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1. EXECUTIVE SUMMARY
Exploraverse Weddings is an innovative start up business that based in Wales that will aim to transform traditional wedding planning through the greatness of immersive VR technology headsets that high quality, where couples who are the primary target market will have immersive taster of their dream wedding destination or venue based on their preferences, essentially it try before you book. Exploraverse Weddings is working in partnership with local travel agencies and wedding planners in the areas of Swansea, Port talbot and Cardiff areas. The whole concept of this idea to address the challenge of wedding planning, choosing the ‘perfect venue’ it can be stressful process. Exploraverse weddings will operate as B2B service that will supply VR headsets and curated content to partners, who will offer the VR experience as part of their paid add ons or consultation packages. Exploraverse Weddings has unique proposition that blends practical decision making and emotional engagement. partnering up with local travel agents boost credibility and reach, this can position the business as a first mover in a niche growing market, is considered a strength for Exploraverse weddings. 

[bookmark: _Int_GQgsmW2c] The VR industry is forecasted to grow exceptionally with the demand for immersive experiences, furthermore, Uk wedding industry market is valued at £14.7Billion, presents a strong profitable market for niche offerings like immersive wedding tools. Exploraverse will face competitors with traditional wedding planners like The Wedding travel company and TUI but stands out from the innovative aspect. The founding team includes a Founder and Marketing director, VR content Specialist with additional support of part time and outsource partners also. Exploraverse will use penetration strategy to start off to attract partners, Digital and Traditional marketing efforts will be carried out with the main focus on trust and brand awareness. 

[bookmark: _Int_TaSWV8Fs]In the first year in regard to financial the start-up costs are initially high due to significant amount of investment is required in areas like Equipment, marketing etc. Funding will be through Start-up loans, grants from sources such as Innovate UK is required, and personal capital also. 





 2. The Business Idea 
Company Name: Exploraverse Weddings. 
Location: Wales targeting (Swansea, Port Talbot, Bridgend areas)
Industry: Virtual Reality Technology 

[bookmark: _Int_eJ9wv3IS]Exploraverse Weddings is an innovative start up enterprise based in Wales that will seek to transform the traditional wedding planning process by integrating cutting-edge technology by leveraging the use of VR headsets that offer previews of destinations and venues for weddings. Exploraverse Weddings will work in collaboration with local travel agencies and wedding consultants in the areas of Swansea, Port Talbot, Bridgend. 

The concept of this idea is to offer couples who considering getting married abroad, an immersive ‘taster’ of wedding destinations and venues without leaving their local area. Wedding planning can be time-consuming and demanding process, where couples often experience uncertainty and stress particularly, choosing the ‘perfect venue.’  (Sharma et.al, 2025). Traditionally, the planning process involves relying on printed brochures, internet research, long distance consultations or site visits, which fails to capture a true ambiance of a destination or venue. 

The advancement of technology particularly, VR have created new opportunities. Godovykh.et.al (2022) highlights that VR has become a valuable tool in the tourism and events industry, offering simulations real-life environments and support decision-making VR experiences has enhanced emotional engagement and confidence in choices by giving a realistic experience of something before committing to it (Tussyadiah et al., 2017). The VR technology will be loaded with curated content with high resolution and spatial audio couples can view and walk through potential wedding destinations tailored to their preferences e.g. tropical locations. will make them feel as if they were there, from these virtual tours.

Local agencies and wedding consultants, host the VR experiences who will subscribe or lease to access Exploraverse weddings VR footage, in which will be updated regular. Agencies may offer the VR experience as part of their premium consultation package or paid add-on to offer to couples. Working with these agencies, opens a B2B revenue stream, expand reach and it helps to support them while offering unique and competitive service. 

The key features and benefits of Exploraverse Weddings, leveraging 360-degree high-definition VR Technology, in which couples can explore is that clients can explore wedding destinations in lifelike detail before making any commitment, VR content is tailored to the preferences of each couple, experiences will be supported by professional consultants for expert guidance. Exploraverse Weddings aims to make decision making faster that will make couples feel confident trusting Exploraverse weddings offerings and helps to reduce travel expenses. 

Kotler et al. (2019), explains a strong value proposition answers customers question why they should use a brand. Exploraverse Weddings offers an immersive and experience-driven value proposition by offering solution for both the emotional and practical aspects of wedding planning, empowering couples to choose confidently.

SWOT Analysis Summary
The primary strength is the innovative VR service offering, that will allow couples to have a ‘taster’ of their dream venue before booking, supported by partnering up with local travel agents boost credibility and reach, this can position the business as a first mover in a niche growing market. (Bremner, 2023) However, weakness include low brand awareness, initial high start-up costs, the need to train partners in VR technology. Opportunities, the rising demand for destination weddings and the growing demand of digital tools among Millennials and Gen z markets (IBISWorld, 2024). If the business proves to be successful, Exploraverse weddings can expand regionally, or license the VR tech to other partners like travel consultants or resorts. To maximise these opportunities, investing in digital marketing, offering flexible and affordable VR experiences. Threats that can be considered include competition from traditional wedding services, the perception that VR more of a luxury and data privacy is another concern. To reduce these risks, ensuring compliant with GDPR, promoting the business benefits and sustainability and trial options can help to convert hesitant customers. 
(See Appendix A for full analysis)

3. The Team
Name and Company Position: Tao Jones- Founder and Marketing Director 

Skills and Experience:  As the founder, I have a BA in international tourism and Event management and has hand on experience in planning and running events within the tourism industry. With a strong understanding of marketing, customer behaviour and branding. As individual I possess   the skills of strong digital marketing, and ability to build and maintain professional partnerships in travel and event industries. 

Role and Responsibilities:  As the Founder and Marketing Director, I am responsible for overall direction and vision of the business. My duties include developing brand identity, manage social media presence, and create marketing campaigns and securing partnerships with travel agencies and wedding consultants, and manage the finance. 

Name and Company Position:  Oliver Brown - VR Content Developer 

[bookmark: _Int_5RoYn5Ph]Skills and Experience: Oliver Brown is qualified in multimedia technology and computer science, with specialised training using 360 video tools, and VR editing software. Oliver has worked on various VR projects in tourism and events creating immersive content..

Role and Responsibilities: Oliver Brown, is responsible for creating, filming, and editing high quality, immersive content that be loaded on VR technology for each client wedding destinations and venues preferences. Overseeing the technical development and maintenance of VR tech, ensuring smooth operations. His role will also include collaborating with Tao and Partners to curate visuals that reflect on client demands and ensure that all VR previews is engaging and accessible.




Skills Gaps & Key Partners

Additional Staff Requirements (Roles and Responsibilities):

· Customer experience Assistant (Part time) Hiring to support the business to manage couples booking inquiries, basic tech support for the VR tech and follow up after the VR experience. This role will address the gap in customer interaction while the core team focuses on business development and partnerships.

Training and Development:
Exploraverse Weddings will deliver in house training on VR by Content Developer (Oliver Brown) to train staff and partners on the VR headset use, and content navigation. This avoids the expensive external option, it keeps cost low. Staff will take online training that specialises courses such as customer service skills, IT skills, digital marketing on platforms as Futurelearn.com, Google Digital Garage. Through free online platforms, helps to avoids unnecessary expenses while developing skill development in the startup phase. (Small Business trends. 2023)

Outsourced Support / Key Partners:
Local Travel Agencies and wedding planners- partners that will promote the VR headset rental service and booking demos. Commission-based 10-15% for successful booking or referral. FSB.org (2024) says that building partnerships with local businesses can build brand credibility and boost customer reach, cheaper than direct advertising.

[bookmark: _Int_6O25ihay]Accountancy services. specialise in bookkeeping, financial advice that tailored for startups. Outsourcing financial management will comply HMRC regulations and would avoid costly mistakes. Services such as Theaccountancy.co.uk (2025), offers fixed -fee, affordable accounting that helps small business. Cost £24.50 month.

VR equipment suppliers purchasing or leasing headset.



4. MARKET RESEARCH
Market Information, Trends and External Factors
Secondary research was conducted to validate the viability of Exploraverse Weddings. According to Statista (2024) The global VR market is projected to reach £55b by 2028, with significant growth in sectors like tourism and events. Emerging technologies such as VR are expected to increase global GPD, estimated that by 2030 VR will increase by 450.5 billion USD (PwC, 2023). This forecast reinforces the opportunity for tech-driven innovation in experience that includes destination weddings. Furthermore, the UK wedding industry was valued at £14.7b, which indicates a strong and profitable market for niche offerings like immersive wedding tools.

Industry reports state the current trends that are relevant to the business idea. Firstly, there is shift where couples are prioritising weddings that reflect on their personal taste, which VR technology will support by offering selection of destination and venues. There is growing demand for immersive, where 65% in Zola report (2023) said that they have a strong preference for interactive and immersive experiences for their holidays before confirming bookings, which is relevant as it supports the core offering of Exploraverse weddings, offers a try before you buy experience. There is increased in sustainability, using the VR tech values greener alternative to international venue scouting. (Hitched, 2024) 

[bookmark: _Int_8t76VeOS]External factors identified through pest analysis, politically need for GDPR compliance is critical when handling customer data, secure policies and staff training will be implemented. Economically UK wedding industry is worth billions which is strong potential for virtual venue tours although in times of reduced customer spending, destination weddings may be viewed as a luxury, so emphasising the value of allowing couples to explore venues virtually during the planning process increases the appeal. Rising operational costs, may require adjust some pricing. Socially, the business benefits from the shift of consumer demands, from non-traditional and personalised experiences, whilst the increased of accessibility of VR headsets and free training platforms makes the business feasible, however constant adaptation and investment is required.
(see appendix B to see full analysis) 
Customer Profiles
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Competitors:
[bookmark: _Int_nMlJs6T6]Exploraverse will face competitors in the industry from traditional planners like the Wedding Travel Company to established destination weddings agencies TUI weddings. These competitors offer planning service, with package deals etc. Although lack innovation in regard to personalisation and technology. Exploraverse weddings USP, is integrating immersive VR in the planning process allowing couples to have taster before committing, in which gives a competitive edge, the innovation offering (Lo and Cheng, 2020)







5. MARKETING PLAN
Price
As a startup, Exploraverse Weddings working in partnership with agencies and wedding planners, will adopt penetration pricing strategy, offering services at lower introductory price to quickly build new partnerships with travel agencies and wedding planners, to grow trust in the initial stages. For example, a basic VR venue package will start from £150 to lease or subscribe to the service at an affordable rate. positioning as cost effective, compared to traditional wedding planning services which charge more than £500+ or more for venue and consultation (Bridebrook,2023)

Product and Placement 
The product is high quality comfortable VR headsets that be supplied to partners that will be curated with different venue and destinations tailored to cater to varied tastes, Content will be regularly updated. Mock-ups and design samples are provided in Appendix E. Exploraverse Weddings' branding has been designed to represent an elegant mix of passion and creativity. The combination of traditional wedding and technology is physically represented by the logo's gold wedding ring, heart symbol, and VR headset.

Exploraverse Weddings will distribute it services through travel agencies and weddings planners who will be the primary point of sale, offering the VR experience as part of packages, directly to couples in their offices during consultations, using headsets supplied by Exploraverse. B2B distribution models ensure low overhead expenses. (Walmsley, 2018)

Promotion
As a start-up, Exploraverse Wedding will focus on building trust, brand awareness and engagement through digital and traditional marketing. Co-marketing campaigns with wedding planners and travel companies will be our main marketing tactic. These collaborators will market Exploraverse Weddings to their current offerings. These will receive marketing materials, VR demo its and referral incentives. (Chaffey & Ellis, 2019)

Exploraverse Weddings will run targeted digital ads that aimed at wedding industry professionals, using platforms such as Instagram, Google, to highlight the value of VR, and the competitive advantage it offers to their business. Additionally, email marketing campaigns will keep existing and potential partners informed engaged through newsletters featuring updates and offers. To support, Exploraverse Weddings will provide training and ongoing technical support. 

[bookmark: _Int_uS6g1eTl]On the consumer side, to boost brand awareness using social media marketing where posting engaging VR tour clips, highlighting sneak peaks, wedding destinations, etc, will direct couples to local agencies offering the Exploraverse experience. Traditional marketing tactics will include attending local tradeshows and expos to show off Exploraverse weddings VR experience, for both professionals and couples to try, to attract attention and generate leads. To collect some feedback, surveys and forms post-demo or experience to gather customer thoughts to improve. (Wymbs,2011)



















6.  KEY RESOURCES
As start-up, Exploraverse weddings initially require minimal space due to partnering
with travel agencies and wedding planners. A small co-working space in a city like Swansea would be ideal for this. Looking at desk rental co working space such as Indycube (2025), regus.com (2025). £59 per person per month or £19 a day to rent a day office.



[image: A screenshot of a computer

AI-generated content may be incorrect.]

7.  FINANCES AND START-UP SUPPORT [image: ]
Financial Summary
Shown above are financial estimations for operational costs to cover for year one, Exploraverse Weddings is forecasted total income of £29,000, through different sales shown above. However, total expenditure projections of £46,630, that results initial loss of £17,630,  According to Accounts and Legal (2023)  common to experience financial loss during first year as it required lot of investment, like equipment is costing over £2,500, VR headsets, 360-degree camera equipment, laptop, software etc to ensure the best quality, aligned with the needs of key resources, staff wages, marketing, are examples of major expenses. 

[bookmark: _Int_v5PqaB81]To keep some of costs low rents and rates are kept to minimal due to operating home space or hiring an office for the day when required. To cover these start-up costs, personal capital, securing funding, grants and loans are essential. Sources like Start Up Loans, Innovate UK, Lloyds are potentials, which offer financial support for startups. In Year two, Exploraverse Weddings aims to break even, and become profitable as brand awareness increases and partnership expands is the goal. 





















APPENDICES:

Appendix A – SWOT Analysis

	Strengths 

Immersive and innovative technology:
-Exploraverse Weddings stands out for it offering immersive experiences that allows couples to preview their dream wedding destinations and venues before booking. It taps into the growing demand of virtual reality. 

Tapping into a niche Market:
-From research, there only few UK- based business that currently offer VR previews for weddings, it is first mover advantage as it position Exploraverse weddings as a potential to build a strong brand. 

Personalised Experiences: 
-Exploraverse offer personalised VR content that will be tailored to couples’ preferences, beaches, chapels etc that enhances customer satisfaction. 

Collaboration with Local Agencies: 
-Partnering up with local travel agencies and wedding consultants can support cross promotion and wider reach (Walmsley, 2018)

Sustainable and Cost saving: 
-Offering virtual experiences reduce the need for physical travel before booking which lowers travel related emissions and costs.









	Weakness 

Lack of Market Presence and Brand Awareness:
-As a startup business, Exploraverse Weddings lacks brand awareness and established market presence, the business will need to make time and effort into marketing and build credibility.

Expensive Initial Financial Investment:
-The business involves costly VR headsets, equipment, and software Development, making the costs to start up high (Genome, 2022)

Unfamiliar with VR technology:
-Not all clients or agencies may not be familiar using this sort of technology or may take longer to adapt to use for example, older or less tech Savy customers may be hesitant or struggle which can limit the appeal (Deloitte,2023)

Training Required:
-Partnering up with local agencies and wedding consultants will require training for the VR technology to ensure effective use and promotion of the VR experiences. This adds time, and cost and potential resistance to adoption if not manage well. 

Reliance on Technology:
-The delivery of the business is heavily dependent on functioning of VR systems. Technical issues can occur can disrupt the customer experience 


	
Opportunities 

In-demand
-Rising Demand for Destination weddings
The global wedding industry has seen a growing number especially post-pandemic with couples looking for intimate and unique experiences abroad (IBISWorld, 2024). Exploraverse Weddings can delve into this trend by offering immersive previews that make the process of planning exciting and easier.

Expansion Potential
[bookmark: _Int_dFSRtPlc]-With initial success, Exploraverse Weddings could expand initially across other regions in terms of services. Exploraverse Weddings could license it VR offerings to other UK wedding planners, agencies, and resorts, enhancing brand awareness and open new revenue streams.

Marketing and Social media 
[bookmark: _Int_GBJxXXpW]-Potential to go viral and establish an online presence of the business particularly using platforms like Instagram, to reach potential new clients, (Forbes, 2024) 

Consumer trends 
[bookmark: _Int_cPD2JJim]-Customers are more open to immersive tech solutions as virtual reality (VR) becomes more in industries like gaming, education, and travel (Statista, 2023). Couples may be more receptive to VR-based wedding planning tools as a result of this wider societal shift, particularly millennials and Gen Z couples who already using digital planning tools.



	
Threats

High competition with traditional services 
[bookmark: _Int_I1UPxTY0]-Wedding planners and travel agencies may view this concept of VR tech of ways of planning a wedding as unconventional, continuing to rely on traditional methods. Or if competitors offer adapt similar or their offerings at a lower price, the business could struggle regarding market share without strong differentiation.

-Risk of competitors both direct VR competitors and large online platforms exists that integrates similar 
Features.

Technological changes 
-VR tech evolves quickly, staying. Competitive requires constant investment in improvements. (Rouse and Bowe, 2022) 

Not a necessity
-Weddings are expensive, couples may not turn to use any service to plan their wedding, they may prioritise essential expenses over exploratory tools, VR experience may be perceived as a luxury and not a necessity.

Data Privacy Concerns
-Concerns around privacy and data protection arise when handling consumer data, particularly sensitive data such as travel arrangements, wedding choices, and personal video. Any violation or abuse could undermine consumer confidence in the company and lead to legal repercussions under the GDPR. (GDPR, 2016)

Trend Decline 
-Like any modern technology, virtual reality (VR) runs the risk of becoming a passing trend or experience consumer fatigue. If immersive tech decreases or new alternatives such as AR or AI-planning apps) become available, may lose it interest. (Verma, 2025)
 



Appendix B – PESTLE Analysis
	Political

[bookmark: _Int_nKPAPWJ4]-Must comply with GDPR when collecting client data, secure polices and staff training is implemented. 

-Government funding and schemes like start up loans reduce early financial pressure and aids quicker development and launch 

-Stability in UK tourism and Travel industry regulation. There is minimal risk partnering with travel agencies, making it trustworthy to form partnerships locally. 





	Economic

-As a start-up, there access to affordable funding options like start up loans and grants can reduce reliance on high-risk capital, supports early-stage growth. (Innovate, 2025)

-Wedding industry market is worth billions annually, making it strong potential market and for innovative services

-Destination weddings are seen as luxury, so fewer couples might book them if there is less disposable income or the economy is in trouble (KMG,2023). The marketing must emphasize on the service by cost saving and sustainable aspect of not needing to travel to see venues physically but virtually instead increasing its appeal.

-Rising operational costs for the cost of technology, travel to film venues and other general business expenses, may result to adjust pricing structure. 


	Social

-Target demographic of Millennials and Gen Z are tech-savvy, open to VR- ideal market for Exploraverse Weddings.

-Growing trend towards more non-traditional ceremonies and destination weddings, support this trend by giving couples the opportunity to explore venues and destinations without the initial cost of stress of travel

-There is changing trends, rise in demand for people wanting more personalised and meaningful experiences. Offering virtual tours with specific location preferences caters to the demand

Mintel (2023)

-Uncertainty and stress in wedding planning is common. Exploraverse Weddings can help by making couples feel confident and make the wedding planning process more enjoyable


	Technological

-Advancement in technology, especially VR. The evolution of VR headsets has enhanced the quality and accessibility of consumer experiences in many industries. But requires ongoing adaptation for Exploraverse weddings to stay competitive as technology evolves.

-Free digital training, helps to keep the cost down for training and upskill staff, essential with limited funds for start-up.

-Affordability and availability for VR technology making it feasible to start up. 


	Legal

-Exploraverse must comply with GDPR regulations, as Exploraverse weddings will handle customer data.

-clients must receive clear and right information about VR experiences, misleading advertising or poor customer service can cause issues that can affect the business.

-Prolonged VR use can cause problems like dizziness, Exploraverse weddings will have to provide some Health and Safety information and offer safe consultations.

-Small team still must follow the legal obligations for employment law such as contracts hours and wages. (ACAS,2025)

-As start-up Exploraverse weddings must obtain some insurance whether its equipment cover, public liability to reduce risk and operate legally.
(GOV,2025)





	Environmental

-Couples are looking for eco-friendly weddings. By providing VR location previews as a low-carbon substitute for foreign travel while planning, Exploraverse may capitalise on this.

VR lowers emissions by eliminating the need for several site trips overseas. This is in line with both personal carbon-conscious principles and the UK's Net Zero objectives. 







Appendix C – Copy of Pitch Supporting Materials
There has been a slight shift in the focus of this start up business, initially the pitch was presented on a broader VR concept that discussed about allowing customers to explore wide range of destinations through VR headsets. To scale it down and create more targeted offering, the concept has been refined to focus on the wedding industry whilst still utilising VR technology.
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AI-generated content may be incorrect.]Market research on VR in which is relevant Exploraverse weddings, due to how big VR is forecasted and how it is enhancing different industries.


These goals are relevant for Exploraverse weddings.
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Appendix - PRICE LIST FOR B2B. 

	Package Name
	 Price (per month)
	Includes:

	Basic
	  £150
	-5 VR destination wedding destinations and venues- Basic marketing toolkit. 

	
Standard
	
£250
	
10 VR destination wedding tours- marketing toolkit- Virtual onboarding and training session- email & live chat support- 


	Premium
	£450
	
- Access to 20+ VR wedding destinations and venues - Full marketing toolkit + personalised content Ongoing staff training & technical support- Participation in seasonal co-marketing campaigns



	Exclusive 
	£650
	[bookmark: _Int_MUX3asYp] Unlimited VR wedding tour and venues access- Early access to new destinations- Premium co-branded video content- Priority - Referral bonuses and loyalty rewards






















Appendix E:

Mock up one design
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Mock up two designs:
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2. Destination Wedding Planners and Agencies

Small to medium-sized travel agencies and independent
wedding planners operating in a competitive market are another
key customer group. These businesses are constantly looking
for ways to differentiate themselves. By partnering with
Exploraverse Weddings, they can integrate innovative VR
experiences into their existing packages, offering clients a
modern, immersive way to explore and choose their wedding
destinations. This enhances their service offering, increases
customer engagement, and builds trust through experiential

previews.

3. Gen Z Couples (Aged 20-27)

This demographic includes couples who are either in higher
education or early in their careers. While they may have more
limited disposable income, they are highly tech-savvy and
responsive to digital trends. Gen Z values unigue, personalised,
and experience-driven services—traits that align well with the
immersive, flexible nature of Exploraverse Weddings. VR

planning appeals to their desire for control, customisation, and

excitement during the wedding \Lwnning process (Savanta,
2025).
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6. KEY RESOURCES

As start-up, Exploraverse weddings initially require minimal space due to partnering
with travel agencies and wedding planners. A small co-working space in a city like
Swansea would be suffient for this start up. Looking at desk rental co working space
such as Indycube, regus.com.

Equipment for start up VR reality headsets to deliver
immersive venues and destination
previous. To supply to partners for

couples.

A potential supplier. Meta Store. (Meta
2025) Amazon UK.
Cost starts from £269

360° camera equipment. To capture
high quality footage of wedding
venues and destinations.

Potential suppliers insta360. (insta360
2025) idealo.com
costs starts from £400

Editing software on developing tools
for editing and interactive VR
features.

Potential supplier Adobe 2024.

£20 a month

Business laptop
Potential

Apple.com MacBook. Lenovo, Dell
Cost from £300 to £1000.
Key suppliers - Meta

- Insta360

- Adobe

- Curry's

- Amazon UK

- Indycube.com

- Regus.com
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7. FINANCES AND START-UP SUPPORT
Bank Charges
EXPENDITURE Year 1
£
Office Consumables £80 Company Registration £50
Rent/Rates £100. Remote
or shared
Loans Repayments £500 workspace
when needed
. ordemand
Total Expenditure £17,300 Staff Wages 2FT 1 PT £40,000
Travel/Accommodation £500 INCOME Year1
Telephone (mobile) £300 — £
Broadband £0 Not Sales A- VR Subscriptions £8000
(required) Sales B Planner packages £4000
Utilities £0 no office | Sales C (Demos) $2500
space instead Capital Introduced £2500
renting Funding £2000
— o g Marketing and materials £700 Loans/Borrowing £10,000
V! INCOME - Year 1 (Realistic for Startup) — oo Total Income ££29,000
Capital £2500
Category Amount (£) Expenditure/Equipment | To cover VR
headsets,
. ftware,
Sales A (VR subscriptions) £5,000 it
Training & Development £200
Accounting/Legal £300
Sales B (Partner packages) £2,000 Outside Services £200
Stock/Materials £400
Purchases
Sales C (Event demos) £1,000 Bank Charges £120
Office Consumables £60
Capital Introduced (founder) £2,000 Loans Repayments £1000
Total Expenditure £ 46,630
Funding (grant/scheme) £4,000 YEAR ONE PROFIT/LOSS £
Total Income £29,000
Total Expenditure £46,630
Loans/Rarrowina £23000
Profit/Loss £-17,630
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VR/AR is reshaping the travel industry, where
plethora of businessess are adopting to enhance
their services, for example hotels like Marriot is
providing their customers virtual tours to have taster
before arrival that led to increased bookings Barten
(2024)

Global Augmented Reality In Travel
And Tourism Market

AR and VR in the tourism industry is valued at USD
20.33B in 2023 although expected to reach 211.14B,
driven by the rising demand of people wanting to
seek immersive and personalized experiences.
Verifiedmarketresearch (2024)

According to Statista, 50% of people would use VR as
a tool for choosing their holiday destination. INEEEEER
Exploraverse immersive travel experience is poised
€0 capture a signicant share by offering unique and
Namic experiences that will cater to wide range of
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Goals/ Profitability

« To secure initial funding sources

Brand  To break even within 1-3years
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The product is high quality comfortable VR headsets that be st
will be curated with different venue and destinations tailored to
. . Content will be regularly updated. Mock-ups and design sampl
[:B . @ Animate ® 5.0s Position Appendix E. Exploraverse Weddings will operate primarily off
. distributing it services through travel agencies and weddings p
Design the primary point of sale, offering the VR experience as part of
couples in their offices during consultations, using headsets st
oA Exploraverse. B2B distribution models ensure low overhead e
oo not planned during start-up phase of business, allowing Busine
et partnerships. REFERENCE...
T Communication- Marketing Strategy Promotion
Text * Digital Marketing- Develop an appealing webisteusing social media channels like
Facebook, Tiktok, instagram to reach target audiences . By consistent posting,
oW messaging to highlight what Exploraverse offers.
® . . . .
® + Email Marketing : Communicate with subscribers on a regular basis by sending [/'-Ir his should b‘? thte b’qgeSt section of {iour ma{ket’ng P IZI
Brand them customised newsletters with travel advice, unique VR content, and exclusive ow ar,e you going to ra’,se avyarengss ana promote your prod
offers. Develop connections by ing useful information and fostering a feeling of you going tO. create relat’o,n.Sh’pS with cy.stomer S a”‘,’ ,encoqras
alignment with the brand's objectives. loyalty? Which forms of digital and traditional advertising will y

and give examples?

* PPC advertising-Run Targeted ads to attarct target audience

Uploads
* Partnerships with travel businesses like travel agencies to incoporate Exploraverse
into their offerings, providing travel planning solution and cutural organisations and
rg guided tour operators to provide exclusive VR expeirences
Tools + Implementing loyal prgram to reward customers with exclsuive new experiences,
discounts etc and encourgae customers to leave reviews and feedback improve our
offerings and build trust. Panel (2024)
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Potential funding sources-

¢ Apply for Government loans. The Start Up Loans Company is a government-backed program that

Text operates throughout the United Kingdom and provides repayable loans to people over the age of 18 who
have a business idea but lack access to funding. Businesses across all industries are funded by the
= program. BusinessWales. Gov (2024)
Brand Other potentials
¢ Innovate UK could be another potential that offers grants
* Enterprise program for Young people
@  Big issue invest
Uploads GOV.UK 2024
Also plan to.. Crowd funding, Angel investors
£
— * Secure bank loans. for examle, LLyods and Barclays provide business loans that can be flexible,
ools
* Partnerships and corporate sponsor ships for co-funding opportunities
6 * look into endorsing VR brands in order to gain their companies technology without additional expenses
Projects and items like VR headsets.
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on- Marketing Strategy

g- Develop an appealing webisteusing social media channels
Facebook, Til stagram to reach target audiences . By consistent posting,
messaging to highlight what Exploraverse offers.

on aregular basis by sending
unique VR content, and ex
offers. Develop connections by giving useful information and fostering a feeling of
alignment with the brand's objectives.

-Run Targeted ads to attarct target audience

travel businesses like travel agencies to incoporate Exploraverse
gs, providing travel planning solution and cutural organisations and
guided tour operators to provide exclusive VR expeirences

« Implementing loyal prgram to reward customers with exclsuive new experiences,
discounts etc and encourgae customers to leave reviews and feedback improve our
offerings and build trust.
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Savanta
Home / Knowledge Centre / Views / Customer Profiles
Tech-savvy Gen Z & Millennials transforming business
Engaged This primary target market often working professionals with
Millennial middle to upper income planning to wedding abroad. These

couples aged (28- | are often have busy schedules and value convenience.
38) Exploraverse weddings appeal to them by offering solution
that reduces the stress of wedding planning. They motivated
the ease of use, visual experience and would like the time-
saving planning process (worldmetrics.org, 2025)

Tech-savvy Gen Z &
Millennials transforming

. ﬁ Destination Small to medium size businesses, seek to stand out in
buslne S S 3 wedding planners | competitive market. Partnering with Exploraverse Weddings
S and agencies. will enhance their service offer by integrating VR experiences
- . X . £ into their packages, increasing booking confidence.
As the digital age continues to evolve, Gen Z and Millennials are not only &
. . . . o Gen Z couples | This target market is either in higher education or in the early-
the forefront of technological adoption as consumers; they are bringing a (20-27) stage career, while they may have less disposable income,
. N . . \ . they are tech-savvy, VR service would appeal to their want for
mindset into their professional roles as well. Savanta's UK Business Trac personalised experisnces and would offer them exciting way
reveals how these tech-savvy decision-makers are reshaping the busine: to plan thelr wedding. (Savanta, 2025)
landscape.
2 /
S
=
E Competitor Profiles
=
k7
9 One key competitor is The Wedding Travel Company, Uk based agency offering
< destination wedding packages they provide end-end planning and travel
arrangement, their business lacks the |mmers|ve tech approach which is preferred by
| today digitally . Exp Weddings | ges VR to

allow couples to have vmual taster.

competitors that you will be ing with for ivi discuss how
are they different to your business? What are their strengths and weaknesses? How
will you compete with them? What will be your USP in comparison? What's your
competitive edge/advantage?
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