusivity and impeccable service (Experian, 2024). The reel
captures the essence of a high-end wedding failored to
discerning couples.
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Content message

Every couple deserves an unforgettable, emotional wedding.
WHY?2 The bespoke packages create personalised, meaningful experiences.

HOW?e The reel highlights our new offerings at the Dylan Thomas Cenftre, inviting
WHAT2 couples to explore a sophisticated, emotional celebration.

No more awkward explanations. Clear, concise, and powerful (LaRoche,
2019).




