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Chances are, somebody is about to walk into their British local 

pub for a pint, maybe two, and quite possibly a rack o’ribs 

or a pork pie. Somewhere else in Britain, someone might be 

noticing their local has been losing custom; their sanctuary 

becoming uncomfortably tranquil, and the owners more 

frequently behind the bar as they can no longer afford the 

staff.

Depending on who you talk to, there are up to 25 pubs closing 

every week in Great Britain. But why?

Last year I came to Europe, rented a tourer and spent the 

better part of six months on the road ‘researching’ what makes 

a great pub, what makes a great business operator – and 

what makes a mistake. The answer isn’t as complicated as 

you might think, and came from operators, general managers, 

licensees, owners and punters. And over a fair number of 

hand-pulled pints and chicken schnitzels.

You can look at the closure figures alone, or you can also 

take into account the number of re-invented venues tapping 

into new, exciting and consumer-friendly ideas. Sadly I have 

encountered an exorbitant number of pub operators with the 

attitude that “If it worked once, it’ll always work”. And that is 

unfortunately not the truth for any hospitality business model 

today.

People pontificate as to why pubs are closing every week 

– mostly blaming planning laws, property developers, and 

the demise of English pub culture. But the bald truth is: the 

majority of these pubs are just shit. They are simply just shit.

The lighting is terrible, or terribly bright. There is no music, 
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the furniture is in horrible condition, there is no warmth, and 

there is definitely no vibe that is created by having those 

things right. 

As the consumer world evolves and continues to hone in on 

our likes, people become more discerning towards where 

to spend money. So why in all seriousness would someone 

spend £30 in a room that makes them feel neither welcome 

nor comfortable?

Statistics from PwC says pubs in the UK enjoyed a revenue 

increase on 2013, up 2.8 per cent to £22.15bn. Yet so many 

pubs are closing. Are the now fewer pubs increasing their 

prices exponentially, or are they simply just taking revenue 

away from venues that aren’t doing it right? 

I visited two pubs in Exeter; one had all the trimmings – pool 

table, jukebox, a range of beers, and an amazing outlook over 

the River Exe. The other was up a hill, much older, hidden 

away and had only one guy behind the bar. 

Guess which operator was having a hard time pulling in 

customers? The pub by the river!

This operator did nothing but complain that business was 

being ruined by new smoking laws, which meant his patrons 

now couldn’t smoke indoors. “Yeah, that must be it,” I 

thought… not the fact that your business is in an incredibly 

prime position near a University, yet has nothing to offer a Uni 

student. The juke box was full of terribly outdated music, and 

if nobody threw in a pound the house music would be set to 

the deafening level of zero. And the toilets looked like they’d 

just been used by an entire festival.

Then we visited the smaller pub. An amazing welcome as you 

enter, temperature is warm, good array of beers, whiskeys, 

rums, ciders, wines and cigars – which you can smoke 

outside under the cover of a shade cloth and heater. Picture 

tealight candles, cosy cushions, and even a cat available to 

snuggle; a winner! Yeah, the lack of indoor smokers are the 

problem.

Not all pubs can afford fancy renovations, maybe not even 

a cat, but they can afford to spend time with their local 

customers and really appeal to what the customer wants. If 

they are appealing to customers that want to sit at the bar 

in silence with zero social interaction, then it may be time to 

upset those (two) customers and change to what works. 

Up north, in the hand-pull capital of the UK, Yorkshire, there 

is a pub called the Fleece Inn in Pudsey I will never forget; 

it’s the perfect example of how to run a neighbourhood pub. 

The kind of place whose closing would harm the surrounding 

community. 

The operators, Paul and his wife, have a full house every 

night. The locals are three-times-a-week regulars, all know 

each other, and all welcome you. The music is spot-on, and 

the furniture so clean you don’t want to mess it up. 

But his story is even more impressive. Every pub Paul 

operates has turned around, and his regulars follow him. 

How? He listens to every single customer, includes them as 

part of the community that their hard earned pounds support, 

and garners respect through a no-bullshit, positive attitude. 

Paul knows his customers pay the bills, and doesn’t just do 

what he pleases. 

Andy Maddocks, operations director for Mothership Group in 

the UK summed this up perfectly: “It’s about doing something 

that many local pubs have done for years and still do: 

engaging with the community. What reason can you give 

them to spend time in your bar or establishment?”

Daniel Leroy
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Getting Social
The complex, powerful and potentially 
hazardous world of social media can be friend 
or foe. Grant Shepherd brings a touch of clarity 
to the frenzy. 

The 21st Century has seen the arrival of a new generation 

in marketing for business. There’s a new kid on the block 

when it comes to generating foot-traffic: social media.  

While it might take a little education at first, this effective 

online tool can generate more customers, and quite 

possibly save a business.

Once the medium people used for boasting to friends 

about a fancy lunch, it has evolved from a simple one-way 

self-promotion novelty to an essential marketing tool that 

you must embrace to stay relevant with a new generation 

of customers.

There are several major options in social media, which 

cater to different demographics and mindsets. Businesses 

that use them to their advantage will tend to have a 

presence on most, and focus on the ones most suited to 

their customers. 

More than just setting up a Facebook page, social media 

(SM) gives everyday people the power to harness both the 

universal power of the web, and the information-driven 

attentions of millions of users. 

Giving them voices
It is quite easy for one to exist – as millions of people have 

done for time untold – without “updating your Facebook 

page” or “sending a Tweet”. It is just as easy for a small 

business to ignore the immense amount of material flying 

around cyberspace. But the reality today is, if you aren’t 

doing at least the basics, your business is simply not doing 

as well as it could be. 

If you have plenty of business, look no further. But for 

everyone else – from prominent pubs in high traffic areas 

to remote outback corrugated iron hotels – social media 

can and will help people find you, which is the first step to 

getting them walking in the door. 

As of last September, Facebook’s reach was accredited as 

an incredible 1.35 billion monthly users. The last quarter 
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of 2014, it posted advertising revenue of more than $12 

billion. This money was largely generated by ads targeting 

the kind of people small business also wants to target. 

But a Facebook page doesn’t have to cost anything more 

than some time and perhaps some innovative thinking to 

reach those people. In fact, SM works best doing the kind 

of thing pubs have been doing for centuries: finding ways 

to keep people engaged and entertained. The difference 

is that now, instead of befriending people across a bar, it’s 

across the web. 

Social media gives the faceless, effectively infinite souls 

on the other end of the internet connection a voice. 

Every time your pub makes a post online, it is open for 

discussion from customers – both existing and potential. 

If they like your new Happy Hour specials they will let you 

know – not only by actually visiting your premises, but by 

replying to your post and even spreading it on their own 

social media.

A story recently emerged during the South Australia 

bushfires of an Adelaide hotel that was struggling to keep 

its doors open. Despite being in financial hardship itself, 

the Hampshire Hotel wanted to offer free beds for those 

affected by bushfires in the area, and posted this genuine, 

heart-felt offer on its official Facebook page. To date the 

offer has received more than 500 supportive comments, 

over 11,000 people have ‘Liked’ it, and 4,000 people have 

shared the story with someone else – meaning even more 

exposure to come. 

The hotel’s official Facebook page itself now has just shy 

of 2,300 likes, which means any future posts about the 

business will be seen by all those people. This simple 

communication with the surrounding community, 

including strangers, may have saved the business.

However, it should be noted that the rules of hospitality 

apply here also; plenty of businesses have seen a scourge 

of negative feedback by attempting to portray themselves 

as heroes or martyrs. Just because you can’t see the 

people hearing your words, it doesn’t pay to treat them 

like fools.  

Even when you do it right, not everything you say is 

guaranteed to be well received. At first it may seem 

detrimental to have people disagreeing with your new 

lunch menu, but this kind of feedback can obviously be 

very useful. 

Instant feedback can help you make changes that suit 

what your customers want, or even brainstorm a new 

idea. Looking for a new beer to put on next month? Ask 

customers what they’d like to drink. Get them involved. 

This kind of encouragement also serves as a genuine 

excuse to promote things you are doing. It hardly seems 

‘newsworthy’ to say “We’re putting on a different beer this 

week”. But an offer to “Come in and tell us what you think 

of …” is very likely to get people doing just that. 

Sometimes changes can trigger a wave of SM that 

takes on a life of its own. Recently, Perth’s Raffles Hotel 

was in the papers over an incident where cyclists were 

asked to leave due to a recent dress code change that 

included no lycra. Mocked by media presenting the 

story from the perspective of the begrudged cyclist, 

management back-pedalled, issuing a statement claiming 

a misunderstanding: it was not the lycra, but because the 

hotel did not have adequate storage space for the bicycles.

This triggered a litany of customer comments on the 

hotel’s Facebook page – in support of the lycra ban. They 

don’t want to see cyclists wearing sweaty, flesh-gripping 

outfits where food is served. The overwhelming response 

prompted Raffles to back-flip again, reinstating the ‘no-

lycra policy’. 

What and Where? 
Like any sophisticated market, social media is dominated 

by brands that best provide what their customers want. 

On that basis, some investigation into the major platforms 

gives insight as to where to invest time. It’s not just about 

having a presence on the ‘big two’ – Facebook and Twitter. 

It really is horses for courses. 

For starters, business with physical addresses need an 
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up-to-date Google+ business page. Why? Because of two 

other services Google offers: Search and Maps. Google is 

still the world’s most used search engine, and obviously 

it wants its service to take priority over the competition, 

so it will rank you higher in its search results if you 

use Google+. If you want to be prioritised over your 

competition, try to have as much useful information as 

possible available. At a minimum, list address, hours of 

operation and a phone number. 

Hospitality businesses can do well with check-in and 

review social sites such as Yelp and Foursquare. These are 

very time efficient; once set up you practically leave them 

alone. They allow customers to ‘check-in’ to a venue they 

visit, and leave reviews or tips for others. Yelp is the most 

popular, and both are completely free. The venue’s ‘check-

in’ can be promoted elsewhere, such as a Facebook page, 

where further people will learn about it and in turn the 

venue. 

The old adage of “a picture is worth a thousand words” has 

never been more relevant than today. It has been proven 

in many studies that no matter what the platform, social 

updates with images are far more successful than simple 

text. Today much of the population carries around a 

camera phone – many semi-obsessed with taking pictures 

of entertaining, delicious, or plain bizarre things they 

encounter. 

Many venues, but particular those that have plenty of 

picturesque décor or activity, do well to leverage the 

power of photography to show customers – both existing 

and future – exactly what they offer. Not confined to 

the venue, show off the menu or a colourful cocktail. 

Post photos of staff serving up frosty pints at the bar on 

a hot day, or create some intrigue with a preview of the 

renovations soon to open. 

Most SM can post images, but one deals exclusively with 

visuals: Instagram. This is owned by Facebook, and itself 

has over 300 million users, who tend to be very active. 

Over 70 million photos are uploaded every single day. 

Instagram is also very efficient in that you can link other 

media, such as Facebook and Twitter, and when you 

upload the image to Instagram it distributes to the other 

channels. 

More ‘Getting Social, with Grant 
Shepherd’ columns will appear in the 

line-up of coming PubTIC News. 
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PubTIC Resources

PubTIC Social brings cost-effective social media services to 

hospitality venues. Services include:

•	 Starter Pack

•	 Ongoing page maintenance

•	 Broadcast services

The Starter Pack is specifically designed for hospitality venues 

that have little or no social media in place. 

Once supplied with basic information such as trading hours, 

business details, logo, we will set up, lay out and prepare 

a professional-looking page on a choice of social media 

platforms. 

When ready to go, operators will be supplied with a set of 

instructions on how to maintain the sites, and everything 

required to do so. 

Or, enlist PubTIC Social to maintain the pages for you for an 

ongoing service fee. 

Much of the power of social media comes from leveraging 

technology and sheer numbers. Social media pages through 

PubTIC have the advantage of our site and design resources. 

PubTIC is also planning to begin broadcasting social media 

bulletins on behalf of pub operators. Our ability to design, 

manage and send professional email bulletins to thousands 

of readers can work to the advantage of venues trying to 

engage with their customer base. 

Enquire about how we can help launch or improve your 

news bulletins. 

PubTIC is proud to announce the launch of its new 
Social Media services – PubTIC Social.




