
 



FILL YOUR WEDDINGS DIARY 
 
 
 
Background  
 
For most castles, hotels and attractions a wedding booking is a lucrative deal.   Just one or two more 
additional weddings a year can make a difference to the bottom line. 
 
At welcometraining.com we have been working with the hospitality industry for years and know that 
one of the most reliable ways to generate bookings is superb customer service.  In the wedding 
industry you hope that won’t be repeat bookings for the bride and groom, but recommendations 
from friends who attend their celebration who might marry in the future. 
 
In the last two years a new form of customer service has emerged which is both an opportunity and a 
risk for wedding venues.  Social media.  For wedding venues this tends to be Facebook and Twitter, 
though could include YouTube, blogs and even LinkedIn. 
 
We have asked our partner, Northern Lights PR, to carry out research into how social media is being 
used for those putting on weddings. 
 
What has emerged is a mixed picture.  In an analysis of 15 of the UK’s top wedding venues – as named 
by Marie Claire, The Independent, Hitched.co.uk, Welcome2Yorkshire and Brides magazine – the 
findings were 

 86% have a Facebook page – ranging from a basic information page on a castle to an 
additional Facebook page entirely dedicated to weddings 

 86% are on Twitter.  While most accounts are run as a general hotel/attraction account, one 
group of hotels runs a Twitter account dedicated purely to weddings under @bijouweddings 
while Allerton Castle has delegated their account to the catering business that runs their 
functions @dinevenues 

 Only half of those on Twitter are following journalists strategically – and not all of these are 
following bride magazines and even fewer, the wedding bloggers 

 Three quarters are using their Facebook pages to put up photos of their brides’ weddings – 
with some it is just one or two photos, others are putting up a wide selection 

 Two thirds are having discussions on their Wall on Facebook – brides asking questions, 
photographers posting photos and others commenting on them 

 
This paper pulls together the pockets of excellence in each of these areas.  No one venue was ‘best’ at 
all activities, though one or two stood head and shoulders above their competitors. 
 
You may still be new to social media and questioning the value.  At its worst, if you aren’t actively 
engaged and monitoring online conversations, there may be criticisms that you should be addressing 
– we look at this later.  Who can estimate the value of one or two lost weddings because of negative 
comments left unaddressed?  £20k, £50k?  Even £100k? 
 
From analysing what all these wedding venues are doing, here are our ten tips for how you could 
develop relationships with your brides, long before they come to visit you; get recommendations from 
your partners; address any concerns that brides have; and get brides’ friends and families to do your 
marketing for you. 
 
 
 



1. Separate out weddings  
Many wedding venues are multi-purpose.  In any week they can be hosting half-term trails, 
Hallowe’en parties, classic car festivals, golf weekends – and weddings.  A general venue website, 
Twitter or Facebook account cannot make the bride feel special.. 
 
However, if you set up dedicated wedding pages and accounts – which cost nothing other than time – 
you can immediately create a sense of exclusivity! 
 
Just look at these examples.  The first is the Twitter stream, BijouWeddings.  Cain Manor is a top 
wedding venue that belongs to this group – but all the historic houses in this group also do corporate 
events.  But here they have given weddings a focus – which will help with Google searches and gives a 
sense of identity to all their conversations. 
 
You cannot be in any doubt that they do lots of weddings, are seriously experienced in them and love 
doing them. 
 

 
 
 Alnwick Castle has pulled off a similar trick with a dedicated page on Facebook 
 



 



 
 
 

2. Let your brides do the marketing 
Anyone who has lived with a bride-to-be will know that weddings generally take over their lives! 
 
They want to get every detail right, they have dozens of questions, they want to share the latest find 
and excitement. 
 
Facebook is such a great place to let them do this.  Provided your customer service is warm and 
engaging, the evidence of our research is that they want to carry on the conversation when they get 
home after visiting your venue – and this is a great advertisement for your business. 
 
Many are also keen to thank everyone for their part in their day and share their photos after the 
wedding.  Time and again we saw snippets of this happening, but you could also see that with a little 
encouragement, this could be trebled several times over. 
 



Look at these great conversations on The Ashes’ Facebook page.  On this one page you have three 
brides discussing the best hair and make-up teams for their weddings – and The Ashes recommending 
their favourites in the middle of it all. 
 

 



 



 
 
 

3. Get your wedding partners recommending you 
When a bride starts searching for her venue (and it usually is the bride who starts this off), they also 
start looking at photographers, florists, dresses.  In fact, one wedding shop said that many brides now 
start with their dress and a ‘theme’ and then search for the venue to go with it all! 
 
Whatever the process, suppliers can play a large part in influencing the choice of venue – and given a 
little help could be your greatest marketeers. 
 
Here again, The Ashes was leading the field on this.  They have got their suppliers ‘liking’ them on 
Facebook and all sorts of discussions going involving suppliers – ceilidh band, hair and make-up, cup 
cakes, videographers, music to walk down the aisle to. 



 
 

4. Photographers posting wedding photos 
The relationship with photographers can be beneficial to both the venue and the photographer.  
What better place for the photographer to post his photos than on the venue’s Facebook page? 
 
This works really well for everyone – and brides and their families often comment and say what a 
lovely day it was.  Makes a really warm impression and brings the venue to life. 
 
Pentillie Castle had the best example of using photos from their photographers and brides …. 



 
 
The Green House posted photos of its first wedding and immediately people were asking how many 
people could they take (the restaurant only holds 60 people) 
 

 



Swinton Park has used their Facebook photos to show off their venue. 
 

 
 
And at Ripley Castle just see how local photographers are wanting to engage with them  
 

 
 
 



 
 

 
 
We talked to photographer, Cat Hepple (@cathepple) for her take on what wedding venues could do.  
She gave a few interesting examples 
 

- “I did some great photos of weddings at both Oulton Hall and Rockcliffe Hall.  I posted 
them on my website and tweeted about them – and all the wedding bloggers went mad 
for them.  But there was silence from the venues themselves – no feedback, tweeting 
them or engagement 

- I also did photos at Yorebridge Hotel in the Dales – voted the most romantic hotel in the 
UK.  It was pouring with rain on the day but I still managed to get beautiful shots of the 
day.  When I tweeted about them, with a link, Yorebridge retweeted but never said 
thanks or made any comments.  It’s a bit disappointing 

- I was also asked on Twitter which venues I would recommend and mentioned 
@RockliffeHall.  I was a bit disappointed that they never came back and thanked me or, 
more to the point, said hi to the bride who was asking and offer to help her.” 
 



5. Bring wedding personality to your website 
Venue websites of luxury hotels and estates are often very formal and professional – but not 
immediately engaging to a bride wanting it to be all about weddings.  We chose three examples below 
where we have the wedding page of the website – but it isn’t especially engaging.  However, a click 
through to Facebook or Twitter immediately opens up the personality of that venue – and still retains 
its professionalism – without added cost. 
 

 
 

 
 



 
 

6. Spot opportunities on Twitter 
You can monitor particular words or your business name appearing online – Tweetdeck is a good tool 
for this.  When you run Tweetdeck it will ping you if your hotel has been mentioned in someone’s 
tweet or on Facebook – or you can set it up to spot words like ‘engagement’ or ‘weddings’. 
 
You can find conversations that you can engage with – perhaps even make offers.  We found this one 
below as an example.  It is an anniversary rather than an engagement or wedding, but there will be 
other conversations on these topics at times. 
 
In this one, someone called Matthew Cashmore tweets that he will have been married for ten years 
and his wife wants to go to New York but he wants Swinton Park (which is the link).  There is then 
considerable banter between his followers – more or less on the lines of you have to give your wife 
what she wants – but this was such a perfect opportunity for Swinton to join in and say something like 
‘congrats on 10 years, if  we offered special rate honeymoon suite, do you think that would persuade 
her?!’ 

 
 
 

7. Use Twitter for journalists 
Very few of the venues we researched really understood how to follow journalists and engage with 
them to get good PR. 
 
The best example was BijouWeddings – have a look at who they are following:  1,000 plus of anyone 
who is anyone in the wedding world.  Journalists, bride magazines, wedding designers, 
photographers, wedding bloggers.  The list goes on. 
 
Increasingly journalists no longer read press releases or emails – if they are doing an article they just 
put a request out on Twitter.  ‘Anyone done a wedding recently with a vintage car and have good 



pics?’.  Using Twitter is the one of the most effective ways to do PR – following and engaging with 
journalists. 
 

 
 
 

8. Address complaints swiftly 
Luckily complaints from brides on a social media site are a rarity.  Sadly, the one we did find is likely to 
have done considerable damage and was never addressed.  This was the comment we found on 
Harewood House’s Facebook account – still there for all to see but with no-one coming back to 
reassure this bride-to-be.  If you came across this, would you have questions in your mind?  Wedding 
co-ordinator changed twice?  No-one seeming to care and responding (this comment is followed by 
endless jolly promotions from Harewood). 
 



 
 
In this case, Diana posted her comment onto Harewood House’s Facebook page direct.  She could as 
easily been tweeting about it to her friends – and unless the venue is monitoring and responding, 
these comments may be left in the ether to do long-term damage. 
 

9. Keep this senior 
If you are a regular user of social media, you will spot there is a certain finesse in the online 
conversations we have used as examples. 
 
If you are a newcomer, beware – this elegance of touch is not easy to achieve for everyone.  If you 
become too promotional, it turns people off. If you haven’t the skills to spot and defuse criticisms, you 
can make the conversations worse (we’ve seen this often in other fields). 
 
The best person to run wedding pages and conversations is almost certainly the wedding organiser at 
the venue.  They know the concerns of brides, what sells their venue, who and how to recommend of 
suppliers. 
 
If you don’t have a dedicated wedding team, then give it to someone who is good at PR, who can 
listen and isn’t too salesy.  And the senior management team should also understand the basics of 
social media so they are watching and managing how it is handled – as they would with catering or 
the flowers.  You don’t have to be able to arrange the flowers yourself, you do have to know if the 
flowers are doing justice to your business and if they are the image you want. 
 

10. Social media is customer service in another package 
The venue examples we have used in this paper are already recognised as being at the top of their 
game.  We chose them because they have already been named as the top in a wedding category – and 
almost certainly will have excellent customer service as part of their whole offering. 
 
If you have good customer service, social media will let others say this for you. 
 
If your customer service is weak or patchy – social media may leave you exposed to online criticisms 
and lost business.  Photos of something terrible at a wedding (a poor meal, shoddy flowers, dirty halls) 
can go viral in minutes – particularly if there is something amusingly awful about it. 
 
But if you can get your customer service in the top league, the chances are you will handle social 
media really well.  It is an excellent and cost effective way to engage with brides very early, 
demonstrate what you are really good at and let others tell your story for you. 
 
We end our tips with the Facebook page from The Green House – get Facebook right and why 
wouldn’t you want it to promote the best of what you do for brides?  Wouldn’t you want to put them 
on your list of venues to view and research further? 
 
 



 
 
 
 


