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[bookmark: _Toc165543446]Proposal Plan

[bookmark: _Toc162522683][bookmark: _Toc165543447]Introduction 
[bookmark: _Hlk164696529]The wedding planning industry is a competitive and dynamic field, however many businesses can find it challenging to stand out among the crowd and to attract clients (Wedding Academy, 2023), therefore the researcher has put forward this proposal plan in order to research aspects of the industry within the Swansea area, building a business plan up and a website accompanied by a back office document. From the case study and the business plan, the researcher aims to investigate the value the wedding industry has, operational plans and its online presence. The indicative title for the portfolio will be An Overview of The Wedding Industry Within Swansea.
Frees and Klugman (2001) believes that the use of case studies impacts how people can learn about business, with the goal of them being for allowing situations in professional contexts to be focused on and investigated. This implies that by using case studies, it is not just a passive learning tool but allows active methods to engage and analyse with real life scenarios.
When looking at the importance of business plans regarding setting up an organisation, Ashamalla, Orife and Abel (2008, p.388) after researching whether they are still useful, they found they are still valued and utilised despite in modern times there being effective methods that might be used. Therefore, this proposal plan will still include the use of business plans, following on from creating the case study. 
Websites are a useful tool in the way of promoting businesses as it can reduce any costs a business might incur with the conventional way of promoting through television adverts as everything can be accessed through data on the cloud storage systems that the internet now uses, websites allow potential clients search for information they need on the websites as they host an array of information about the products and services offered and about the company itself (Nurhayati and Abdurrahman, 2019). 
[bookmark: _Toc162522684]



[bookmark: _Toc165543448]Objectives 
[bookmark: _Hlk164696515]The objectives of the portfolio will be as follows:
•A case study of 4,000 words looking at investigating the wedding industry within the Swansea area. 
•A business plan of 3,000 words detailing a proposed wedding planner business under the name of Your Marriage Awaits, 
•Designing a website and alongside it provides detailed information on the contents of the website equating to 1,000 words.

[bookmark: _Toc162522685][bookmark: _Toc165543449]Methodology 
[bookmark: _Toc162522686]
[bookmark: _Toc165543450]Figure 1: The Research Onion
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[bookmark: _Hlk164696496](Melnikovas, 2018, p. 33)
Figure 1 shows the research onion, it consists of six layers, the first being the research philosophy which is the ontology research and epistemologies and axiology which looks at the value, beliefs and ethics of the research conducted, the second layer is the development of theory approach which looks at deduction from existing theories and posing a hypothesis in order to collect data to confirm the question or reject it, the third layer is the methodological choice which looks at both quantitative and qualitative data collection methods and deciding what is best for the research, the fourth layer is the strategy of the research project where the researcher will collect the information and analyse it, the fifth layer investigates the timeframes of the research, projecting when all the information will be gathered and the sixth and final layer looks at the techniques and procedures of gathering the information, whether it be from secondary of primary research (Melnikovas, 2018, p. 33). This methodology will use the research onion to discuss ways in which the researcher will conduct the research for the portfolio.
The research that will be gathered for the portfolio will be conducted through secondary research. The use of secondary research is where the researcher does not gather the information themselves, but analyses information that is already available through any means (Cowton, 1998, p.424). The researcher will conduct the secondary research by researching the companies on the internet, analysing data gathered from their websites and reviews to establish the netnography of the study. Netnography can be partaken in many ways, from speaking to an individual or searching through data, with the rise of technology and the online world, it allows more chance for people to find the information they need (Kozinets, 2015, pp. 4-5), therefore, the researcher will use data that is readily online, analysing the information received and making informed conclusions based on that data. 
Quantitative research “generates a mass of numbers that need to be summarised, described and analysed.” (Lacey and Luff, 2007) Whereas qualitative data analysis includes “the mass words generated by interviews or observational data needs to be described and summarised.” (Lacey and Luff, 2007). The main research that will be undertaken in this study will be quantitative research as the researcher aims to analyse data received through the online sources. 
When looking at the assumptions made when gathering research, it is important to distinguish between ontological and epistemological assumptions. Ontological is assumptions about the nature of the reality, effecting the way the researcher might view the research, and epistemology is assumptions about knowledge (Saunders, Lewis, and Thornhill, 2016, p.127). It is understood by the researcher that the epistemological assumptions regarding the research project is important with discussing the nature of the wedding industry within the review.
Research conducted by Rowley and Johnson (2013, p. 504) states that when looking for credible sources, researchers or students might use judgement regarding whether they may trust an open-source website like Wikipedia Articles. However, for the credibility of the research partaken, information will come from reputable websites when gathering information on the venues and the wedding industry itself, however it is also understood that due to gathering reviews from previous clients left on online sources that they may not be entirely factual. Upon doing a study on the trustworthiness of online reviews, Filieri (2016, p. 59) deduced that when looking at reviews, consumers find short reviews that contain few details are untrustworthy and use what they call a marketing style of writing, however reviews that are lengthy and provide detailed information are perceived as factual. Therefore, it is important to take this into consideration when looking at the reviews to analyse.
[bookmark: _Toc162522687]
[bookmark: _Toc165543451]Case Study 
[bookmark: _Hlk164696485]The case study for this portfolio will investigate the wedding industry within the Swansea Area. The case study will aim to make clear conclusions on what the prices and the business model of the wedding industry is currently like within Swansea. Paget (2010, p.175) claims that case studies is an effective way to train eventual business managers in highly versatile areas of the industry in a way that allows them the ability to analyse each situation to make clear conclusions. Therefore, the researcher finds it beneficial that to create a business plan they must understand what the industry is already like in Swansea. 
The aim of the case study is to ensure that the researcher gains an understanding of current market conditions in Swansea to create a business plan for Your Marriage Awaits which allows them to find a competitive advantage for the business. By investigating the wedding industry for the case study, it allows the researcher to investigate and experience the outcome of their decision once the study is completed (Farashahi and Tajeddin, 2018, p. 133). 
Objectives are important when putting together a case study, as it allows the researchers to set goals and realise what they need to complete in order to undertake the research and ensure that they are on the correct path of research (Pace, 1958, p.69), therefore the researcher has put together the objectives for this case study which are as follows: 
•The aim and objective of this study is to gain an overview of the wedding industry, from the history of wedding planning to the current scope. 
•To investigate the marketplace for the wedding industry within the Swansea area to gain an understanding of what trends are already in place. 
•To create conclusions about each aspect of the industry within the Swansea area. 
[bookmark: _Toc162522688]
[bookmark: _Toc165543452]Business Plan 
[bookmark: _Hlk164696473]The business plan would be for a wedding planner business called Your Marriage Awaits with the aim of providing fairytale weddings to its potential clients. According to Bride and Groom Direct (2022), whilst they believe themed weddings can look beautiful, there is a danger that it could be done wrong and look tacky. However, Your Marriage Awaits aims to provide the potential clients with a magical time and ensuring that everything is perfect. 
The Your Marriage Awaits business plan will look at the marketing plan of the business, discovering the potential target market and the marketing strategies they could undertake. The marketing plan will look at trends and the target market to conduct research and come up with clear conclusions on how the promotion of the business will go as there are three different ways they can be promoted, from digital platforms, non-digital platforms and a range of hybrid platforms mixing both digital and non-digital platforms into its plan (Dora, 2018). 
The research conducted for the business plan, will help decide on how is best to promote the business. Companies use marketing segmentation and targeting in order to meet their marketing needs, however the two differ in meanings as market segmentation is where they divide up the market, and targeting is the practicalities involved with business within the marketing, however both very closely linked to each other (Blythe and Martin, 2019, 76). Therefore, the business plan will investigate the market and by doing both the case study and business plan will find out if there is room in the market. 
Business plans are an essential element when starting a business as it allows them to identify their goals and development strategies, and the plan is used to put them cohesively in a format easily accessible for themselves or when going for funding (Hormozi, et al, 2002). Therefore, the researcher will put together cohesive goals for the future of the business, with the SMART method of Specific, Measurable, Achievable and Realistic to ensure they are achievable. Doran (1981, quoted in Bjerke and Renger, 2017) created the SMART method for writing effective management goals and is now the standard for developing the effective and measurable goals for businesses. 
The objectives of the business plan are as follows: 
•To create a proposed business plan for Your Marriage Awaits detailing the theme of fairytale weddings. 
•To investigate the marketing strategies that could be put in place to determine the target market. 
•To provide an overview of what Your Marriage Awaits would be.
[bookmark: _Toc162522689]
[bookmark: _Toc165543453]Website and Back Office Document 
[bookmark: _Hlk164696460]The final part of the portfolio would be the website and the accompanying back-office document. Andrews (2023) claims that it is vital for a wedding planner to have a website as social media marketing is about enticing couples to visit a website as they would want to research the services provided by the planner before contacting them. The aim of the website would be to create a vision of what the website will entail and to see how the business plan would work. The back-office document accompanying the website would be detailing every piece of information that went into creating the website.
[bookmark: _Toc162522690]
[bookmark: _Toc165543454]Timeframe	
[bookmark: _Hlk164696449]The researcher aims to follow the following timeframe for the creation of the portfolio. 
	Project
	Aimed Completion Date 

	Case Study 
	12th February 2024

	Business Plan 
	27th March 2024

	Website and Back Office Document
	12th April 2024


[bookmark: _Toc162522691][bookmark: _Toc165543455]Conclusions
[bookmark: _Hlk164696438]To conclude on the proposal plan, the objectives outlined for the entire portfolio includes the making of a case study of 4,000 words, a business plan detailing the potential business of Your Marriage Awaits Wedding Planner of 3,000 words and a website and an accompanying back-office document of 1,000 words. The researcher aims to complete the entire project by the 12th of April 2024. 
The research that will be undertaken to complete the portfolio will contain of secondary research, analysing the quantitative data found from readily available sources and by looking at the epistemological assumptions of the industry and information found. It was found that the importance of the research gathered to ensure a high quality and informative portfolio.
[bookmark: _Toc165543456][bookmark: _Toc159315272]Case Study on the Wedding Industry Within Swansea

[bookmark: _Toc165543457]Introduction
[bookmark: _Hlk164696424]This case study will be looking at the wedding industry as a whole subject. It will delve into the details of how wedding planning became popular and will also investigate the wedding business within the Swansea area. The research will explore the niche areas of each wedding business in Swansea, discussing a range of businesses from independent wedding planners and stylists to venues that are just intended for weddings or hotels who also hold weddings. The case study will provide thorough information on the businesses, their products offered, and reviews posted online from previous clients. 
[bookmark: _Toc159315273]The researcher will analyse the data collected from online sources of each business and will produce conclusions based on each business and the information gathered. 
[bookmark: _Toc165543458]
Overview of the wedding industry
[bookmark: _Hlk164696414]Wedding planning as an industry became popular when women begun to participate more in the workforce, this in turn saw an expanding consumer society including the wedding industry as more women were spending more time in work and less in the home (Blakely, 2008, p. 644). According to Absolute Perfection (2023) within the UK there are approximately two thousand wedding planners, each working on an average income of £22,000 and above per year.
According to Daniels and Wosicki (2021, p. 9) the roles of a wedding consultant are varied throughout the planning process and the implementation of a wedding and are also dependent on the package chosen from the customer. The wedding industry is diverse, with planners focusing on niche areas of weddings, the roles of which would be required to change accordingly to ensure the customers are getting exactly what they are asking for. The roles of a wedding planner can change overtime, based on the ever-changing trends the industry sees. “Many couples look to trends to help them with their wedding planning needs” (Ruonala, 2013) which applies both to the couple getting married and the wedding planner, as the couple may look at trends to decide on what they want their wedding to be like.
Trends have changed over the years, but one thing that remains prevalent is that social media is the number one change in consumer consumption. According to Singh (2016, p.15) with the growth of social media it has seen almost everything about a business available at the tap of your fingers in what is called an “open book” approach, with the expectation that businesses are constantly monitoring any mentions of themselves on online platforms, and responding accordingly to each one. With the way that information about every company is available online, it can either be beneficial to the organisation or detrimental to their success.
Ioanăs and Stoica (2014, p.296) claims that the communication between both the company and the users play a vital role in how the organisation is viewed on social media, as the relationship between consumers and business creates reviews that can either give them a favourable or non-favourable image to others, and can be a deciding factor on whether other possible consumers will provide the company with their custom. Getting bad reviews can be detrimental for a business, but it isn’t always negative if they find ways in which they can improve and show customers that they care (Hetler, 2022)
Due to the constant pressure of retaining a flawless image to the marketplace, the elite wedding planning industry is viewed as especially challenging, since the company’s reputation can be easily destroyed if just one wedding does not go as planned (Kapoor, 2020, p. 13). Social media can hold a detrimental effect on the wedding planner in the case of a wedding not going to plan, as consumers spreading the word through reviews could put off other potential customers using that wedding planner and taking their services elsewhere. 
[bookmark: _Toc159315274]
[bookmark: _Toc165543459]Figure 1: Number of marriages in the United Kingdom from 1887 to 2019. 
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[bookmark: _Hlk164696399](Clark, 2024)
Duncan (2016, p. 13) claims that there has not always been a need for wedding planners as weddings were typically planned by the bride herself, however with the growing numbers of weddings happening throughout the twenty-first century in the United States of America a need has formed for wedding planners, who now hold a significant role either throughout the entirety of the wedding planning, or just on the day. According to Clark (2024), statistics gathered from the graph in figure 1 show that between 1887 and 2019, the number of marriages have fluctuated with the highest amount of marriages in the United Kingdom being in 1940 with 533,866 marriages and the lowest amount of marriages being 232,245 in 1887, and marriages in 2019 had declined to 253,112. 
[bookmark: _Hlk157857879]Looking at the research gathered from the graph, according to Absolute Perfection (2024), from the number of weddings throughout the UK annually, it is estimated that between 35,000 and 47,000 of those weddings are using a wedding planner. Whereas figures show that in the United States of America, 50% of couples hire a wedding planner to help plan their wedding (Gitnux, 2023) whereas under 20% of couples in the United Kingdom hire a wedding planner (Absolute Perfection, 2024). There are 13,000 wedding planners in business within the United States (Gitnux, 2023) whereas there are only 5509 within the United Kingdom (IbisWorld, 2023).
According to Sonas (2021), 71% of couples had to postpone their weddings in 2020 due to the coronavirus pandemic, meaning that approximately 2650,000 of the weddings in 2020 had to be panned out throughout 2021 and 2022, however there was also 280,000 newly engaged couples wanting to get married. Sonas (2021) claims £31,000 is the average cost of a wedding in the United Kingdom, and over two years the wedding industry was estimated to bring in £28 billion in revenue. 
Sharfman and Cobb (2023) claims that in 2020 there were just 85,770 marriages in England and Wales due to the coronavirus pandemic and that it was the largest annual decrease ever recorded with marriage rates being lower than divorce rates. 
Since Covid, the wedding industry has been booming with all the rescheduled weddings, and weddings being booked with newly engaged couples after the pandemic had hit. However, the wedding industry has seen a change in trends since the coronavirus pandemic, with more couples having lower budgets, smaller guest lists and has seen a rise in open air weddings (Harris, 2023). With changing trends, wedding planners must always keep up to date with the changing trends, to adapt to the ever-changing market. 
[bookmark: _Toc159315275][bookmark: _Toc165543460]Simply Elegant Weddings and Events
[bookmark: _Hlk164696379]The first wedding company that the researcher will investigate is Simply Elegant Weddings and Events. As a family run business of three generations, Simply Elegant Weddings and Events are based in the Gendros area of Swansea and can operate in all venues within the South Wales area (Simply Elegant Weddings and Events, 2021). Not only does the company provide couples with planning for their wedding, but they also have on offer stationary, fresh or artificial flower work and venue dressing (Simply Elegant Weddings and Events, 2021) 
Upon opening the website, it gives clear information on what the business offers, and provides links for potential customers to be able to view previous weddings or stationery that they have on offer (Simply Weddings and Events, 2021). One criticism the researcher has regarding the website was that clicking on the button for ‘Simply Elegant at Home’ leads to an empty webpage. Scrolling through the website ensures that customers know about the company. 
 

Image 1: Simply Elegant Weddings and Events Website
[image: A person in a white dress under a flower arch
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[bookmark: _Hlk164696366]         (Simply Elegant Weddings and Events, 2021)
According to Reed (2013) businesses should not just have a presence online by having a website as in the modern era it is no longer sufficient enough to gain a customer base, and that they should be present on social media platforms like X and Facebook, and now TikTok could prove beneficial to the younger generation getting engaged. Simply Elegant Weddings and Events link their social media platforms to their websites, whilst similarly having links to their website on their social media platforms. 
“Diversity on the demand side of the market is nothing new to sales management,” (Smith, 1995, p. 63). Simply Elegant Weddings and Events offer a diverse range of products including stationary such as save the date cards, wedding invitations and place settings for the table. The wedding organisation also offers venue styling, some of which can be found in the Image 2. By offering a range of assorted products, it makes them unique and allows them to offer more services to their consumers. 
Image 2: Venue Styling[image: A collage of images of a wedding venue
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[bookmark: _Hlk164696355](Simply Elegant Weddings and Events, 2021) 
The image shows examples of centrepieces Simply Elegant Weddings and Events has done for previous weddings, giving customers an example of what their work is like and allowing them to make decisions about whether they would hire the company for their wedding. 
The prices for Simply Elegant Weddings and Events are only available through quotations and giving details of an up-and-coming wedding, therefore the researcher is unable to gather the information on pricing. However, the average price for wedding decorations typically cost couples up to £1000 to get their venue decorated by professionally sourced companies (Shafiee, 2023). According to Dolgui and Proth (2010, p.102) companies use market segmentation to differentiate their prices, as each customer is different and requires a diverse range of products offered by the company. 

Image 3: Yelp Review
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[bookmark: _Hlk164696342](Yelp, 2024)
When looking at reviews on Yelp (2024), it shows one review that is two stars. According to the reviewer, when using Simply Elegant Weddings and Events in 2019 they were unreliable and had a number of mishaps with them, even going as far as to say that the work they had done was “slap dash work and left to last minute” (Yelp, 2024). According to Xie, Zhang and Zhang (2014, p.4) positive reviews have a lesser impact on a company than negative reviews do. When responding to reviews, Sparks, So and Bradley (2016, p. 84) believes that “the voice organizations use is more impactful than is the source organizations use, and the timing of their response is more critical than is the timing of their corrective action.” Simply Elegant Weddings and Events did not respond to the review posted on Yelp. 

Image 4: Google Reviews 
[image: A screenshot of a website
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(Google, 2024)
[bookmark: _Hlk164696330]However, upon looking at google reviews, there seems to be positive reviews, with the average scoring being four stars (Google, 2024). A huge contrast to the singular Yelp review. By investigating the reviews left on google for Simply Elegant Weddings and Events, it highlights to the researcher that they are a reputable business and had worked on their business to improve from the negative review that they had received. 
[bookmark: _Toc159315276][bookmark: _Toc165543461]Eleanor Gail Weddings and Events 
[bookmark: _Hlk164696318]The next wedding company the researcher will be investigating is Eleanor Gail Weddings and Events. Whilst Eleanor Gail Weddings and Events also provide planning for private parties and corporate events, the researcher will just be looking at the weddings provided by them. Eleanor Gail Weddings and Events are “South Wales’s leading weddings and event companies,” (Eleanor Gail Weddings and Events, 2019). Eleanor Gail Weddings and Events provide “first class, luxury experiences” for planning weddings, private parties and corporate events by looking at current trends (Eleanor Gail Weddings and Events, 2019). Whilst Eleanor Gail Weddings and Events are based in Swansea, they also travel along the M4 corridor to produce their clients’ weddings or events (Eleanor Gail Weddings and Events, 2019). According to Haverly (2022) whilst wedding planners would have the same skill set as corporate or music event planners, they have more of an emotional value attached to the planning of the weddings than corporate or music event planners would. Therefore, Eleanor Gail Weddings and Events are diverse in their skill sets to cater to the events that they are planning. 

Image 5: Eleanor Gail Weddings and Events Website
[bookmark: _Hlk164696305][image: A group of people with flowers in their hair
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(Eleanor Gail Weddings and Events, 2019) 
Looking at the Eleanor Gail Weddings and Events website, it diverts potential customers to the correct areas, allowing them to get to know the company before they decide to use them as their wedding planner. Potts (2007, p.3) says that there is an increasing number of service providers who do not sell physical products but their expertise opinions and knowledge on their business or their industry. This applies to Eleanor Gail Weddings and Events as it was born from the owner’s dream of making the business stemming from both arranging their own wedding and career in project and event management (Eleanor Gail Weddings and Events, 2019). The website gives the clients information about the owner under the ‘About’ section. 
Eleanor Gail Weddings and Events offer both full or partial wedding and event planning of which is tailored around their clients and what their client’s need, they also provide last minute management for those who need last minute support from around six weeks before (Eleanor Gail Weddings and Events, 2019). Planning for an event includes multiple aspects in the lead up of the event, from decision making on the themes, goals and objectives, coordination of details, managing the budgets and deadlines, managing the event on the day and evaluating it after it is over (Carter, 2007, p.6).





Image 6: Design by Eleanor Gail Weddings and Events
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[bookmark: _Hlk164696293](Eleanor Gail Weddings and Events, 2019)
On the website, Eleanor Gail Weddings and Events have a blog section, showing weddings that they had planned and designed previously. According to McKenzie and Davies (2010, p.794) there is a set of commitments that wedding planners must follow and stick to, which is consistent with the fact that a wedding is an event that requires planning and managing. This includes both on the lead up and the day of the event, something that Eleanor Gail Weddings and Events offers. 

Image 7: Kind Words on Eleanor Gail Weddings and Events
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[bookmark: _Hlk164696284](Eleanor Gail Weddings and Events, 2019) 
The website for Eleanor Gail Weddings and Events also includes a section for Kind Words, allowing their clients to submit their feedback on the wedding planner for all potential clients to see. As the image shows, the companies had been stated as being “the world’s best wedding planner” (Eleanor Gail Weddings and Events, 2019). Companies can evaluate the success of their event in a variety of ways, one of which includes looking at the feedback provided by guests who attended or the clients and allows the organisation to evaluate and adapt their running of the business. “The overall effectiveness of the event may therefore require the summation of a number of evaluations on each objective” (Wood, 2009, p.264), meaning that the companies should measure the event against the objectives created at the start and to see whether they had met each objective or goal, which in the case of the wedding would be to evaluate the way the wedding had been planned and if it had been a successful event for the couple. 
Eleanor Gail Weddings and Events do not give overall prices on their weddings until they have had a consultation as they want to remain transparent with their pricing and it reflects on the service that they believe the clients need, based upon their consultation, neither do they work on commission.
[bookmark: _Toc159315277]
[bookmark: _Toc165543462]Oldwalls Collection – Gower
[bookmark: _Hlk164696273]The researcher will next look at a popular wedding venue in Swansea. The Oldwalls Collection has three destinations, Fairyhill, San Ffraed House and Oldwalls Gower. The research will look solely at Oldwalls Gower as a venue. According to De Witt (2006, p.71) when a couple picks a wedding venue, it must meet the needs of the couple and can be decided by two lists of criteria, one being of everything that must be included and the other being everything that must not be included in the venue. Couples will look at the list of criteria on visits to the venue, but also looking at the venue’s websites to determine whether it fits their needs or not. 
As a brief overview of Oldwalls Gower, it is surrounded by fifty acres of Welsh Countryside, making it a picturesque venue, and the venue holds itself to the highest standards, priding itself with being a five-star retreat (Oldwalls Collection, 2023). Oldwalls Gower offers couples two options in which they can have their wedding, either in the rustic oakroom or an outdoor ceremony (Oldwalls Collection, 2023). 

Image 8: Oldwalls Collection Gin
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[bookmark: _Hlk164696262](Oldwalls Collection, 2023)
Not only do the Oldwalls Collection have wedding venues, but they also have their own Welsh distilled brand of gin, allowing the couples to celebrate their wedding with a drink, specifically named “Knot Dry Gin” (Oldwalls Collection, 2023). According to Pedeliento, Pinchera and Andreini (2020, p.98) the UK has had a troubled history with gin and a number of legislative acts had come from a gin craze back in the eighteenth century, however in the modern-day Brits are once again going mad for the spirit. Coleman (2023) claims that the gin sector is predicted to grow annually from 2023 by 7.92%, with many companies beginning to make their own craft gin. Something that the Oldwalls Collection have also begun to do. 
Oldwalls Gower offers a hidden dancefloor for the wedding guests to celebrate the wedding on, but they also provide a typical Welsh breakfast for the guests staying the night (Oldwalls Collection, 2023) Oldwalls has been voted one the Best Wedding Venue in Wales for the fourth time (Oldwalls Collection, 2023) making it a well sought after venue for people searching for the perfect venue. 

Image 9: Oldwalls Gower Accommodation 
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[bookmark: _Hlk164696246](Oldwalls Collection, 2023)
According to Del Chiappa and Fortezza (2013) wedding tourism is when tourists arrive at a destination of which the couple decide to get married and is different to where they live. To accommodate the wedding party and guests, Oldwalls offer a variety of different accommodations for the wedding guests. Oldwalls Gower have cottages suitable for forty of the wedding guests, but they also have garden rooms which can accommodate between thirty and thirty-three guests (Oldwalls Collection, 2023), allowing the guests to book rooms so they can enjoy the wedding, especially with Oldwalls Gower being located out of the way of public transport. 

Image 10: Oldwalls Collection Website 
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(Oldwalls Collection, 2023)
[bookmark: _Toc159315278]Upon looking at the website, it provides a clear understanding of what venues the Oldwalls Collection has on offer. It allows each guest to click in and view each venue, and the option for them to be able to book a tour. Jin, Lee and Daniels (2017) claims that by marketing businesses online through social media and websites, it allows the potential customers the opportunity to communicate with them. By having the pop-up option on the website, Oldwalls Collection allows potential or current customers to ask questions about what they are looking for, or if they need help with their current booking. 
Figure 2: Expenditure for Oldwalls

(Bridebook, 2024)
The chart shows the pricing for Oldwalls Gower according to Bridebook (2024), with the highest price offered being £20,000 maximum for any packages offered by Oldwalls. The pricing reflects what is offered in each band, with the venue hire including exclusive use of the venue, couple accommodation, furniture and a wedding co-ordinator being available on the day of the wedding (Bridebook, 2024). The in-house catering price includes a bespoke menu, menu tasting, set menu options, cutlery, multiple course wedding breakfast, table linen, however only for a minimum number of guests (Bridebook, 2024). Whereas the packages include exclusive use of the venue, furniture, a multiple course wedding breakfast, wine and soft drink allowance per guest, wedding co-ordinator available on the day, non-consumables including the linen and lights and accommodation for the couple (Bridebook, 2024). Whilst the packages and venue hire are the total price, the in-house catering is price per head (Bridebook, 2024).
[bookmark: _Toc159315279]
[bookmark: _Toc165543463]The Towers Hotel and Spa
The final wedding venue the researcher will investigate is The Towers Hotel and Spa, located in Swansea, just one minute away from the M4, making it accessible for anyone attending the weddings. The Towers Hotel and Spa prides themselves with their reputation with weddings and on the quality of their food, claiming it is “the finest produce sourced from local suppliers,” (The Towers Hotel and Spa, 2024). Carter and Duncan (2016) claims that “the ambition for a distinctive wedding, bricolage in creating the wedding and the commodification of the wedding all depend upon the desire for a wedding.” Each couple who gets married all want their own style of wedding, and a different visualisation from others, and The Towers Hotel and Spa offers an award-winning Victorian Tower, perfect for photo opportunities and the option for the couple to stay in the suite. 

Image 11: The Victorian Tower
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(The Towers Hotel and Spa, 2022)
According to Krishnan (2008), a wedding theme is compiled of a range of criteria, from the colours, historical symbols and what the couple chooses for their ceremony. The Towers Hotel and Spa provides the historical aspect with their Victorian Tower. On the night of the wedding, they allow the newlyweds to stay in the top suite of the tower, making a memorable end to their day (The Towers Hotel and Spa, 2022). By offering the couples the chance to stay in the top suite of the tower, it allows the couples to have a stay somewhere they otherwise wouldn’t be able to stay. By giving a positive experience to the guests, they are more likely to recommend to a friend that they might know is getting married, therefore providing more custom to the venue. 

Image 12: The Towers Hotel and Spa Website
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(The Towers Hotel and Spa, 2022)
Not only does The Towers Hotel and Spa offer weddings and are licensed for weddings to be complete at the venue (The Towers Hotel and Spa, 2022), but they also offer different amenities to other guests, not just for weddings. They offer food and drink, but also tribute nights and events for special occasions (The Towers Hotel and Spa, 2022). Fraser (2011) claims that “the wedding venue market has not yet effectively converted to electronic directories and none of the existing competitors in the wedding venue space currently hold significant market share.” However, since it was published in 2011, the researcher would argue that times have changed and wedding venues, including the Towers Hotel and Spa have branched out from just using websites and brochures to promote the venue, they have also begun to use social media. 
The Towers Hotel and Spa host weddings from Sunday to Thursday (The Towers Hotel and Spa, 2023), which doesn’t include a Saturday which has always been a popular day to have a wedding, however more couples are no longer sticking to the traditional days and preferring to have weekday weddings (Lacia, 2023). This could be due to Covid with many weddings being postponed, in order for venues to accommodate to both the couples that had to cancel their weddings in 2020, and also due to new demand of couples wanting to get married. 
[bookmark: _Toc159315280]
[bookmark: _Toc165543464]Figure 3: The Towers Hotel and Spa Pricing

(The Towers Hotel and Spa, 2024)
The graph depicts the difference between the prices offered for weddings at The Towers Hotel and Spa. The Sunday to Thursday Wedding option being the cheapest at £5825, with some of the following and more included; room hire for a civil ceremony, a dedicated wedding co-ordinator, a 3 course wedding breakfast for 50 guests, use of cake table stand and knife, they have the option to add extra to the day  for £54 or evening for £23.50 (The Towers Hotel and Spa, 2024), whereas the more expensive package being the Platinum Wedding Package is £9500 which the same price as the cheapest for additional day and evening guests, however this package includes bucks fizz and canapes on arrival and a prosecco toast (The Towers Hotel and Spa, 2023). 
[bookmark: _Toc159315281]
[bookmark: _Toc165543465]Conclusions 
Overall, the research has concluded that each wedding business looked at by the researcher all provides a diverse range of products or services, each to cater to their clients and potential clients’ needs. The research found that prices for the planners and stylists were not readily available online, however prices for venues were readily available with The Towers Hotel and Spa providing details and thorough information of what they offer to their clients. 
Delaney (2018) claims that “it is important to discuss the client’s budget early on in the process as it will influence every aspect of event planning,” which is relevant in regards to both Simply Elegant Wedding and Events, but also to Eleanor Gail Weddings and Events, in order for them to provide their clients with information that would fit their needs. 
Overall, no two wedding venues are the same regarding pricing with the lowest pricing for packages at The Towers Hotel and Spa being £5835, and the lowest price for Oldwalls Gower being £7,000. The prices reflect what is offered at each venue that is suitable for them to be able to sell the packages for.
The research found that every part of the industry offers different services, although they integrate with each other on a regular basis. Furthermore, the research shows that whilst weddings are something couples want, it’s not as popular to hire wedding planners within the UK as it is in the US. 






[bookmark: _Toc165543466]Your Marriage Awaits Business Plan
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[bookmark: _Toc165543467]Company Overview
[bookmark: _Toc162515467]
[bookmark: _Toc165543468]Introduction 
Your Marriage Awaits is a wedding planner company that aims to give couples their fairytale wedding throughout South Wales, however the businesses main location would be based in Swansea. Put together in 2024, Your Marriage Awaits aims to look at how it can create long-lasting and magical moments for any couples that may look at booking them to plan their wedding and to ensure that the couples will begin their journey to a happily ever after. Your Marriage Awaits will also offer personalised stationary to its clients, to ensure that they have memorable keepsakes to remember the day, and to reflect on the specific fairytale experience they request.
[bookmark: _Toc162515468]
[bookmark: _Toc165543469]Mission Statement
[bookmark: _Toc162515469]At Your Marriage Awaits, the mission is to transform dreams into magical experiences for the happy couple. The business aims to craft an enchanting fairytale wedding tailored to the couple’s favourite fairytale, personalities and love stories to create their perfect day. Through meticulous planning, design and dedication the business strives to create the perfect day for the couples that will hopefully be remembered for a lifetime. 



[bookmark: _Toc165543470]Business Objectives
The business objectives for Your Marriage Awaits are as follows: 
	[bookmark: _Toc162515470]
	Objective
	Timescale

	Pre-Start
	To establish Your Marriage Awaits as the leading provider of fairytale weddings within the Swansea area.
	One Year

	
	To create long-lasting relationships with the couples who book the planner based on trust, communication, and exceptional service,
	One Year

	
	To expand a portfolio of services to provide clients with a range of wedding packages that are tailored to diverse budgets and preferences.
	One Year

	
	To enhance the brand visibility of Your Marriage awaits and the recognition the business may get through strategic marketing initiatives.
	One Year

	
	By continuing to be innovative within the industry and to adapt to the industry trends to ensure the clients are getting a wedding experience they will love.
	One Year

	One Year
	To have ten couples to plan their wedding for in the year. 
	One Year 

	
	To meet the predicted financial forecast of £211,500
	One Year


	
	To have built a rapport with customers and have reviews that will gain more custom
	Five years. 


[bookmark: _Toc165543471]The Management Team
[bookmark: _Toc162515471]The management team will just consist of the owner of Your Marriage Awaits. Whilst the owner has little experience in a management role, they intend to gain the experience to effectively run the business. The owner is committed to growing professionally and has studied a three-year course in events management to gain the knowledge and the skills necessary to run the business. By identifying areas for improvement in themselves, the owner aims to use that to build a solid foundation for Your Marriage Awaits. 

[bookmark: _Toc165543472]Products
[bookmark: _Hlk164682028][bookmark: _Toc162515474]There will be a variety of products offered with Your Marriage Awaits to ensure the couples can have a magical wedding day. Your Marriage Awaits not only offer the services of providing couples with planning for their wedding, but they would also like to provide stationary options, personalised to what the guests’ wedding package would be. O’Brien (2024) believes that wedding stationary weaves everything involved with the wedding day together and is a way for the couple to provide personal touches so the guests can feel connected to them. 
Your Marriage Awaits offers products such as invitations, save the date cards, table toppings and favours the couples would like, each tailored to the wedding package that the couples desire. They aim to provide these products for couples who are not booking them as wedding planners, as they would like to provide magical stationary options for everyone. 
Your Marriage Awaits aims to offer a variety of services for the couples who may be looking to book with them such as the following: 
•A Dream is a Wish Your Heart Makes Package 
This package provides the full-service wedding planning, helping from booking to the day of the wedding. Your Marriage Awaits aims to take care of every need the couple may need, from helping manage their budget, venue selections, helping find vendors for the event such as caterers, florists, photographers and DJs, helping with the timeline development, theme and décor, guest accommodation, transport arrangements and planning and setting up on the day of the wedding. 
•Tale as Old as Time Package 
This package provides the couples the option for a partial wedding planning service, offering assistance for those who have already started planning and may need extra help and assistance. The services offered would look at everything that still needs to be organised, including finding venders, reviewing any contracts and negotiations, timeline refinement and coordination of any remaining details leading up to the day, any budget management that may be needed, whilst also offering the opportunity to plan and set up on the day of the wedding. 
•Can You Feel the Love Tonight? Package 
This package provides couples with the option to book within the month of the wedding if they find they need more help and to look at the coordination of the event to ensure it runs smoothly and according to plan. The package would look at finalising timelines, overseeing the vendor set up and deliveries, managing the timeline for the wedding day and dealing with any last-minute issues or emergencies.

[bookmark: _Toc165543473]The Market
[bookmark: _Toc162515475]
[bookmark: _Toc165543474]Market Research
The market research that has been undertaken to develop this business plan has been through web-based research, looking at the demographics of people getting married to determine the target market and by looking at what the competition is within the Swansea area. By partaking in this market research, it has helped to discover where there is a gap in the market in order to make the business unique.

[bookmark: _Toc165543475]Market Size
The wedding planner industry is everchanging, even down to the titles used by the wedding planners themselves. Daniels and Wosicki (2021, p.5) claims that aside from the original titles of wedding consultant, planner, coordinator and director, in modern times a rise in planners using titles as wedding designer, specialist and architect has emerged and are equally marketable options for planners within the industry to decide upon. When looking at this, Your Marriage Awaits plans to just use the wedding planner title. 
Goulet, Riddell and Goulet (2013, p.12) claims that the wedding planning industry is a profession that has only recently become paid that is constantly growing, as many couples are now living busy lives away from family who once would have planned the wedding for them and are seeing now how much value that a wedding planner can bring to them during the course of their engagement and wedding.  Therefore, it suggests that there is a growing need for wedding planners, and when looking at the competition within Swansea, there are very few wedding planners. 
Haverly (2022, p.5) claims that wedding planners are an integral part of the wedding industry as people value convenience in any of their purchases, and many couples see the benefits of hiring someone else to take on the task of planning the wedding for them. 
Market segmentation is when an organisation divides a market based on the similarities and demographics that might have a common ground to gain an advantage within the industry (Thomas, 2019). Establishing the target market of a business is important to market it effectively. 
According to a report undertaken by WeddingDates (2024), just 30% of couples met with a wedding planner during the duration of planning for their wedding. However, research undertaken by BrideBook (2023) in their report shows that just 8% of the UK hired a wedding planner for their wedding with the average spend being £1,891. 
The report undertaken by WeddingDates (2024) highlights key trends that couples have found whilst in the planning stages of their wedding with 57% of couples taking inspiration from social media like Instagram and TikTok and 68% of couples are now looking to ensure their wedding is sustainable, the report also found that 13% of couples are now beginning to have their pets involved in their wedding.
 WeddingDates (2024) report highlights that many couples are finding venue costs rising once they had already booked it, and due to the economic uncertainties 30% of couples are cutting back on their expenses. The report also highlighted that 59% of the responders to the survey is aged between 25 and 34, with 36% being between 35 and 44 and just 5% of couples being aged forty-five, the highest demographic of couples getting married aged between 25 and 34 (WeddingDates, 2024). 
Looking at the research gathered from WeddingDates (2024) it suggests that due to rising costs many couples are cutting back on what they pay out for the wedding, however, Your Marriage Awaits sees it as an opportunity to create the business with the promise of being affordable and finding affordable vendors for the customers.  
[bookmark: _Toc162515476]
[bookmark: _Toc165543476]Competition
[bookmark: _Toc162515478]When looking at the competition of wedding planners within the Swansea area, it was found that there are just three different independent wedding planners that have an online presence, with the other wedding planners being integrated into hotels. The wedding planners with an online presence are Eleanor Gail Weddings and Events, Fated Events and Marry Me in France. 
Eleanor Gail Weddings and Events claim to be “South Wales’ leading and events planning” (Eleanor Gail Weddings and Events, 2019) business, offering a range of planning for weddings, parties and corporate events. When looking at the services provided by Eleanor Gail Weddings and Events in regards to the wedding events they provide, they offer many packages, from full or partial wedding planning tailored around the clients, offering venues to suit a budget and every aspect of wedding planning once the venue is secured, they also provide last minute management where they will help for six weeks before the wedding and on the day (Eleanor Gail Weddings and Events, 2019). They do not provide information on their prices, however research shows that they plan with many themes. 
Another wedding planner within the Swansea area is Fated Events. Fated Events offers many services to their clients, from organising sustainable wedding events, private parties, community events, for special occasion events, for corporate events they provide planning for conferences, corporate parties and employee fun days, and finally for third sector events they provide celebrating, fundraising and highlighting events (Fated Events, 2023). Fated Events has the aim of creating unforgettable memories for their clients when creating bespoke corporate and special occasion events by working closely with their clients (Fated Events, 2023). 
The final wedding planner within the Swansea area is Marry Me in France, situated in Killay, Swansea (Marry Me in France, 2024). Despite being situated within Swansea, Marry Me in France specialises in planning for weddings in France, offering their planning services and a range of venues throughout France that couples can get married in. By providing wedding planners for those interested in getting married in France, Marry Me in France offers them to help planning in many ways, especially if they cannot speak French and provide many other benefits of booking with them (Marry Me in France, 2024). 
Despite there only being three individual wedding planners within the Swansea area, there are many venues within the area that provide their own wedding planners, incorporated within the price of booking the venue, from Oldwalls in Gower to The Towers Hotel and Spa. There are also many businesses which provides wedding stationary separate to wedding planners that couples might investigate the prices of before deciding to hire a wedding planner, like Simply Elegant Weddings and Events.
The wedding planners that are integrated within the hotels prices ranges from £5825 to £20,000. 

Competitive Advantages 
In regard to looking at the competitive advantages that Your Marriage Awaits may have over existing wedding planners, it is important that there is balance of keeping profitability high in the industry without damaging other aspects of the industry when looking at the strategies in place for the organisation (McGahan, 1999, p.87). Your Marriage Awaits aims to look at a competitive advantage for the business, whilst also remaining respectful to the existing companies within Swansea. 
Your Marriage Awaits understands that there are many aspects to take into consideration when it comes to wedding planning, from looking at the current trends and what is already available. The business aims to make themselves unique and different to the current organisations operating throughout Swansea by making it niche and offering fairytale wedding planning, for those who want a magical day. 
When looking at the problems that occur within the wedding industry, Your Marriage Awaits aims to provide its clients with products that are locally sourced to remain friendly with the environment, and to ensure that they are keeping a clean carbon footprint. Based on trends found in the report undertaken by WeddingDates (2024) with 68% of its respondents claiming they look value sustainability when it comes to their wedding day, Your Marriage Awaits aims to make that possible and provide the best options for their clients. 
Your Marriage Awaits also understands that family and friends are important, and whilst it may seem impossible for everyone to attend, whether it be due to the economic uncertainties or personal reasons, the business aims to provide an option that each wedding may be livestreamed to ensure that whoever they want to see will be able to watch it and feel as though they have attended. 




[bookmark: _Toc165543477]The Marketing Strategy

[bookmark: _Toc165543478]Marketing Objectives
Regarding the marketing plan of the business, Your Marriage Awaits has produced marketing objectives to track their marketing goals for the business. Kotler et al (2013, p.4) claims that marketing deals with the value and satisfaction of the customers, and when considering the marketing of a company as marketing is at the core of a business and is critical to the success of those organisations. Westwood (2022, pp.35-36) acknowledges that by setting marketing objectives it looks at the balance between the product and services itself and the market the organisation is selling it to, and that these objectives must be SMART, specific, measurable, achievable, realistic and timebound. 
To keep the objectives of Your Marriage Awaits Smart, they are set as the following:
•To increase awareness to Your Marriage Awaits amongst engaged couples within the Swansea area by creating engaging advertising materials and by building a rapport with couples who approach the business.
•To gain 20% website traffic from engaged couples within the first six months of starting business through paying for advertising through Facebook and Instagram. 
•To gain at least three testimonials from clients within the first year of the business by building a good rapport with the couples. 
•To secure a relationship within three local businesses that will be beneficial to the running of Your Marriage Awaits by the end of the year. 
•To book a minimum of ten weddings for the wedding season within the first two years of starting up the business.

[bookmark: _Toc165543479]Marketing Strategy 
The customers for Your Marriage Awaits will be couples who are looking to get married and have a fairytale theme. Looking at the report by WeddingDates (2024), it shows that the age range of people getting married is between 25 and 34, therefore the age range will be between those ages, but not limited to. 
Your Marriage Awaits aims to create marketing campaigns through social media to promote the services provided, and will pay to get them sponsored to reach a wider audience. Research shows that people between the ages of 18 and 29 are more likely use Tiktok, 35% of them will use Tiktok and 32% will use Instagram, however looking at the age range of 30 and 39, they are more likely to use LinkedIn which has 34% of the users, followed by 34% of the age range using X (Zote, 2024). Therefore, Your Marriage Awaits will create engaging marketing campaigns through TikTok, Instagram, Facebook and LinkedIn. 
A website has been created to promote the services provided by Your Marriage Awaits, so marketing will be done through the website with the aims of creating engaging content and making it informative for the potential customers. 
Your Marriage Awaits also aims to attend wedding fairs in the area to hand out leaflets and business cards to potential customers. Mhone-Steeple (2022) says that wedding fairs are the perfect place to meet potential suppliers to the guests, however, it would also be a good place to build a rapport with customers and vendors in order to create a customer base.

[bookmark: _Toc165543480]Marketing Plan
	Activity
	How Many
	Responsibility
	Date
	Cost

	Creating and printing leaflets
	500
	Owner 
	13th May 2024
	£75

	Creating and printing business cards
	500 
	Owner 
	13th May 2024
	£125

	Start paid advertising on Facebook
	Indefinite
	Owner
	13th May 2024
	£5 A Week

	Get a domain for the website 
	Indefinite 
	Owner
	13th May 2024
	£25 a month



[bookmark: _Toc165543481]Operations 
Trading Status 
The trading status of Your Marriage Awaits will be sole trader as it will just be the owner setting it up themselves.
Employees
There will be no other employees to start with as it just aims to be the owner working for the business and planning the weddings.  
Insurance 
Once the business has been fully planned out, the owner will get insurance to cover the business.  
Banking Arrangements 
When looking at the banking arrangements for Your Marriage Awaits, the owner plans to open up a TSB Business account, which stands at 5.25% base rate, and offers 30 months free business banking (TSB, 2024).


[bookmark: _Toc165543482]Risk Factors
Strengths 
•Unique niche market within the Swansea Area. 
•Allows for creative marketing and branding opportunities 
•Creates a competitive position in the market 
Weaknesses 
•There is a limited market size as not all couples would want a fairytale wedding 
•Trends may change and no one will want a fairytale wedding 
•Vendor limitations as they might not cater to fairytale themes. 
Threats
•People might find it costly so they won’t spend money on elaborate weddings. 
•Customers might change their preferences and won’t want a fairytale wedding. 
•If vendors go through financial difficulties, it may be hard to find vendors for the weddings. 
Opportunities 
•Technology gives the opportunities to provide more aspects in regards to the products provided, with the option to offer hybrid weddings so people who can’t make it can watch it livestreamed. 
•Able to diversify into other areas of event planning, or diversify the niche wedding planning to fit more traditional weddings. 
•Collaborating and forming partnerships with vendors through wedding fairs in order to create rapport with them and bring agreements to work together.

[bookmark: _Toc165543483]Financial Forecast
Your Marriage Awaits will need £5,000 in order to launch the company. The funding that will be gained will be put towards securing the necessities in order to start up the business. The breakdown of the funding Is below: 
•Office equipment: £1047.60
•Broadband: £96.48
•Telephone: £431.88
•Insurance: £65
•Bank charges: £65
•Marketing Costs: £2460. 
The following graphs outlines the financial projections for the first twelve months of Your Marriage Awaits and covers both the expenditure and income. 

[bookmark: _Toc165543484]




Figure 4: Financial Projections 


The projections have been calculated by taking into consideration that there are more weddings in the summer, and by also understanding that as the organisation will be starting out, it is likely that it will not get custom immediately and by the first year it is predicted that Your Marriage Awaits will have earned £211,500 through its packages which in turn means that income will be more than the expenditure.

	Income
	Start Up
	Month
One 
	Month Two
	Month Three
	Month Four
	Month Five
	Month Six
	Month Seven
	Month Eight 
	Month Nine
	Month Ten 
	Month Eleven
	Month Twelve
	

Total

	Sales
	£0
	£1000
	£1000
	£2500
	£7500
	£10,500
	£14,000
	£19,000
	£24,000
	£28,000
	£30,500
	£35,500
	£38,000
	£211,500

	Capital Introduced
	£2000
	
	
	
	
	
	
	
	
	
	
	
	
	£2000

	Funding
	£5000
	
	
	
	
	
	
	
	
	
	
	
	
	£5000

	Loans/Borrowing
	£5000
	
	
	
	
	
	
	
	
	
	
	
	
	£5000

	Total
	£1200
	£1000
	£1000
	£2500
	£7500
	£10,500
	£14,000
	£19,000
	£24,000
	£28,000
	£30,500
	£35,500
	£38000
	£223,500

	Expenditure
	
	
	
	
	
	
	
	
	
	
	
	
	
	Total

	Company Registration
	£12
	
	
	
	
	
	
	
	
	
	
	
	
	£12

	Telephone (iPhone 15)
	£35.99
	£35.99
	£35.99
	£35.99
	£35.99
	£35.99
	£35.99
	£35.99
	£35.99
	£35.99
	£35.99
	£35.99
	£35.99
	£431.88

	Broadband
	£27.95
	£27.95
	£27.95
	£27.95
	£27.95
	£27.95
	£27.95
	£27.95
	£27.95
	£27.95
	£27.95
	£27.95
	£27.95
	£96.48

	Marketing and materials
	£205
	£205
	£205
	£205
	£205
	£205
	£205
	£205
	£205
	£205
	£205
	£205
	£205
	£2460

	Insurance 
	£5
	£5
	£5
	£5
	£5
	£5
	£5
	£5
	£5
	£5
	£5
	£5
	£5
	£65

	Bank Charges 
	£5
	£5
	£5
	£5
	£5
	£5
	£5
	£5
	£5
	£5
	£5
	£5
	£5
	£65

	Office Consumables
	£87.30
	£87.30
	£87.30
	£87.30
	£87.30
	£87.30
	£87.30
	£87.30
	£87.30
	£87.30
	£87.30
	£87.30
	£87.30
	£1047.60

	Loan Repayments
	£416.66
	£416.66
	£416.660
	£416.66
	£416.66
	£416.66
	£416.66
	£416.66
	£416.66
	£416.66
	£416.66
	£416.66
	£416.66
	£5000

	Total Expenditure
	£794.90
	£782.90
	£782.90
	£782.90
	£782.90
	£782.90
	£782.90
	£782.90
	£782.90
	£782.90
	£782.90
	£782.90
	£782.90
	£9177.96



[bookmark: _Toc165543485]Conclusion 
In conclusion, Your Marriage Awaits will offer couples bespoke fairytale weddings tailored to their love stories and favourite fairytales. The business aims to be one of the leading providers of fairytale weddings for couples within the Swansea area through looking at innovative marketing strategies.




















[bookmark: _Toc165543486]Your Marriage Awaits Website
[bookmark: _Toc163128856]
[bookmark: _Toc165543487]The Website
https://2112305.wixsite.com/your-marriage-awaits 
[bookmark: _Toc163128857]
[bookmark: _Toc165543488]Introduction
This document is going to outline everything that went into the design of the website and looking at why certain aspects of the website had been chosen. Research by Cho and Kim (2012, p.37) shows that consumers are more likely to visit and stay on a website based on the looks and layout of the website, including the colour schemes and images of the types of products offered. With this in mind, the objective of the document is to piece together every piece of information that is presented on the website and justify why they had been chosen. The website is called Your Marriage Awaits, and it aims to show what the website would look like, and what services the organisation would offer.
[bookmark: _Toc163128858]
[bookmark: _Toc165543489]Website Overview
The purpose of Your Marriage Awaits website is to provide information about the organisation and the services provided, Schaupp, Fan and Belanger (2006, p.3) claims that the quality of information in regards to the success of a business and website is determined by the factors of which the information is accurate, relevant, complete and in a user-friendly format. Therefore, the website created for Your Marriage Awaits, provides relevant information to the topic of its nature, and ensures the user-friendliness of the websites. 
The target market for the website is couples getting married as it is a wedding planner website, the age range of the target market, as established by the research gathered by WeddingDates (2024) being the highest demographic of couples getting married at 59% is couples between the ages of 25 and 34. Therefore, Your Marriage Awaits aims to target their website towards the age group of 25 and 34. When building a website, it is always important to consider the target market of the audience. AbdAlameer (2014, p.1420) says that:
Customer centric organisations should take into account that the look real to things should take from the customer’s perspective. There are many points that the company should be used them for build-up detailed informed customer profile: communication via e-mail. 
Therefore, when building Your Marriage Awaits, there are links throughout taking potential customers to the contact us page, and the email address has been written underneath should people wish to speak to them. 
The inspiration behind the design for Your Marriage Awaits and the fairytale theme was a play on the saying your carriage awaits, so it had to be incorporated into the design of the website, and brings forward the goals of the organisation, to provide magical experiences to the guests.
[bookmark: _Toc163128859][bookmark: _Toc165543490]
Website Design
Cyr, Head and Larios (2010, p.1) believes the colours have an influence over consumers attitudes towards brands, and that they can be recognised through colour alone. This has been considered when looking at the design elements for Your Marriage Awaits. The researcher chose the colours green for the background and gold for the writing as it felt very elegant, but also matches in with the fairytale them. 
The layout for the website, provides easy access to every piece of information for the customers to find, therefore making it accessible and user friendly. Slatin and Rush (2003) claim that accessibility isn’t about the website itself, but the methods used on how people might visit the website. The researcher has ensured that the mobile version has all the information that the web version does and ensuring that the links both work on either platform. The website showcases potential photos of weddings that they could provide. 
The design for the website had been chosen to make the website memorable. After researching other websites for wedding planners, they all follow the same colour scheme of whites, however wanting to make a change to the website, and being unique, it was decided that green and gold was the right colour for Your Marriage Awaits.
[bookmark: _Toc163128860]
[bookmark: _Toc165543491]Website Content
Regarding the informational content on the Your Marriage Awaits Website, Thongpapanl and Ashraf (2011, P.4) says that it is important in the customer satisfaction and their intent to purchase as when they start looking at organisations, they start by looking at the information provided. Therefore, the website for Your Marriage Awaits provides thorough information on the services provided, and about them as a company. 
Cyr et al (2009, p.539-540) says that regarding online websites, researchers investigated the success in e-commerce especially in regard to the website design elements and what their impacts are on the users trust and satisfaction. Therefore, providing imagery and information can help provide potential customers with an insight into the organisation and showing reviews from previous couples can help build trust. 
When looking at content strategy, it helps people become able to share new ideas and perspectives (Halverson and Rach, 2012), Your Marriage Awaits when creating their content strategy, looked at what was already in the market to be able to engage and inform their customers on what they are offering.
[bookmark: _Toc163128861]
[bookmark: _Toc165543492]Website Functionality
Tandon, Kiran and Sah (2018, p.64) believes that to meet the consumers’ needs when putting together a website, it is vital that organisations understand and balances the functionality of the websites. Your Marriage Awaits has ensured that the information provided on the website is useful and highlights the reason that it had been made. 
Yeung and Lu (2004, p.68) believes that regarding information-oriented websites, it is important to provide the information to customers through the webpage and allows the customers to browse and search the content directly on the site itself. Taking this into account, Your Marriage Awaits provides concise information on the website itself, providing links to allow the potential customers to be able to go between different areas of the website. t
[bookmark: _Toc163128862]
[bookmark: _Toc165543493]Conclusion 
To conclude on this, the content gathered for Your Marriage Awaits all reflects on what the website is and what the organisation offers. The colour schemes match with the concept of the organisation providing its customers with fairytale weddings and with the aim for it to look elegant. Based on the research gathered, it is important to address functionality and content strategies for the websites to reach customer satisfaction.
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Oldwalls Gower Pricing

Starting Prices	Venue Hire	In-House Catering	Packages	2500	70	7000	Maxiumum Prices	Venue Hire	In-House Catering	Packages	8300	90	20000	Colmn1	Venue Hire	In-House Catering	Packages	




The Towers Hotel and Spa Pricing

Prices	Sunday to Thursday Weddings	Wedding Package	Sunday to Thursday Platinum Package 	Platinum Wedding Package 	5825	8950	6300	9500	Series 2	Sunday to Thursday Weddings	Wedding Package	Sunday to Thursday Platinum Package 	Platinum Wedding Package 	Series 3	Sunday to Thursday Weddings	Wedding Package	Sunday to Thursday Platinum Package 	Platinum Wedding Package 	



Financial Projections

Income	Month One	Month Two	Month Three	Month Four	Month Five	Month Six	Month Seven 	Month Eight	Month Nine	Month Ten	Month Eleven 	Month Twelve	1000	1000	2500	7500	10500	14000	19000	24000	28000	30500	35500	38000	Expenditure	Month One	Month Two	Month Three	Month Four	Month Five	Month Six	Month Seven 	Month Eight	Month Nine	Month Ten	Month Eleven 	Month Twelve	794.9	782.9	782.9	782.9	782.9	782.9	782.9	782.9	782.9	782.9	782.9	782.9	



image3.png




image4.png
Number of marriages

600,000

550,000

500,000

450,000

400,000

350,000

300,000

250,000

200,000

N





image5.png
Simply Elegant Weddings & Events

816 Carmarthen Road, Gendros, Swansea SAS5 8HS
Tel: 01792 422212

Home  AboutUs  Simply Elegant Stafionery ~ Simply Elegant Floral Designs ~ Venue & Event Styling

We are a family run business, based in Swansea with
three generations working together to offer the best
service with stationery, fresh or artificial floral work

and venue dressing all under one roof.

If you would like to visit us in our showroom
or discuss any aspect of what we can offer you just
contact us, we love spending time chatting weddings

and would love to be a part of your perfect day.

Simply Elegant at Home:

Contact
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Llinos A.
Denbigh, United Kingdom
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@ First to Review

Despite sending the wording for the welsh invites there were so many spelling errors and
incomplete sentences. Some of the Welsh invitations still had some English text on too.

-they missed names off invitations which meant they were delayed

-two of our invitations had an RSVP address to Dubai(we don't live in Dubai). They admitted they
mixed them with another couple.The envelopes had our name and address on. data protection
comes to mind!

-we told the company the error they said they'd knock off the price of the pearl decor(which we were
lead to believe was included inthe quote at consultation)and supply us with a guest book but we
never saw this.

Finance- when we booked with the company at consultation we paid for the invites in full. When we
were invoiced for the order of service they put on the cost of the invites AGAIN. They questioned the
payment but fortunately | found it on the bank statement. Strangely enough the second invoice
showed that we had been overcharged.

Definitely wouldn't use again. Slap dash work and left to last minute. Family run and | think they're
swept away with the idea of a successful family business but don't have the know how. Don't get me
wrong, the invites were lovely but | wouldn't trust them with the job again and definitely not to dress
awedding venue.

Q & Q@ (5]

Helpful 0 Thanks 0 Love this 0 Ohno 0
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Simply Elegant Weddings & Events [ 47 e e |

816 Carmarthen Rd, Gendros, Fforest-fach, Swansea

44 ****“ 34 reviews

Reviews aren't verified. @

People often mention

Al flowers 7 | business 7 team 6 | ideas 6 | +4
Sort by
Mostrelevant | Newest = Highest | Lowest

Angharad Jenkins .
5 reviews - 4 photos :
Yk k2 months ago

Beautiful stationary and decor supplied by Simply elegant for our wedding this month. The brief was
“black tie, black/ white” but surprise mel And boy did they deliverl They gave us everything we dreamed
of and more, they completely ... More
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Kind Words

Venue: Langland Bay, Swansea
Date: August 2018

Dear Gail “The World's Best Wedding Planner”,

hat should be your middle name!

We can't thank you enough for being the backbone of the entire planning procedure! You are not only
professional, punctual and efficient, but polite, caring and accommodating, all with a friendly face to top it
off.

| NN/
LR XX
Needless to say, it wouldn't have been the same without you at the helm. We are so grateful for your part in

making our special day so memorable.

All Our Love and Thanks,

Miranda & Owen.x.




image12.png
The Drinks Reception

Roam the garden or sink into the comfy seating in the bar. We create the
drinks whilst you create the memories, did somebody say a ‘Knot G&T'? We
even have our own house gin pour, created especially by our Welsh distilling
partners.

Complement your reception drinks with handmade canapés or a bespoke
grazing board. Bask in the congratulations of your nearest and dearest
Savour the moment
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AWARD-WINNING VICTORIAN TOWER

We have a variety of pretty and picturesque locations ideal for photographs, pre or post-
ceremony drinks and canapes.

The perfect end to the perfect day must be a stay in the top suite of our award-winning
Victorian Tower. Please ask for details when you book your wedding.
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