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      Strategic & Agile Business Management

Executive Summary
  Hitched UK is an established digital wedding planning platform operating within an increasingly competitive and rapidly evolving marketplace. Although the organisation has built a strong market position, its long-term competitive advantage is challenged by market saturation, changing customer expectations, technological advancement and economic uncertainty. To remain competitive, Hitched must continually adapt its strategic direction by enhancing customer care, strengthening organisational resilience and creating greater long-term value for customers.
  This report evaluates how strategic innovation and agile business management can support sustainable competitive advantage. Through an analysis of the external and internal business environment, the report identifies opportunities for Hitched UK to evolve beyond its traditional wedding planning platform into a customer-centred Life Events Ecosystem. Supported by agile business management practices, community engagement and sustainability initiatives, this strategic direction aims to strengthen customer relationships, increase customer lifetime value and improve long-term organisational performance.
  The report begins by analysing the external business environment using the PESTLE framework, identifying key political, economic, social, technological, legal and environmental factors influencing Hitched UK's operations. The analysis highlights increasing customer expectations, digital transformation, sustainability and cost-of-living pressures as significant drivers of strategic change. Internal capabilities are then assessed through the Resource-Based View and the VRIO framework, demonstrating that Hitched UK's recognised brand, extensive supplier network and support from The Knot Worldwide provide valuable competitive resources. However, maintaining long-term advantage will depend upon continually strengthening customer relationships and developing capabilities that competitors cannot easily replicate.
The Three Strategy Lenses are applied to evaluate Hitched UK's current strategic position, organisational experience and capacity for continuous adaptation. Building on these findings, the Ansoff Matrix is used to assess future growth opportunities, including market penetration, product development, market development and diversification. While each option offers potential benefits, diversification is identified as the most appropriate strategic direction due to its ability to extend customer relationships beyond the wedding lifecycle and generate sustainable long-term growth.
  The report recommends that Hitched UK develops a Life Events Ecosystem, expanding its services to support customers through additional life events such as anniversaries, vow renewals and family celebrations. Supporting recommendations include introducing a Wedding Success Manager Programme, developing an online customer community and embedding sustainability throughout the platform. These initiatives, supported by agile business management principles and continuous customer feedback, will enhance customer care, increase customer lifetime value, strengthen organisational resilience and provide a more sustainable competitive advantage within the evolving UK wedding and events industry.
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1. Introduction

1.1 Background of Hitched UK 
  Hitched UK is a leading online wedding planning platform that connects engaged couples with wedding venues, suppliers and planning resources across the United Kingdom. As part of The Knot Worldwide, the platform offers digital planning tools including supplier directories, budgeting tools, guest list management and customer reviews to support couples throughout the wedding planning process (Hitched, 2025).
  Operating as a two-sided digital marketplace, Hitched creates value for both couples and wedding suppliers by facilitating connections and generating business opportunities through its platform (The Knot Worldwide, 2025). Two-sided platforms create value by enabling interactions between distinct user groups and generating network effects that strengthen competitive advantage (Parker, Van Alstyne and Choudary, 2016).
  However, increasing competition, changing customer expectations and wider economic uncertainty require the organisation to continually review its strategic direction to maintain customer satisfaction and sustainable competitive advantage (Johnson et al., 2017; Porter, 1985).

1.2 Purpose of the Report
  This report critically evaluates the strategic position of Hitched UK to determine how strategic innovation and agile business management can enhance customer care and support sustainable competitive advantage. Organisations operating within digital service industries must continually adapt to changing customer expectations, technological developments and external market conditions to remain competitive (Johnson et al., 2017; Teece, Pisano and Shuen, 1997).
  The report explores how Hitched UK can strengthen customer relationships, improve organisational resilience and identify new opportunities for long-term growth through strategic innovation and customer-centered management (Morgan and Hunt, 1994; Kotler and Keller, 2016). In doing so, it evaluates both the external business environment and the organisation's internal capabilities before assessing strategic options to recommend an approach that enhances customer value whilst supporting future business success.
This report critically evaluates the strategic position of Hitched UK to determine how strategic innovation and agile business management can enhance customer care and support sustainable competitive advantage. It analyses the external environment using PESTLE, evaluates internal resources through the VRIO framework, assesses strategic direction using the Three Strategy Lenses and examines future growth options through the Ansoff Matrix before recommending an appropriate strategic direction. 
  The scope of this report is limited to Hitched UK's operations within the UK wedding industry. Operational and financial considerations are discussed only where they directly influence strategic decision-making and the implementation of the proposed strategy.

2. Company and Industry Overview

2.1 Overview of Hitched UK
  Hitched UK is a leading online wedding planning platform connecting engaged couples with wedding venues, suppliers and planning resources across the United Kingdom. As part of The Knot Worldwide, it provides a digital marketplace where couples can search for suppliers, access planning tools, read customer reviews and gain inspiration throughout the wedding planning journey (Hitched, 2025).
  The organisation operates a two-sided marketplace business model, creating value for both couples and wedding suppliers. Couples benefit from trusted suppliers and planning resources in one platform, while suppliers gain marketing opportunities, customer leads and greater visibility in a competitive market (The Knot Worldwide, 2025). Two-sided platforms create value by facilitating interactions between different user groups and benefiting from network effects, which can strengthen competitive advantage (Parker, Van Alstyne and Choudary, 2016).
  Since joining The Knot Worldwide, Hitched has strengthened its market position through international expertise, digital innovation and continued development of customer services. However, increasing competition, changing consumer expectations and rapid technological change require the organisation to continually evaluate its strategy to remain competitive.

2.2 UK Wedding Industry Overview
  The UK wedding industry makes a significant contribution to the economy, supporting businesses including venues, caterers, photographers, florists, entertainment providers and digital planning platforms (ONS, 2025; UKHospitality, 2024). According to the Office for National Statistics (ONS, 2025), there were 231,949 marriages and civil partnerships recorded in England and Wales during 2023. Bridebook's UK Wedding Report (2025) estimates the average UK wedding cost exceeded £20,000 in 2025, highlighting the sector's economic value. The UK Weddings Taskforce (2023) also reports that the sector supports thousands of small and medium-sized enterprises across the UK, demonstrating its wider economic importance beyond individual wedding celebrations.
  The industry has become increasingly digital, with online platforms helping couples research suppliers, comparing services and managing wedding planning. Organisations must continue investing in digital capabilities and customer-focused services to remain competitive (Chaffey, 2022; Kotler and Keller, 2016).

2.3 Key Trends Influencing the Industry
  Several trends continue to reshape the UK wedding industry. Customer expectations have shifted towards greater personalisation, with couples seeking experiences reflecting their preferences and values. This increases the importance of customer engagement and service quality as sources of competitive advantage (Holmlund et al., 2020; Pine and Gilmore, 1999).  Digital transformation has made online platforms central to wedding planning, creating demand for seamless digital experiences, accessible information and trusted reviews. Continuous investment in digital innovation is therefore essential.
Sustainability is also becoming increasingly important. Growing environmental awareness has encouraged couples to prioritise sustainable venues, suppliers and practices, creating opportunities for organisations to strengthen corporate social responsibility and enhance their value proposition enhance their value proposition (Hitched, 2025; White, Habib and Hardisty, 2019).
  Finally, economic uncertainty and rising living costs have made consumers more value conscious. While weddings remain significant life events, many couples seek greater value without compromising quality or customer experience (Bridebook, 2025).
Together, these trends show the UK wedding industry is becoming increasingly customer-centred, digitally enabled and experience-driven, requiring organisations to adapt to maintain long-term competitiveness.

2.4 Stakeholder Analysis
  Stakeholders influence and are influenced by organisational strategy. Johnson et al. (2017) define stakeholders as individuals or groups upon whom an organisation depends to achieve its objectives and who depend on the organisation to fulfil their own goals. Understanding stakeholder expectations is therefore essential when evaluating future strategy.
  Although Hitched UK engages with multiple stakeholder groups, customers remain its primary stakeholder because their trust, engagement and satisfaction directly influence platform usage, supplier demand and business performance. Morgan and Hunt (1994) argue that trust is fundamental to successful customer relationships, reinforcing the importance of customer care within digital service businesses.

	Stakeholder Group
	Key Expectations

	Customers
	Trust, Convenience, Personalisation, Quality Service

	Wedding Suppliers
	Lead Generation, Visibility, Business Growth

	Employees
	Training, Engagement, Career Development

	Management
	Strategic Performance, Innovation, Operational Effectiveness

	Shareholders (The Knot Worldwide)
	Growth, Profitability, Sustainable Competitive Advantage


Source: Created by the author (2026).
  Balancing these expectations will be essential when developing future strategic initiatives. A customer-centred approach that also delivers value to suppliers, employees and shareholders will strengthen organisational performance and support sustainable competitive advantage.

3. External Environment Analysis

3.1 PESTLE Analysis
Political
  Political factors influence Hitched UK through government policy, business regulation and wider geopolitical developments, all of which shape the external business environment (Johnson et al., 2017; Lynch, 2021).Government measures aimed at managing inflation and economic growth can affect consumer confidence and disposable income, changing wedding expenditure and increasing demand for value-driven services. This creates opportunities for Hitched to strengthen customer care through trusted supplier recommendations and budgeting support.
  These suppliers however, are operating on the platform as small or medium-sized enterprises (SMEs) that may be affected by changes in taxation, employment legislation and business regulations. These changes can impact supplier costs and service availability.
  Global political uncertainty can contribute to economic volatility, supply chain disruption and inflationary pressures, affecting consumer spending and supplier operating costs. The World Economic Forum (2025) identifies geopolitical tensions, economic instability and technological disruption among the most significant global risks facing organisations. Hitched UK must remain agile and responsive to changing market conditions whilst continually adapting its strategic direction to maintain customer trust and organisational resilience.
Economic
  Economic conditions represent one of the most significant influences on the wedding industry. As mentioned, Bridebook (2025) records the average UK wedding cost exceeds £20,000, highlighting the substantial financial commitment associated with wedding planning. Rising living costs and inflationary pressures have increased consumer sensitivity to price and value (Bridebook, 2025; Kotler and Keller, 2016), encouraging couples to seek cost-effective solutions without compromising quality. Rising inflation has reduced disposable income, encouraging many couples to become more price-conscious when planning weddings (Bank of England, 2025; Bridebook, 2025). Deloitte's UK Consumer Tracker (2025) similarly reports that consumers continue to prioritise value for money and remain cautious about discretionary spending because of ongoing economic uncertainty. This creates an opportunity for Hitched UK to enhance customer care through budgeting support, trusted supplier recommendations and tools that reduce planning complexity.
Social
  Consumer expectations within the wedding industry are evolving towards greater personalisation, convenience and experience-led services. Modern couples now seek unique celebrations that reflect their individual preferences and values. And customers rely heavily on reviews, recommendations and digital communities when making purchasing decisions (Solomon, 2019). These trends increase the importance of trust-based relationships and personalised customer support, reinforcing the strategic value of customer care initiatives (Morgan and Hunt, 1994).
Technological
  Digital technologies continue to transform the wedding planning process through personalised services, mobile accessibility and data-driven customer engagement (Chaffey, 2022; Teece, Pisano and Shuen, 1997).Seamless online experiences, mobile accessibility and personalised recommendations is now important to perfect. Technological advancements provide opportunities for Hitched to improve customer engagement, gather customer insights and continuously refine its services. Technology can support agile business management by enabling rapid customer feedback, service refinement and data-driven decision-making (Ries, 2011).
Legal
  Hitched operates within a regulatory environment shaped by consumer protection legislation and the UK General Data Protection Regulation (UK GDPR). As a digital platform that collects and stores significant volumes of personal customer data throughout the wedding planning process, compliance with data protection legislation is essential for maintaining customer trust, safeguarding organisational reputation and ensuring transparent business practices (Information Commissioner's Office, 2025). Robust information security and effective data management are therefore critical to supporting long-term customer relationships and reducing the risk of financial penalties and reputational damage associated with non-compliance (Laudon and Laudon, 2022; Information Commissioner's Office, 2025).
Environmental
  Growing environmental awareness has influenced consumer purchasing behaviour, with many couples increasingly prioritising sustainable venues, suppliers and event practices when planning weddings (White, Habib and Hardisty, 2019). This trend creates opportunities for Hitched UK to differentiate its platform by promoting sustainability-focused features and supplier accreditation initiatives, thereby enhancing customer value whilst supporting corporate social responsibility. Organisations that integrate environmental and social responsibility into their business strategies are better positioned to create long-term value and strengthen their competitive position (Elkington, 1997).

3.2 Implications for Customer Care and Strategic Direction
The PESTLE analysis highlights a business environment characterised by economic uncertainty, evolving customer expectations, technological advancements and increasing sustainability awareness. These factors present both opportunities and challenges for Hitched UK and emphasise the need for a customer-centred and agile strategic approach.
Economic pressures and rising living costs have increased customer sensitivity to price and value, requiring organisations to demonstrate clear benefits throughout the customer journey. For Hitched UK, this increases the importance of providing trusted supplier recommendations, planning support and personalised services that help customers make informed decisions. Enhancing customer care through high-quality service can strengthen customer perceptions, trust and long-term loyalty (Parasuraman, Zeithaml and Berry, 1988; Morgan and Hunt, 1994).
The analysis also demonstrates that customer expectations are becoming increasingly personalised and experience driven. Modern consumers expect tailored interactions, convenience and seamless digital experiences. Pine and Gilmore (1999) argue that organisations create greater customer value by designing memorable customer experiences rather than simply delivering products or services. For Hitched UK, this highlights the importance of continually enhancing personalised digital journeys to strengthen customer engagement and maintain relevance within a competitive marketplace.
This aligns with the principles of agile business management, which emphasise responsiveness, continuous improvement and customer feedback as key drivers of organisational success. Organisations with strong dynamic capabilities are better able to adapt to changing market conditions and sustain competitive advantage (Teece, Pisano and Shuen, 1997). Similarly, Ries (2011) argues that continuous innovation should be driven by testing ideas, learning from customer feedback and making iterative improvements. Furthermore, growing interest in sustainability creates opportunities for strategic differentiation. By promoting environmentally responsible suppliers and supporting sustainable event planning, Hitched UK can strengthen its value proposition while responding to changing stakeholder expectations.
Overall, the PESTLE analysis demonstrates that Hitched UK must continuously adapt its strategic direction to respond to external change. These findings provide the foundation for evaluating whether the organisation possesses the internal resources and capabilities required to deliver enhanced customer care and sustain sustainable competitive advantage.

4. Internal Strategic Analysis

4.1 Resources, Capability and VRIO Analysis
  Resources and capabilities form the foundation of organisational performance and can contribute to sustainable competitive advantage (Grant, 1991). Resources refer to the assets an organisation possesses, whilst capabilities represent its ability to utilise those resources effectively (Johnson et al., 2017). The VRIO framework (Barney, 1991) builds on this by evaluating whether these resources are valuable, rare, difficult to imitate and effectively organised to generate long-term competitive advantage. Grant (2022) suggests an updated thought that although Hitched possesses a strong strategic resource base, sustaining competitive advantage will depend upon continuously developing and deploying its resources and capabilities to create greater customer value through innovation and relationship-building, consistent with resource-based perspective.
  As a leading digital wedding planning platform, Hitched UK possesses several valuable resources, including a recognised brand, an extensive supplier network, customer data and the expertise and investment of its parent company, The Knot Worldwide. These resources support the organisation's ability to connect couples with trusted suppliers and deliver a comprehensive digital planning experience. The ability to combine these resources effectively reflects the organisation's dynamic capabilities, enabling it to respond to changing customer expectations and market conditions (Teece, Pisano and Shuen, 1997).However, resources alone do not create competitive advantage. Hitched's capabilities, including digital service delivery, customer engagement and marketplace management, enable these assets to be transformed into customer value.
  Rapidly changing customer expectations and technological developments highlight the importance of continuously reviewing organisational capabilities. Organisations that fail to adapt risk developing core rigidities that restrict innovation and competitiveness (Leonard-Barton, 1992; Johnson et al., 2017). Hitched must continue developing its capabilities to meet increasing demand for personalisation, community engagement and enhanced customer care.

	Resources
	Capabilities

	Strong Brand Reputation = 
	Building Customer Trust

	Large Supplier Network =
	Connecting Customers with Suitable Suppliers

	Customer Data and Insights =
	Understanding Customer Preferences

	Digital Platform and Planning Tools =
	Delivering a Seamless Planning Experience

	The Knot Worldwide Support = 
	Leveraging Global Expertise and Investment

	Customer Reviews and Content =
	Supporting Informed Customer Decision-Making


(Created by Author, 2026)
	
	


  The VRIO framework evaluates whether organisational resources are valuable, rare, difficult to imitate and supported by the organisation, thereby determining their ability to generate sustainable competitive advantage (Barney, 1991; Barney and Hesterly, 2019).

Table 4.1: VRIO Analysis of Hitched UK

Resource / Capability         Valuable  Rare  Inimitable  Organised  Competitive Implication  

Strong Brand Reputation                           Partly                  Temporary Competitive Adv
Large Supplier Network                                                     Sustained Competitive Adv
Customer Data & Insights             Partly      Partly                  Temporary Competitive Adv
Digital Planning Platform                                                   Competitive Parity
From The Knot Worldwide                                                Sustained Competitive Adv
Customer Reviews &                     Partly      Partly                  Temporary Competitive Adv                                                                                               Community Content

The analysis indicates that Hitched UK's strongest competitive advantages derive from its extensive supplier network and its association with The Knot Worldwide. These resources are valuable, difficult for competitors to imitate and effectively supported by the organisation. In contrast, resources such as brand reputation, customer data and community content currently provide only temporary advantages, while digital planning tools have become increasingly common across the industry and therefore offer competitive parity. This supports the Resource-Based View, which argues that sustainable competitive advantage is achieved through valuable, rare and inimitable resources that competitors cannot easily replicate (Wernerfelt, 1984; Barney, 1991).
These findings suggest that although Hitched possesses a strong strategic resource base, sustaining competitive advantage will depend upon continuously enhancing customer value through innovation and relationship-building rather than relying solely on existing marketplace features. The VRIO framework therefore supports the conclusion that future success will depend on strengthening customer care and developing capabilities that are more difficult for competitors to replicate.
Whilst the VRIO framework provides a structured method for evaluating internal strengths (Barney, 1991), it focuses primarily on internal resources and gives limited consideration to external market dynamics (Knott, 2009; Priem and Butler, 2001)..

4.2 Sources of Competitive Advantage and Customer Value
  The resource and capability assessment, supported by the VRIO analysis, indicates that Hitched UK's competitive advantage is primarily derived from its established digital marketplace, extensive supplier network and association with The Knot Worldwide. These resources enable the organisation to connect couples with trusted wedding suppliers whilst delivering a convenient and integrated planning experience. However, sustainable competitive advantage depends not only on possessing valuable resources but also on continually creating superior value for customers in comparison with competitors (Barney, 1991). This perspective is reinforced by Prahalad and Hamel (1990), who argue that sustainable competitive advantage is created through the development of core competencies that enable organisations to deliver unique value to customers and differentiate themselves from competitors. For Hitched UK, its integration of digital planning tools, trusted supplier relationships and customer insights represents a combination of capabilities that can be further developed to support innovation and strengthen long-term customer relationships.
  Customer value can be understood as the difference between the benefits customers perceive they receive and the sacrifices they make to obtain a product or service (Kotler and Keller, 2016). Kotler and Keller (2022), further enhances that organisations create superior customer value by understanding customer needs and delivering products and services that exceed customer expectations. In the context of Hitched UK, perceived benefits include access to a wide range of trusted suppliers, digital planning tools, customer reviews and the convenience of managing multiple aspects of wedding planning through a single platform.These features reduce the time and effort required to search for suppliers whilst increasing customer confidence in decision-making.
Despite these benefits, wedding planning remains a complex and emotionally significant process. Customers may experience information overload, uncertainty when selecting suppliers and concerns about making costly decisions. These perceived sacrifices can reduce the overall customer experience if they are not effectively managed. Consequently, future competitive advantage is likely to depend on Hitched's ability to minimise these sacrifices whilst increasing the value customers perceive throughout their planning journey.
  Relationship marketing theory suggests that organisations which develop trust-based, long-term relationships with customers are more likely to strengthen customer loyalty and create sustainable value (Payne and Frow, 2005). Rather than competing solely through supplier choice or digital functionality, Hitched has the opportunity to differentiate itself by delivering more personalised customer support, fostering customer communities and extending engagement beyond the wedding itself. Such capabilities would be significantly more difficult for competitors to replicate than technological features alone.
  Overall, the internal analysis suggests that Hitched UK's existing resources provide a strong competitive foundation. However, sustaining competitive advantage will require the organisation to move beyond a transactional marketplace model and adopt a more relationship-centred approach that continuously enhances customer value. These findings provide the strategic rationale for evaluating future growth opportunities through the Ansoff Matrix in the following section.

5. Strategic Analysis Through the Three Strategy Lenses
  The Three Strategy Lenses (Johnson et al., 2017) provide a framework for evaluating Hitched UK's current strategic position, organisational experience and ability to adapt to change.

5.1 Strategy as Position
  From the Position perspective, Hitched UK occupies a strong position within the UK wedding planning market through its recognised brand, extensive supplier network and digital planning platform. The PESTLE analysis identified external opportunities associated with digital transformation, sustainability and increasing demand for personalised customer experiences, whilst the VRIO analysis confirmed that several of Hitched UK's resources provide competitive advantage. Porter (1985) argues that organisations sustain competitive advantage by creating superior customer value and maintaining a distinctive market position. However, maintaining this position will require Hitched UK to respond proactively to changing customer expectations, increasing competition and economic uncertainty. Although the organisation currently delivers value through its marketplace model, future competitiveness will increasingly depend upon strengthening customer relationships rather than simply expanding supplier choice.

5.2 Strategy as Experience
  The Experience lens suggests that organisational strategy is influenced by previous knowledge, organisational culture and established ways of working (Johnson et al., 2017). Mintzberg, Ahlstrand and Lampel (2009) similarly argue that strategy develops through organisational learning and accumulated experience rather than solely through formal planning. Hitched UK's success has largely been built upon providing a trusted online marketplace that connects couples with wedding suppliers and planning resources. This experience has enabled the organisation to develop credibility and strong customer recognition.
  Previous success can also create strategic rigidity if organisations become overly reliant on established business models. Leonard-Barton (1992) argues that core capabilities may become core rigidities when organisations fail to adapt to changing environments. Similarly, Mintzberg and Waters (1985) suggest that successful strategies should evolve through learning and adaptation rather than remaining entirely deliberate. Consequently, Hitched should build upon its existing strengths whilst encouraging continuous innovation and a stronger customer-centred culture.
  Beyond delivering value through individual interactions, organisations must also manage the customer's experience across the entire customer journey. Lemon and Verhoef (2016) argue that customer experience is created through every interaction a customer has with an organisation before, during and after a purchase. For Hitched UK, this highlights the importance of providing seamless support throughout the wedding planning process to strengthen satisfaction, trust and long-term customer loyalty.

5.3 Strategy as Action
  The Action lens views strategy as a continuous process of learning, experimentation and adaptation. This perspective aligns closely with agile business management, where organisations respond rapidly to customer feedback and changing market conditions.
  For Hitched UK, adopting an agile approach would involve continuously testing new customer services, evaluating customer feedback and refining its platform through incremental improvements. Organisations with strong dynamic capabilities are better able to adapt to changing market conditions and sustain competitive advantage (Teece, Pisano and Shuen, 1997). Likewise, Ries (2011) argues that continuous innovation should be driven by experimentation, customer feedback and iterative learning. Such responsiveness would strengthen organisational resilience whilst enabling Hitched UK to react effectively to technological developments, changing customer preferences and emerging market opportunities.

5.4 Critical Evaluation of Hitched UK's Strategic Direction
  Applying the Three Strategy Lenses demonstrates that Hitched UK possesses a strong strategic foundation but must continue adapting to remain competitive within a rapidly evolving industry. Whilst the Position lens highlights valuable organisational resources and favourable market positioning, the Experience lens suggests that reliance on an established marketplace model may restrict future innovation. The Action lens further emphasises the importance of organisational agility and continuous customer engagement.
  Collectively, the analysis indicates that future competitive advantage will depend less on expanding existing marketplace services and more on strengthening long-term customer relationships through strategic innovation. This supports the need to evaluate future growth opportunities using the Ansoff Matrix and identify strategic initiatives that extend customer engagement beyond the traditional wedding lifecycle.

6. Strategic Options for Future Growth

  The Ansoff Matrix (1957) identifies four strategic growth options that vary in risk depending on whether organisations develop existing or new products and markets. The following sections evaluate each option for Hitched UK.

6.1 Option 1: Market Penetration
  Market penetration focuses on increasing market share by enhancing existing products and services within existing markets (Ansoff, 1957). An overview of the Ansoff Matrix is provided in Appendix 1.1, with its application to Hitched UK presented in Appendix 1.2. For Hitched UK, this strategy would involve strengthening its current position within the UK wedding industry by improving customer engagement, increasing brand awareness and encouraging greater use of its existing digital planning tools. Potential initiatives could include targeted marketing campaigns, enhanced supplier partnerships and improvements to the user experience through more personalised content and customer support.
  This strategy aligns with the findings of the PESTLE analysis, which highlighted increasing customer expectations for convenience, value and personalised experiences. By refining its existing platform and strengthening customer relationships, Hitched could improve customer satisfaction and loyalty while increasing engagement with both couples and wedding suppliers. Such improvements could also reinforce the organisation's existing strengths identified through the VRIO analysis, particularly its established brand reputation and extensive supplier network.
  However, market penetration represents the lowest-risk growth strategy, but its long-term potential is relatively limited. The UK wedding planning market is already highly competitive, meaning that improvements to existing services are likely to be replicated by competitors over time. Although market penetration could improve customer care and increase market share, it is unlikely to create a sustainable competitive advantage or significantly expand Hitched UK's future growth opportunities. Therefore, market penetration should be viewed as a supportive strategy that strengthens the organisation's existing market position rather than a standalone solution for long-term strategic growth.

6.2 Option 2: Product Development – Wedding Success Manager Programme
  Product development involves introducing new products or services to existing customers in order to enhance value and support organisational growth (Ansoff, 1957). For Hitched UK, this strategy could be implemented through the introduction of a Wedding Success Manager Programme, providing couples with personalised guidance and support throughout the wedding planning journey.
  The programme would assign customers a dedicated digital or human support advisor who provides tailored recommendations, planning reminders, supplier guidance and proactive support from engagement through to the wedding day. Unlike Hitched's existing self-service platform, this approach would create a more personalised customer experience, helping to reduce uncertainty and improve confidence during what is often considered a complex and emotionally significant life event.
  This strategy aligns with the findings of the PESTLE analysis, which identified increasing demand for personalised services and enhanced digital experiences. It also builds upon Hitched UK's valuable resources and capabilities identified through the VRIO analysis, particularly its extensive supplier network, customer data and established brand reputation. By leveraging these existing assets, the organisation can deliver greater customer value whilst strengthening trust and long-term customer relationships. Morgan and Hunt (1994) argue that trust and commitment are fundamental to relationship marketing, whilst Parasuraman, Zeithaml and Berry (1988) suggest that high service quality strengthens customer satisfaction and loyalty.
  Implementing a Wedding Success Manager Programme would require additional investment in technology, employee training and operational resources. And the service must remain scalable to ensure that increased personalisation does not significantly increase operational costs or reduce service quality as demand grows. An iterative implementation approach supported by continuous customer feedback would reduce risk and enable the programme to evolve in response to customer needs (Ries, 2011).
  The end result would contain product development that represents a strong strategic choice because it directly addresses changing customer expectations whilst enhancing customer care and differentiating Hitched UK from competitors. Although it requires greater investment than market penetration, the potential to strengthen customer relationships and create a more distinctive service offering makes it a more sustainable source of competitive advantage.


6.3 Option 3: Market Development and Diversification – Life Events Expansion
  One limitation of Hitched UK's current business model is that customer relationships typically end after the wedding, limiting customer lifetime value and opportunities for recurring revenue.
A market development strategy would address this by extending Hitched's existing services into related life-event markets such as anniversaries, vow renewals, baby showers and family celebrations (Ansoff, 1957). Using its established digital platform and supplier network, the organisation could continue supporting existing customers beyond the wedding day, increasing long-term engagement whilst creating additional business opportunities for suppliers.
This strategy would strengthen organisational resilience by reducing dependence on the wedding market and building upon Hitched UK's existing capabilities. However, implementation would require investment in market research and supplier expansion to ensure the platform remained relevant across a wider range of life events.
  Whilst market development offers greater long-term growth than market penetration or product development, it remains focused on extending existing services into adjacent markets. A stronger strategic option would be diversification, which would reposition Hitched UK as a broader Life Events Ecosystem supporting customers throughout multiple significant life stages.
Rather than simply expanding its services, diversification would transform Hitched from a wedding planning platform into a long-term digital partner providing trusted supplier recommendations, planning tools and personalised support across a range of celebrations. This approach directly addresses the organisation's greatest strategic weakness by extending customer relationships beyond a single transaction, increasing customer lifetime value and creating recurring revenue opportunities.
  Furthermore, diversification reinforces the sustainable competitive advantages identified within the VRIO analysis by leveraging Hitched UK's recognised brand, supplier network and digital capabilities whilst supporting agile business management through continuous adaptation to evolving customer needs (Barney, 1991; Johnson et al., 2017).
Although diversification represents the highest-risk strategy within the Ansoff Matrix, requiring greater investment, organisational change and new partnerships, its long-term strategic benefits outweigh these challenges. A phased implementation supported by customer feedback and regular strategic review would help manage implementation risks.
  Overall, diversification provides the greatest opportunity to strengthen customer care, improve organisational resilience and achieve sustainable competitive advantage. It therefore represents the most appropriate strategic direction for Hitched UK.

7. Conclusion
  This report evaluated Hitched UK's strategic position to determine how strategic innovation and agile business management can strengthen customer care and support sustainable competitive advantage.
  The PESTLE analysis identified an increasingly dynamic environment shaped by economic uncertainty, technological advancement, changing customer expectations and growing demand for sustainable, personalised services. The VRIO analysis showed that Hitched's recognised brand, extensive supplier network and digital capabilities provide a strong foundation for competitive advantage, although continued innovation is required to sustain this position.
   The Three Strategy Lenses highlighted the need to balance existing strengths with continuous adaptation and customer-centred decision-making. The Ansoff Matrix demonstrated that while market penetration, product development and market development all offer growth opportunities, diversification provides the greatest long-term potential by strengthening customer relationships and organisational resilience. To summarise, maintaining the current business model alone is unlikely to secure future success. Instead, Hitched UK should adopt a more innovative strategy that extends customer engagement beyond the traditional wedding lifecycle.

8. Recommended Strategy 

8.1 Development of a Life Events Ecosystem
  It is recommended that Hitched UK adopts a diversification strategy through the development of a Life Events Ecosystem. By expanding into anniversaries, vow renewals, baby showers, christenings and other family celebrations, the organisation can maintain long-term customer relationships while creating new opportunities for revenue growth.
  This recommendation builds on Hitched UK's recognised brand, supplier network and digital capabilities, enabling the organisation to deliver trusted planning services across multiple life events. It also creates additional opportunities for suppliers, strengthening value for both sides of the marketplace.
  The recommendation addresses the strategic issues identified throughout the report by responding to changing customer expectations, supporting organisational agility and leveraging existing competitive strengths. Although diversification requires greater investment than the other Ansoff strategies, it offers the greatest potential to increase customer lifetime value, strengthen organisational resilience and create a sustainable competitive advantage that is more difficult for competitors to replicate.

8.2 Supporting Recommendations
  To maximise the success of the proposed Life Events Ecosystem, Hitched UK should introduce several supporting initiatives that strengthen customer care, increase long-term engagement and respond to evolving customer expectations.
  Firstly, the organisation should introduce a Wedding Success Manager Programme to provide customers with personalised support throughout their planning journey. By offering tailored supplier recommendations, planning guidance and proactive communication, the programme would reduce customer uncertainty whilst strengthening trust and satisfaction. Morgan and Hunt (1994) argue that trust and commitment are essential to developing long-term customer relationships, suggesting that a more personalised service would improve customer loyalty and retention.
  Secondly, Hitched should develop an online customer community where users can share experiences, access expert advice and engage with others during different life events. In addition to strengthening customer engagement, the platform would generate valuable customer feedback and user-generated content, enabling the organisation to continuously refine its services and respond more effectively to changing customer needs.
  Finally, sustainability should be embedded throughout the platform by introducing search filters for environmentally responsible venues and suppliers, alongside guidance that helps customers make more sustainable purchasing decisions. As environmental awareness continues to influence consumer behaviour, integrating sustainability into the customer experience would enhance Hitched UK's value proposition whilst reinforcing its commitment to corporate social responsibility (White et al., 2019).
 As a whole, these supporting recommendations would enhance the proposed Life Events Ecosystem by improving customer experience, encouraging long-term engagement and further differentiating Hitched UK within an increasingly competitive digital marketplace.

9. Final Conclusion
  This report has demonstrated that although Hitched UK has established a strong position within the UK wedding industry, maintaining its current business model alone is unlikely to provide sustainable competitive advantage in an increasingly dynamic and customer-focused marketplace. The strategic analyses highlighted that changing customer expectations, economic uncertainty, technological developments and growing sustainability concerns require the organisation to adopt a more agile and innovative approach to customer care.
  The report concluded that diversification through the development of a Life Events Ecosystem offers the greatest opportunity to strengthen customer relationships, increase customer lifetime value and improve organisational resilience. Supported by personalised customer care, greater customer engagement and sustainable business practices, this strategy enables Hitched UK to build upon its existing strengths whilst responding effectively to future market challenges.
Ultimately, adopting an agile and customer-centred strategic approach will enable Hitched UK to create long-term value for customers, suppliers and shareholders, ensuring the organisation remains competitive and resilient within the evolving UK wedding and events industry.






























10. Appendix

Appendix 1.1 – The Ansoff Matrix Template and Description

	
	Existing Products
	New Products

	Existing Markets
	Market Penetration
Increase market share using existing products and services.
	Product Development
Introduce new products or services to existing customers.

	New Markets
	Market Development
Expand existing products into new customer markets.
	Diversification
Develop new products for new markets (highest risk strategy).


Source: Adapted from Ansoff (1957).


Appendix 1.2 – The Ansoff Matrix for Hitched UK
	Strategy
	  Risk
	     Customer Care Impact
	     Long-term Growth

	Market Penetration
	  Low
	     Moderate             
	     Moderate

	Product Development
	  Medium
	     High
	     High

	Market Development
	  Medium
	     High
	     High

	Diversification
	  High
	     Very High
	     Very High


Source: Adapted from Ansoff (1957) and developed by the author (2026).
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