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SECTION I: Use of AI tools
	Use of generative AI and other AI-based tools
There are several ethical issues relating to the use of generative AI and other AI-based tools, including data security, output bias, and output errors. In general, you should assume that any generative AI or other AI-based tool that you pay to use is more secure and accurate than one which is free to use.

Will the research use AI tools to do any of the following:
	YES
	NO
	N/A

	1
	Capture data?
	☐
	✓
	☐

	2
	Generate and/or edit text?
	✓
	☐
	☐

	3
	Generate graphics?
	☐
	✓
	☐

	4
	Generate video?
	☐
	✓
	☐

	5
	Generate sound/music?
	☐
	✓
	☐

	6
	Generate code?
	☐
	✓
	☐

	7
	Generate synthetic data?
	☐
	✓
	☐

	8
	Analyse data?
	☐
	✓
	☐

	9
	Analyse personal or sensitive data?
	☐
	✓
	☐

	10
	Classify data?
	☐
	✓
	☐

	11
	Do you intend to use the free version of any AI tools?
	☐
	✓
	☐

	Artificial intelligence (AI) will be used solely for proofreading, grammar checking, and improving the clarity, readability, and academic style of the dissertation. AI will not be used for data collection, data analysis, interpretation of findings, or generating research content. All research, analysis, and conclusions will be completed independently by the researcher.
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[bookmark: _heading=h.4sydz11os7cj]1. Introduction
Weddings are one of the vital areas in the United Kingdom contributing to the hospitality, tourism and event management industry. The industry has kept growing after the COVID-19 pandemic, when consumers' wedding parties increased and couples were ready to invest more in personalized weddings (Pereira et al., 2022; Ghosh, Ness and Salunkhe, 2024). The appeal of this customised consultancy and technology is that it offers a customer experience whilst setting itself apart from typical wedding planners (Lalo, Karo-Karo and Faizah, 2025).
The city of London offers ideal conditions for the proposed business because of its diverse society and rising trend for personalizing weddings (Pallathadka, Pallathadka and Devi, 2022). This plan therefore assesses the commercial viability of EverAfter Weddings, exploring the basis of market demand and customer expectations and industry trends..
Figure 1. Company Logo
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Source: Self-Created


[bookmark: _heading=h.91qs7d2m71p5]2. Business Problem and Opportunity
Planning a wedding is becoming more complex, and somehow couples perceive that they want personalised weddings amid the fast-paced business lifestyle and heavy burden of family and responsibilities. Nga (2021) said that many couples experience problems in managing their wedding budgets and planning the many activities involved in marriage preparations. A wedding is a complicated affair that involves co-ordinating several suppliers, factoring in appropriate venues, working through budgets and assuring a successful event.
Figure 2. Premium Wedding Arrangements
[image: ]
Source: Adapted from Luxury London, 2025

The other challenge in the market would be the lack of adoption of the digital technologies in traditional wedding planning companies, as noted by Ghosh, Ness and Salunkhe (2024). But many of the wedding-planning companies still use legacy systems and outdated infrastructure, traditional models which limited their engagement with customers and make personalised recommendations for their weddings. The challenges generate a market gap and opportunity to penetrate the market for EverAfter Weddings through digital solutions and innovative event management proposals in London. Pereira et al. (2022) demonstrate that weddings play a significant role in the tourist and hospitality industry, and that the desire for personalised parties has room for innovation in providers of exclusive wedding services.
[bookmark: _heading=h.xnv48ggwtz2p]3. Literature Review
[bookmark: _heading=h.1kq1og9d1whn]3.1 Industry Overview
The wedding industry in England and Wales (including London) accounted for 240,000 marriages, which contributed to £14.7 billion annually. Among regions, London emerged as the leading regional wedding market in the UK by a significant margin (I Love Weddings, 2026). The average expenditure of Londoners on wedding photographers is £2,500 to £4,500 a day, which is around 2 times higher than the UK national average (£1,800). The average expenditure on a complete wedding in London in 2025 is £24,662, which is 12% higher than the national average (Burke, 2024; Albers et al. 2021). The report by the Office for National Statistics (2023) highlighted that target customers of wedding services in London are Millennials aged between 33 years and 36 years, for example, 33.2 years for women and 35.3 years for men. Key wedding planners (competitors) in London include Nalu Travel & Events, Ann Nicholas Wedding Planning, Dale Alexander Events, CF Weddings, Poppy Sienna Events and others (Peppitt, 2025). This implies that the industry is not dominated by one or two market leaders; hence, it is highly fragmented in nature and there is a market gap for personalised, digital wedding planners and event management companies.
[bookmark: _heading=h.syyl4wflq4in]3.2 Relevant Business Theories and Models
Barney (1991) presented the Resource-Based View (RBV), in which organisations obtain advantage in the long run through building on their valuable, rare and difficult-to-identify resources. Creating customer relationships, having an integrated digital planning platform, and building trusted supplier partnerships, are all unique and important assets that EverAfter Weddings; The Delegate Wranglers (2026) found that Nalu Travels & Events, a competitor of EverAfter Weddings lacked integrated service for corporate hospitality, travelling and hosting events. 
Quality in customer service is important too for the wedding industry. Parasuraman et al. (1988) and Csaszar, Ketkar and Kim (2024) proposed that there are five dimensions that affect customer satisfaction, which are reliability, responsiveness, assurance, empathy, and tangibles, these dimensions are the key dimensions of the SERVQUAL model.
PESTLE Analysis
Table 1 reviewed the political, economic, social, technological, legal and environmental factors linked with the UK wedding (London) industry. The strategic management model examined whether each factor contributed to threat/opportunities for EverAfter Weddings. For example, VAT threatens the business landscape for EverAfter Weddings, whereas, economic prosperity and strong wedding demand contributed to new business opportunities.
Table 1: PESTLE analysis
Factors	Description	Threats/ Opportunities
Political	Value Added Tax applied to Wedding services in London impacted the firms’ profitability and expenditure 	Threat
Economic	Economic prosperity in London encouraged millennials to spend £24,662 on commercial weddings in 2025 (Burke, 2024).	Opportunity 
Social	Strong demand for weddings in London with 240,000 marriages (I Love Weddings, 2026)	The average income of wedding photographers in London was (£2500 to £4500 a day), which is nearly 2 times higher than the UK national average.	Opportunities 
Technology	E-commerce solutions contributed to fragmenting the London wedding industry (Peppitt, 2025).	Opportunity 
Legal 	Complex licensing regulations affecting event planning in London.	Threat
Environmental	Rising demand for digital solutions, with the growing number of eco-aware consumers in London.	Opportunity

(Source: Burke, 2024; I Love Weddings, 2026; Peppitt, 2025)
Table 2 performed an industry-level analysis of the London Wedding industry to assess the factors contributing to high/moderate/low level threats for EverAfter Weddings.
Table 2: Porter’s Five Forces Analysis
Components	Threat level	Description
Threat of New Entrants	Moderate				Although e-commerce demand in London eases the entry barriers for new wedding planning companies (London & Partners, 2025), it still requires financial resources and social assets to develop a strong distribution network and reputation. 
Bargaining power of suppliers	High	The suppliers in the industry are of various types, ranging from caterers, flower decorators, photographers, venues, food companies and technology vendors (Guides For Brides, 2026). As a result, wedding planners are forced to set the prices high and maintain tailored communication to meet the individual interests of the suppliers.
Bargaining power of buyers	High	Couples can switch to other wedding planners if they are not satisfied with the service quality, commitment, prices and dates. Peppitt (2025) found that the industry is highly fragmented.
Threat of Substitutes	High	The alternatives of micro-weddings and registry marriage can be threatening for wedding planners in London.
Rivalry between the existing companies	High	The market is saturated and fragmented due to overcrowding of suppliers and wedding planners, which also intensifies the pricing and marketing competition among the rivals (Peppitt, 2025).

Source: (Guides For Brides, 2026; London & Partners, 2025; Peppitt, 2025)
[bookmark: _heading=h.lb62qt4iiuw2]3.3 Market Trends
Couples want premium services that are tailored to their preferences, lifestyle and culture, and not the norm in a standardized offering. Wang, Liu and Li (2024) noted that, over the years, consumers have put a higher importance on customisation than ever before, particularly in premium service industries. Another trend is that digital technologies are being made use of for the whole customer journey. Potential customers enjoy consultation online, clear prices, electronic booking systems and immediate contact with services.
Figure 3. UK Wedding Industry Size
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Source: Adapted From: Grand View Research, 2026
[bookmark: _heading=h.ps2xp7oddj32]3.4 Research Gap
Research in the hospital and service sectors has focused on the customers' behaviour, service quality and competitive advantage extensively. However, there are significantly less studies that have considered how technology-based wedding planning businesses can integrate custom customer support and project management to boost their business functions and performance. Helping to fill this void will provide practical expertise on the role of technology and customer-incentivized service in the wedding planning business with regard to sustainable business development.
[bookmark: _heading=h.bn3drs1eatk9]3.5 Evidence Supporting the Business Opportunity
The results of Albers et al. (2021) show that when consumers believe that they are getting more value and personalisation into the services they are paying for, they are more willing to pay a premium for everything concerning their wedding. Under the commercial and financial feasibility analysis, it can be observed that service packages of wedding planners in London include £2,500 to £4,500 for the wedding photographers, florists from New Covent Garden Flower Market and the venue should be booked at least 18 months in advance (BusyBrides, 2026). The above service packages are included under the pricing of around £25,000 in London, to meet the needs of 240,000 marriages (I Love Weddings, 2026; Burke, 2024). The potential sources of revenue include directly from customers, promotions of other brands and revenue from partners. The costs associated with the business include marketing, technology/platform development, supplier arrangement, operational and distribution costs. For example, technology for coordination can cost around £1000-£2,500 for serving 150+ guests in weddings, the anticipated breakeven for wedding planners charging around £8,000 will be around 5-6 years (BusyBrides, 2026).
On the other hand, Wang, Liu and Li (2024) demonstrate that customer experiences have gone personal to impact customer purchasing behaviour in premium markets. Their strategic and service quality approaches, as proposed by Barney (1991) and Parasuraman, Zeithaml and Berry (1988) respectively, suggest that organizations that can leverage their organizational resources with consistently high service quality are more likely to have sustainable competitive advantage.
[bookmark: _heading=h.kv7rizponoob]4. Aim, Objectives and Research Questions
[bookmark: _heading=h.txb6g1tmdefp]4.1 Aim
The research aims to examine published evidence on customer preferences, wedding market trends, competitive practices, and business opportunities within the London wedding market to support the development of a feasible Business Development Proposal.
[bookmark: _heading=h.ny35rylkpqwt]4.2 Objectives
· To analyse published evidence on the current UK wedding planning and event management market, including industry trends, market size, and future growth opportunities.
· To analyse published evidence relating to customer preferences, expectations, and purchasing behaviour in the UK wedding planning market.
· To evaluate the strengths, weaknesses, and competitive strategies of existing wedding planning businesses operating in London using published literature and industry reports.
· To develop a viable business development and marketing strategy for EverAfter Weddings based on findings from the secondary literature.
· To assess the commercial viability and competitiveness of the proposed EverAfter Weddings business using existing published academic and industry evidence.
[bookmark: _heading=h.abyo3cch1r2x]4.3 Research Questions
Main Research Question
1. Is EverAfter Weddings a commercially viable business in the London wedding planning market?
The study will address the following research questions:
1. What are the current trends and opportunities in the UK wedding planning market?
2. What do customers expect from professional wedding planning services?
3. What are the strengths and weaknesses of existing wedding planning businesses in London?
4. How can EverAfter Weddings develop an effective business and marketing strategy?
[bookmark: _heading=h.ms4bgoor2omw]5. Proposed Research Methodology
[bookmark: _heading=h.mmj9l5t3jdem]5.1 Research Philosophy
The research philosophy used in conducting this study will be the interpretivist type of research because it involves understanding the opinion, preference and experience of customers regarding the professional services in wedding planning. Interpretivism allows to understand the perspectives and actions of different literature sources and further guide the assessment of financial and commercial viability of EverAfter Weddings through analysis of secondary evidence, as explained by Saunders, Lewis and Thornhill (2019). The study will focus on determining customer expectations and the potential feasibility of a personalised wedding planning business; the interpretivist philosophy is therefore appropriate for the study.
[bookmark: _heading=h.coybbvmxywv9]5.2 Research Approach
The study will use inductive research method. This research is not designed to test on-going theories, but will gather data from existing literature sources to draw a conclusion showing patterns that emerge from the data. It support the development of new theories for EverAfter Weddings through testing of analysed secondary evidence. For this, the evidence gathered from diverse secondary sources are compared using inductive approach and interpretivism philosophy, as suggested in Lewis and Thornhill (2019). 
[bookmark: _heading=h.8fxfd380qvh1]5.3 Research Design
A qualitative secondary research design will be used to get an in-depth understanding of customer needs and the business's market potential for the proposed business. The secondary datasets were collected from “Google Scholar, Scopus, ScienceDirect, Emerald Insight, and SpringerLink”. However, MDPI has not been considered here because it leaned more towards scholarly publishing, instead of bibliographic databases. When the purpose is to gain insight into attitudes, perceptions and behaviours in particular context, Creswell and Creswell (2017) state that qualitative research is appropriate. 
[bookmark: _heading=h.lmf7dztk2fpk]5.4 Data Collection
The research will be qualitatively based, using secondary sources (particularly, the industry reports, peer-reviewed research journals, industry reports, market analysis and government publications). The secondary data sources are comparatively easier to access because they are already published in the internet, unlike the primary sources. Multiple secondary data sources such as “Google Scholar, Scopus, ScienceDirect, Emerald Insight, and SpringerLink” reports are accessed through a systematic search strategy. The keyword search strategy includes search terms combined through Boolean Operators (AND/OR/NOT). Example search strings used are: 
· ("Wedding planning" AND London AND competition)
· ("Customer preferences" AND "wedding planning" AND UK)
· ("Wedding market" AND trends AND UK)
· ("Wedding planning services" AND commercial viability AND UK)
The retrieved literature will be further screened using predefined inclusion/exclusion criteria to uphold the requirements of reliability, relevance and quality. 
Table 1: Inclusion and Exclusion Criteria
Inclusion Criteria 	Exclusion Criteria 
“Peer-reviewed journal articles”	Sources such as Blogs, opinion pieces are not included.
Industry reports and market research publications.	Duplicate publications are omitted.
Government and professional organisation publications.	Magazine articles are ignored for lacking academic or professional credibility
Publications written in English.	Non-English publications.
Sources that are written and published between 2019 and 2026	“Sources published before 2019 unless considered essential background literature.”
Studies that are centered on and present findings on the “UK wedding planning and event management industry.”	Studies that presented findings unrelated to the “UK wedding planning or event management sector.”

Source: (Self-developed)

[bookmark: _heading=h.155q6zxj1vvp]5.5 Sampling
Purposive sampling will be used to select the sources based on the relevance of the study. Around 15-20 sources will be considered for extracting the qualitative information related to current experience concerning wedding arrangement services. 
[bookmark: _heading=h.7dd0h8gm1yfn]5.6 Data Analysis
Data from the secondary sources will be analysed using the thematic analysis. This will help in analysing the debates in customer preferences reported in previous studies. Compare the wedding market trends and its associated competitive landscape. The thematic findings reflect on the “commercial viability of establishing EverAfter Weddings in London”. After the data collection, the credibility of the sources, their methodological considerations will be checked over and over again to uncover patterns, themes and connections relating to expectations of the customers, market opportunities and business viability.
[bookmark: _heading=h.mp61tvtmxs3p]6. Ethical Considerations
This research will adhere to the guidelines of the University in respect to ethical procedures. Prior to the secondary data collection, ethical approval will be sought (Saunders, Lewis and Thornhill, 2019). Accurate citations will be provided to every external piece of information taken from secondary sources. The above practice will improve the overall integrity and academic rigour of the research and contribute to the development of non-plagiarised business research. The authenticated, password-protected University Office 365 will be used for data storage. The access control mechanisms and strong encryption will restrict the exposure of the secondary market data. For example, the data which are gathered here will not be shared with third parties and will be destroyed after the end of the study as stipulated by the University's data protection rules.
[bookmark: _heading=h.di8xss670psh]7. Scope and Limitations
This Business Development Proposal is based on the consideration of whether EverAfter Weddings can be a technology-based wedding planning and wedding enterprise located in London. The secondary research area will be market trends and customers' expectations, competitor activities and commercial viability of the proposed market model. Limitations include direct customer feedback, limited financial data on London Wedding planners, commercial bias in accessing to paid industry reports, market data. Repeatedly changing customer preferences also caused difficulty in estimating the commercial and financial viability of the business demand, by relying on secondary evidence only. 
[bookmark: _heading=h.71l0kuy9f1xa]8. Expected Outcomes and Contribution
The research should give an in-depth analysis of how commercially viable EverAfter Weddings could be to the wedding planning market in London. The research will provide market opportunities, what current customers expect and strengths and weaknesses of the competitors which will enable the formulation of an evidence-based business strategy for the proposed venture.
[bookmark: _heading=h.os7u0xevbhy0]9. Project Timeline
Table 2. Proposed Research Timeline
	Activity
	Week 1
	Week 2
	Week 3
	Week 4
	Week 5
	Week 6
	Week 7
	Week 8

	Proposal approval and project planning
	
	
	
	
	
	
	
	

	Literature review
	
	
	
	
	
	
	
	

	Research design and ethics approval
	
	
	
	
	
	
	
	

	Develop Search strings
	
	
	
	
	
	
	
	

	Secondary data collection
	
	
	
	
	
	
	
	

	Data analysis
	
	
	
	
	
	
	
	

	Develop business and marketing strategy
	
	
	
	
	
	
	
	

	Writing findings and discussion
	
	
	
	
	
	
	
	

	Final editing, proofreading and submission
	
	
	
	
	
	
	
	


Source: Self-made
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