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[bookmark: _Toc238913210]1. Introduction
[bookmark: _Toc238913211]1.1 Background to the Wedding Planning and Event Management Industry
Weddings continue to be a significant component of the hospitality, tourism and event management industry in the UK but continue to change because of the rising expectations of the customer (Bladen, 2021). A traditional approach to wedding planning is still helpful for arranging things with suppliers, venues and budgets; meanwhile, modern couples are looking for things that are convenient, personalised and digital (Adedara et al., 2024). While these methods are reliable, they might have a limited ability to offer a custom experience in the case of highly customised experiences. The difference will provide EverAfter Weddings the opportunity to rejuvenate following a period of rapid growth and build on that momentum through the marrying-in of professional event coordination and personalised and tech-enabled service with the evolving needs of their clients.
[bookmark: _Toc238913212]1.2 London Wedding Market
While the competition is fierce, London's wide variety of venues and suppliers still make it a great hub for weddings, as described by George (2024). Generally, the wedding-services sector in the UK is expected to experience consistent growth from an estimated $27,000 million in 2021 to $115,000 million by 2033, suggesting growing commercial opportunities. This fast-paced environment is a great opportunity for those new to the job of a planner to build their reputation and gain knowledge, and make a difference by offering some personal touches, coordinating efficiently and using technology to make things easier to navigate.
Figure 1. UK Wedding Industry Size
[image: ]
Source: Adapted From: Grand View Research, 2026
[bookmark: _Toc238913213]1.3 Changing Customer Expectations
The expectations of customers vary when it comes to wedding planning, with many looking for extra convenience and personalisation along with making arrangements happen. The use of digital communication and online consultations can help to increase accessibility, but the more technology-dependent that consultations become, the less effective they may be at establishing a personal relationship, especially when a consultation or event is emotionally significant (Ambhore, 2025). On average, a couple in the United Kingdom would spend £20,604 on a wedding service, have 80 guests, be 34.8 years of age and be getting married in August. This is an opportunity for EverAfter Weddings to bring together personalised support, transparency in pricing, and digital convenience, while keeping their quality and customer-centred service high.
Figure 2. Customer Evaluation 
[image: ]
Source: Adapted From: Bridebook, 2026
[bookmark: _Toc238913214]1.4 Business Problem
Conducted by Bladen (2021) and Adedara et. al. (2024), the UK wedding industry is shifting away from the conventional range of activities and experiencing a move into personalised, convenient and digitally supported experiences. While independent planning offers control and flexibility, it will add demands for your organisation and/or customers may not see enough value in it to pay for it (Clar‐Novak, 2025; Mehmedi et al., 2025). The critical issue for EverAfter Weddings is then how to give them a personal, reliable and convenient wedding plan without losing the human touch that is so important to weddings.
[bookmark: _Toc238913215]1.5 Business Opportunity
EverAfter Weddings acknowledges the fact that there are a number of gaps between traditional wedding preparation and the ever-increasing need for personalised and convenient solutions. The use of technology will enhance the ability to communicate or to plan tasks efficiently, but the overuse of technology could be counterproductive for certain more challenging situations, such as emotionally important events in which more personal interaction is needed (Staniec et al. 2022). So, the terrific ever after will be a technology tool to guide and complement, not supplant, personalised wedding planning and professional event arranging in London.
[bookmark: _Toc238913216]1.6 Aim
The research aims to examine published evidence on customer preferences, wedding market trends, competitive practices, and business opportunities within the London wedding market to support the development of a feasible Business Development Proposal.
[bookmark: _Toc238913217]1.7 Research Objectives
· To analyse published evidence on the current UK wedding planning and event management market, including industry trends, market size, and future growth opportunities.
· To analyse published evidence relating to customer preferences, expectations, and purchasing behaviour in the UK wedding planning market.
· To evaluate the strengths, weaknesses, and competitive strategies of existing wedding planning businesses operating in London using published literature and industry reports.
· To develop a viable business development and marketing strategy for EverAfter Weddings based on findings from the secondary literature.
· To assess the commercial viability and competitiveness of the proposed EverAfter Weddings business using existing published academic and industry evidence.
[bookmark: _Toc238913218]1.8 Research Questions
Main Research Question
· Is EverAfter Weddings a commercially viable business in the London wedding planning market?
The study addressed the following research questions:
· What are the current trends and opportunities in the UK wedding planning market?
· What do customers expect from professional wedding planning services?
· What are the strengths and weaknesses of existing wedding planning businesses in London?
· How can EverAfter Weddings develop an effective business and marketing strategy?


[bookmark: _Toc238913219]2. Company Description
[bookmark: _Toc238913220]2.1 Overview of EverAfter Weddings
EverAfter Weddings is a wedding planning and events management company in London offering customers a personalised wedding. The function of conventional planners is to coordinate and give out logistics support, but EverAfter wants to do more than that—it wants to integrate hands-on personalisation for the customer with that coordination and logistical support; and it wants to engage the customer digitally, too. The venture proposed is good at unifying couples in need of professional help without losing their distinctiveness in their wedding choices. It aims to streamline complicated planning procedures and provide coordinated, memorable and tailored experiences specifically for a variety of London customers.
Figure 3. Company Logo
[image: ]
Source: Self-Created
[bookmark: _Toc238913221]2.2 Business Concept
EverAfter Weddings proposes a flexible proposition for the depth of the service: full wedding planning, partial planning and co-ordinating on the big day. Other services could involve choosing venues, co-ordinating suppliers, making budgets, and providing individual suggestions. While planning may be very useful in the face-to-face setting, communication may not be as flexible (Afridi et al., 2023). To support professional planning, EverAfter will therefore seek to add to face-to-face communication with customers by using digital means, giving customers more convenience but without taking the place of face-to-face communication. The mix is designed to tackle planning challenges and keep customers engaged and in control.
[bookmark: _Toc238913222]2.3 Business Vision
EverAfter Weddings' vision is to be a reputable provider of custom-made, top-quality and hassle-free wedding experiences in London. While some wedding businesses rely on a more traditional approach based on reputation or expert offerings, EverAfter will work towards standing out with the benefit of more personalised solutions, harmonised efforts and a more digitalised offer. This vision acknowledges that customers can value both professional skills and personal control. Therefore, in order to be successful, it would require more than just providing them with events efficiently—it would require them to provide experiences according to each couple's preferences, priorities and expectations (Kang, 2024).
[bookmark: _Toc238913223]2.4 Business Mission
EverAfter Weddings' vision is to provide a boutique service inspired by the customer, providing professional planning, sustainable supplier relationships and on-trend online communication to clients. Traditional planning methods can feature the personal touch while technology can enhance accessibility and efficiency (Allam et al. 2022). EverAfter aims to come up with a compromise between the two, not an exclusive alternative to one of the other models. Quality of service will continue to be the key, with flexible communication, co-ordinated and open planning. This mission puts customer experience at the heart of the creation of trust, satisfaction and competitive longevity.
[bookmark: _Toc238913224]2.5 Target Customer
EverAfter Weddings will primarily cater to couples from London who are looking for professional support for their unique weddings. Consumers could be occupied experts, couples that need help about the coordination and customers acquainted with this electronic communication (Springer et al. 2021). But it's not only about making demographic assumptions when targeting – preferences for weddings can differ quite significantly between income, culture, lifestyle and budget. The business should therefore adopt the practice of serving customers on a priority basis as per their planning needs and valuable estimation of professional assistance. This will enable EverAfter to reach a population of a variety of London couples without compromising on the proposition of services which they provide.
[bookmark: _Toc238913225]2.6 Customer Value Proposition
Proposed by EverAfter, the value proposition incorporates the aspects of personalisation, convenience, professional co-ordination, digital engagement and quality of service. Independent planning could offer couples more autonomy in their planning, and conventional planning can alleviate organisational burdens with specialist knowledge. EverAfter aims to achieve these benefits, while at the same time not impairing the customers' engagement. It is possible to minimise the time that is needed to plan with personal recommendations, coordination of their suppliers and ease of digital communication without sacrificing the choices people have. The idea is about aiding any type of couple to have extraordinary weddings, free from the anxiety of preparation and even with more assurance.
Figure 4. Customer Value Proposition
[image: ]
Source: Adapted From: IxDF, 2024
[bookmark: _Toc238913226]2.7 Proposed Competitive Differentiation
Unique wedding service planning, tailored recommendations, customer engagement with digital tools, systematic engagement with suppliers and prompt service responsiveness could be a differentiation force for EverAfter Weddings. Even though its supply chain may be less established, independent planning could give the customer control and lead to reduced costs, while some existing companies already have a reputation and a vast network of suppliers in place. Technology is, however, not sufficient to win the game for EverAfter. Rather, a strategy of differentiation should come from digitally convenient, yet personal service, predictable service quality and customised coordination. The offer could be a significant opportunity in the busy wedding planning (and event management) sector of London.

[bookmark: _heading=h.405xnwjzn3rp]

[bookmark: _Toc238913227]3. Literature Review
[bookmark: _Toc238913228]3.1 Wedding Planning and Event Management Literature
The planning of a wedding is not just an event management task of planning the event, as at a wedding the combination of tourism + consumption + highly personal experiences is all involved. While weddings have multiple economic and tourism functions, as referenced by Pereira et al. (2022), Wang, Liu and Li (2024) write on the importance of personalising wedding consumption. Though the business focus of even organisers is on coordination and event delivery through the eyes of tradition, today's wedding services are also all about providing a personalised experience to their clients. For EverAfter Weddings, this involves positioning wedding planning as a much more extensive and experience-driven administration and service management.
[bookmark: _Toc238913229]3.2 Personalisation and Customer Experience
While personalisation is a dominant factor in customer experience these days, it needs to be effective, and that balance needs to be struck between technology and humans. Customised wedding experiences are relevant, as shown by Wang, Liu and Li (2024), and Vorster, Hardcastle and Brown (2025) demonstrate the impact of personalising customer experiences with the use of AI-based services. Likewise, Weippert (2024) defines the journeys as personalised omnichannel journeys. Together, these opposing views indicate that EverAfter will need to factor in personalised recommendations and digital engagement, as well as human-centred planning, to create value, customer satisfaction, and build better customer relationships.
[bookmark: _Toc238913230]3.3 Resource-Based View (RBV)
[bookmark: _Toc238913231]3.3.1 Explanation of RBV
The Resource-Based View (RBV) theory is used to describe competitive advantage in terms of the multi-dimensional resources and capabilities of companies, which are valuable, rare, imperfectly imitable and imperfectly substitutable. It applies to EverAfter Weddings because one of the factors in determining the level of service for the business may be less about the physical assets and more about the relationship, knowledge and capabilities. Service capabilities and digital capabilities are crucial to firm performance, as emphasised by Davies et al. (2023), and brand capital is important to achieving competitive advantage, as emphasised by Bakashaba and Bindeeba (2025). However, Peñarroya-Farell and Miralles (2022) show how companies may need to change their resources and business models if the external conditions change. Therefore, RBV is a valuable tool for evaluating existing capabilities as well as evaluating what capabilities have to be acquired by EverAfter.
[bookmark: _Toc238913232]3.3.2 Application to EverAfter
RBV can be used to guide EverAfter in the following ways: It could be based on the proposed customer relationships, supplier partnerships, expertise in event management, digital capacity, brand reputation and knowledge of the service. In 2023, Davies et al. highlight the importance of both the ‘digital skills’ and ‘service capabilities', which EverAfter aims to combine with professional planning in its integration. Likewise, Bakashaba and Bindeeba (2025) highlight branding's role for digitally oriented SMEs. Thonglor, Chotisarn and Phuthong (2026), however, highlight the synergy between human and AI and the importance of open innovation, to which they attribute the idea that people should leverage AI, but human skills should not be overlooked. So, EverAfter's advantage lies in the ability to combine tailored human service with trusted supplier relationships and suitable digital skills.
[bookmark: _Toc238913233]3.4 SERVQUAL
[bookmark: _Toc238913234]3.4.1 Explanation
The SERVQUAL model consists of five constructs: reliability, responsiveness, assurance, empathy and tangibles, which are useful for evaluating service quality. These are shown in Jonkis et al. (2022) and Alemu (2023) to be applicable in the regular service setting, especially for measuring how consumers view service performance. Sumi and Kabir's (2021) work further challenges this view by highlighting the fact that service quality has been incorporating digital interactions and that responsiveness and reliability can now be perceived within them, thanks to online communication and technology-based services. In comparison, the traditional SERVQUAL focuses on physical experiences, whereas the digital version extends the evaluation of technology-mediated experiences. Thus, SERVQUAL provides EverAfter Weddings with a useful comparative benchmark to assess both the personal and digitally mediated customer service quality.
[bookmark: _Toc238913235]3.4.2 Relevance and Critical Evaluation
SERVQUAL could be used to measure the effects of reliability, responsiveness, assurance and empathy on customer trust, satisfaction and recommendations for EverAfter Weddings. Jonkisz et al. (2022) prove its application in traditional service contexts; Sumi and Kabir (2021) support that the service quality dimensions are applicable to interactive service in a digitally mediated way. But its uses aren't the same as a wedding, where emotion, personalisation and the perceived service will be more relevant than in a regular service experience. While the SERVQUAL framework has a structured foundation for comparison, the traditional aspects of SERVQUAL do not necessarily reflect the experiential aspects of wedding planning. Consequently, EverAfter should adjust SERVQUAL to make it more personalised, with human interaction and ease of digital convenience, rather than apply it mechanically.
[bookmark: _Toc238913236]3.5 Critical Theoretical Framework
The frameworks chosen to have different perspectives, but they focus on various aspects. With the technological orientation of EverAfter, this study shows that value can be brought to the use of digital technologies by coordinating them, addressing what Feng, Wang and Zhao (2025) call coordinated mechanisms. On the other side of the coin, Halim et al. (2025) find that service quality impacts satisfaction and purchasing intention, which is congruent with the service orientation and service quality of EverAfter. Fakieh, AL-Malaise AL-Ghamdi and Ragab (2022) indicate that the Business Model Canvas can be utilised for business-model development, yet its business focus might not account for broader competitive elements. Hence, the incorporation of RBV and SERVQUAL makes it easier to have a wider foundation for assessing the ability of EverAfter, customer value, external environment, competition and business model.
[bookmark: _Toc238913237]3.6 Critical Synthesis of the Literature
Complementary views on experiences of marriages, personalisation, digital competencies and service levels can be found in the literature. The multi-faceted tourism value of weddings is stressed by Pereira et al. (2022), and customised wedding consumption is pointed out by Wang, Liu and Li (2024). This is expanded upon by Hardcastle, Vorster and Brown (2025), and Weippert (2024) towards customised digital experiences. Davies et al. (2023) also underscore the significance of digital skills, brand capital and a combination of people and AI. Bakashaba and Bindeeba (2025) and Thonglor, Chotisarn and Phuthong (2026) show this too. Other works on SERVQUAL consolidate the quality of service, and other works such as those of Feng, Wang and Zhao (2025), Halim et al. (2025) and Fakieh, AL-Malaise AL-Ghamdi and Ragab (2022) emphasise digital value, satisfaction and business-model development.
[bookmark: _Toc238913238]3.7 Literature Gap
Despite those contributions, the body of literature still lacks cohesion, as they are scattered across the fields of tourism, customised consumption, digital customer journeys, SME capabilities, service quality and business-model development. Pereira et al. (2022) focus on tourism impacts, whereas Wang, Liu and Li (2024) take an interest in customised wedding products and planning services. Likewise, Hardcastle et al. (2025), Weippert (2024) and Davies et al. (2023) focus on digital personalisation and capabilities without taking ‘London's wedding industry' into consideration. As a result, only a few studies consider aspects of personalisation, digital skills, service quality and business model development in order to test the commercial feasibility of a personalised service business like personalised wedding planning, including its London-based version – EverAfter Weddings.

[bookmark: _heading=h.5sh54i758etd]

[bookmark: _Toc238913239]4. Methodology
[bookmark: _Toc238913240]4.1 Research Philosophy — Interpretivism
However, interpretivism is concerned with the understanding of meanings, perception and experiences instead of measuring behaviour objectively (Pervin and Mokhtar, 2022). For EverAfter Weddings, this is as it should be, since there are many varying and context-specific notions of what constitutes a customised wedding. Because of the different focus of customer perception of convenience, personalisation and service quality, interpretivism facilitates considerations of non-measurable relationships, different from positivism, that focus on measurable relationships. Secondary evidence can be used to look at these views without gathering primary participant information. EverAfter had to develop a ‘proposal' based on subjective meanings, perceptions and experiences of customer meanings related to personalisation, convenience and service quality, which called for interpretivism. It is not a positivist approach but rather gave prominence to the contextual interpretation of the different preferences and expectations of weddings.
[bookmark: _Toc238913241]4.2 Research Approach — Inductive
An inductive approach helps build more comprehensive understandings from the patterns that emerge within and from already existing evidence (Laari, 2025). Induction starts with different themes that emerge from the literature, in contrast to deductive research, which is based on pre-determined hypotheses. The methodology is better suited to EverAfter since it is exploring market opportunities and formulating a business proposal that is sellable, rather than testing preconceptions based on statistical modelling. An inductive approach allowed generalisations to be drawn from patterns and comparative evidence from the literature available. It directed customer expectations, market opportunities and competitive concerns to guide EverAfter's business proposal, eliminating the need to jump to any jumping conclusions about what to do.
[bookmark: _Toc238913242]4.3 Research Design — Qualitative Secondary Research
Qualitative and quantitative secondary evidence designs do not involve new collection of data from participants, but instead they derive insight from what has already been collected in the literature, either by researchers or practitioners, in academic or industry and/or market settings (Cartwright and Igudia, 2024). Primary research can offer direct feedback from customers, whereas secondary research will allow for broader findings on existing research, trends in the market and competitors' methods. This design is suitable for EverAfter as it allows for customer expectation evaluation, service development/commercial opportunities and fits with the approved ethics design.
[bookmark: _Toc238913243]4.4 Data Collection and Sources
Secondary quantitative data will frame and support the primary data, giving measurable insights into the wedding-services market. Government statistics, industry reports, professional bodies, company websites and credible market databases will be used to gather the data related to the market size, growth, customer demographics, competitor pricing, operating costs and demand trends. The sources will be chosen in relation to credibility, relevance and recency, and commercially biased or unsupported claims will be considered. Analysis of quantitative data will be conducted using descriptive and comparative analysis, including the use of percentages, trends, comparative prices and patterns of market growth. EverAfter Weddings will be able to evaluate the market appeal, customer and competitor trends, financial needs, and provide relevant information for informed business decisions.
[bookmark: _Toc238913244]4.5 Search Strategy
Substantial academic and industry evidence was identified using a structured search strategy. Google Scholar, Scopus, ScienceDirect, Emerald Insight, and SpringerLink, along with government, professional and industry sources, were used. The most important keywords involved were ‘wedding services, wedding planning, customer experience, personalisation, service quality, SERVQUAL, customer satisfaction, customer trust, UK wedding market, London wedding market, competitor pricing, and wedding demand trends. Searches were conducted mainly on the latest published work (2020-2026), and seminal theoretical works were used where appropriate. The results were organised according to title, abstract and full text; publications with duplicate records, irrelevant publications and unreliable commercial sources were eliminated.
[bookmark: _Toc238913245]4.6 Inclusion and Exclusion Criteria
Table 1. Inclusion and Exclusion
	Criterion
	Inclusion / Exclusion

	Sources
	Use peer-reviewed, industry, government and professional sources; not blogs or unsupported sources.

	Date
	Mainly 2019–2026; retain older seminal sources were essential.

	Language
	English-language publications only.

	Relevance
	Evidence from handbag or wedding events in the UK or London covering the wedding and event sector only.

	Quality
	Use reliable, credible sources – not duplications or unwarranted sources of information.

	Purpose
	Evidence needs to be used to back up Customer Study, Market Study, Competitor Study or Commercial Viability Study.


[bookmark: _Toc238913246]4.7 Data Analysis
A selection of the sources was analysed, ensuring that the evidence had been deemed to be credible, recent in terms of dates, was in English, and was relevant to wedding planning in the UK/London setting. Academic and industry research was compared to identify matching and conflicting research evidence on the following: customer expectations, market conditions, competition and commercial opportunities. The evidence was then systematically analysed based on external environmental influences, competitive pressures, organisational capabilities, service quality requirements, as well as value creation requirements. This guaranteed that the most pertinent evidence was considered in the strategic positioning, value proposition to customers, and overall commercial-viability analysis of EverAfter Weddings. Also, the analysis considered the extent to which the findings were relevant to EverAfter Weddings instead of just pertaining to the broader service sector. Evidence from various sources was compared for areas of agreement, disagreement and contextual differences. This facilitated reducing individual discretion in the findings and brought a more equitable picture of the needs of the customer, the competitive situation and the business opportunity.
[bookmark: _Toc238913247]4.8 Ethical Considerations
The ethical practice in this study consists of using secondary evidence, is in an ethical and responsible way. There are no human subjects or primary data involved, but source selection and interpretation may be a concern. As a result, supportive and conflicting information will be evaluated, including reports that pose threats to the opportunity to operate EverAfter Weddings. Evidence will not be intentionally disregarded when it results in unflattering conclusions. Sources will be properly referenced, and quotations or paraphrasing will be used appropriately to avoid plagiarism; sources will be properly referenced without changing their meaning. Also, the credibility, relevance, and possible commercial characters of the source will be thoroughly analysed. Academic integrity and responsible research will be maintained, with no collection of confidential or personally identifiable information.
[bookmark: _Toc238913248]4.9 Methodological Limitations
Secondary research enables us to get overall secondary evidence, but in itself it can't give first-hand accounts of what a couple did in London. Access to paid industry reports may be limited, and there is restricted competitor (financial) information, thus less commercial assessment. The information from industry sources can be biased, and preferences and attitudes can change, affecting the timeliness of the information. As a result, it is important to have evidence to back up any commercial claims that may have been published, and conclusions can only be drawn from the evidence available.

[bookmark: _heading=h.hi1p3elrk23s][bookmark: _Toc238913249]5. Market Opportunity Analysis
[bookmark: _heading=h.9jly1garcj6v][bookmark: _Toc238913250]5.1 Scope and Market Definition
The market that is covered by EverAfter Weddings is “London Wedding planning and Event management Market”. This is the London based market which ranges from couples looking for professional assistance and creating, organising and delivering bespoke wedding experiences. By contrast, in a typical “regular” business or venue, EverAfter Weddings works through multiple parts of the customer journey – from the start of wedding planning to supplier coordination to budgeting, through to venue management, and finally, on the day and coordination/collection of the event. This provides an opportunity for competition on the basis of service integration and personalisation and not price.
As a comparison to this opportunity, a broader context of the UK wedding market can be referred to. According to Bridebook (2026), the cost of a wedding in the UK has averaged at £20,604, with the most expensive market being London at around £26,986 (Shafiee, 2025). This distinction is crucial as EverAfter Weddings strives to maximise the monetary value of each customer within their wedding sector; a higher price of weddings in London contributes to this. But where spend is higher, so are customer expectations and consequently competition across all types of planners, venues and specialist suppliers will be more demanding.
[bookmark: _heading=h.4urh98qodbp][bookmark: _Toc238913251]5.2 Market Size and Growth
TAM, SAM and SOM can be utilised for assessing the overall market opportunity. The Total Addressable Market (TAM) is similar to the sum of all monetary spend by couples organizing weddings in London and the rest of the world, and the monetary worth of intended weddings. Having an idea of the average spending rate of £20,604 on a wedding is useful, but spending in the local market, in London, has much higher potential with an average expenditure of £26,986 (Shafiee, 2025).
A narrower definition should be the Serviceable Available Market (SAM) which should include couples based in London that are willing to hire professional wedding planning or event management services. This distinction is important because when it comes to wedding spending, total spending cannot be compared with spending on wedding arranging (Dell, 2026). 
The Serviceable Obtainable Market (SOM) is even more restrictive and relies on EverAfter Weddings ability, reputation, suppliers and marketing reach/conversion rate. The lack of evidence of the operational capacity of this company and the performance of acquiring customers cannot determine SOM as shown by existing data (Odionu, Bristol-Alagbariya and Okon, 2024).
There are some positive features of the market, however. Bridebook reports that the average wedding cost has remained broadly stable, at £20,775 in 2024, £20,822 in 2025 and £20,604 in 2026 (Shafiee, 2025). That means that demand hasn't completely disappeared, despite a greater affordability squeeze. What is more significant is the increased market specialization: some couples are increasingly trying to keep costs down, while others refuse to step down on their investments in high-end experiences. Mixing a low price point with its high price point customer base, Bridebook certainly doesn't call for a generic mass marketing solution in the case of EverAfter Weddings.
[bookmark: _heading=h.gempjrg40xyk][bookmark: _Toc238913252]5.3 Segmentation and Target Customer
Table: Segmentation
	Segmentation Basis
	Key Variables
	Target Focus

	Geographic
	London location
	Central, West, North, South and East London

	Demographic
	Age, income, employment, life stage
	Working couples with moderate-to-high budgets

	Psychographic
	Lifestyle, aesthetics, individuality
	Couples seeking personalised experiences

	Behavioural
	Service requirements, planning involvement
	Full, partial and on-the-day planning



[bookmark: _heading=h.b34g6mmwcvgr][bookmark: _Toc238913253]Customer Persona 1: Emily Carter
Table. Customer Persona 1
[bookmark: _heading=h.si8gongz9rr9]
	Customer Story	Emily is a busy London professional seeking a distinctive wedding experience. With limited planning time, she chooses EverAfter Weddings for personalised support, trusted suppliers and stress-free event coordination.
Name: Emily Carter	Age: 32	Location: London	Occupation: Young Professional	Goals	Create a memorable wedding that reflects her personality
Needs	Personalised planning	Reliable suppliers	Transparent budgeting and venue coordination	Pain Points	Limited time	Supplier uncertainty	Coordinating multiple contracts and execution concerns
Motivation	Convenience, quality and a personalised experience

[bookmark: _heading=h.jqjck0nocknl][bookmark: _Toc238913254]Customer Persona 2: Daniel
Table: Customer Persona 2
	Customer Story	Daniel is a budget-conscious London professional who wants a stylish, personalised wedding without overspending. He chooses EverAfter Weddings for flexible services, supplier coordination and practical support that delivers value.
Name: Daniel	Age: 34	Location: London	Occupation: Finance professional	Budget: Moderate and carefully planned	Goal	Deliver a memorable wedding while avoiding unnecessary costs	
Needs	Flexible packages, supplier coordination, venue sourcing and budget control	Pain Points	Managing costs, comparing suppliers and coordinating different wedding services
Key Motivation	Flexibility, value for money and personalised support

[bookmark: _heading=h.p9lv56md9u6p][bookmark: _Toc238913255]5.4 Pain Points, Unmet Needs and Demand
[bookmark: _heading=h.tjtxknxpxt4][bookmark: _Toc238913256]5.4.1 Customer Pain Points
Wedding planning is an intricate, emotional and complex process with disorganised and multiple suppliers (Choudhary (2026)). For couples, the key event planning areas to be coordinated are venues, caterers, photographers, florists, entertainment, transportation, décor, and guest coordinating. This means the central customer issue isn't just one of locating suppliers however one co-ordinated event a few decisions (Aslam et al., 2023).
This can get even more complicated when considering the rise of personalised weddings. Couples are increasingly asking for celebrations that are in line with their identities and not boilerplate offers. However, a higher level of personalisation means greater number of decisions and coordination (McKinsey & Company, 2021). EverAfter Weddings can then do something about a potential paradox: Individuals have a desire to be unique but may not have years of time and skill to create that uniqueness.
[bookmark: _heading=h.c7j78to2sjxt][bookmark: _Toc238913257]5.4.2 Existing Solutions and Gaps
Some of the current offerings are wedding-planning websites, wedding planners available on-site at venues, individual wedding planners, event-management firms and self-help. Digital platforms can offer convenience and aid in discovering the supplier but typically will leave decision making and coordination up to the couple (Wilson, Johnson and Brown, 2024). More traditional planners, on the other hand, might be able to offer more personal help, but it may seem more costly or inflexible.
This presents a potential opportunity between the tech-driven self-service and high price tag conventional full-service wedding planning options for EverAfter Weddings. Personal consultation plus digital communication, and supplier co-ordination and flexible packages (Piepponen et al. 2022) could make for a differentiated proposition. Reliable the competitive advantage would be in providing not just planning services, but to make it easier for customers to make the planning process, without compromising on customers' control.
[bookmark: _heading=h.e8kek952idao][bookmark: _Toc238913258]5.4.3 Purchase Drivers and Demand
Personalisation and convenience, trust, supplier experience, stress reduction and quality assurance are all likely to be major drivers of purchase. The London market reinforces the significance of these factors as increased spending on the wedding can lead to more suppliers being included and possible negative value of poor coordination (Bornman and Steenkamp, 2023).
But buying doesn't happen in a vacuum and can't be rational. An emotionally important event like a wedding could make your girl/girlfriends willing to spend more on the things that will enhance their memories, beautiful and guest experiences. EverAfter Weddings can thus compete because they're able to show the emotional, and mostly functional, benefits of hiring a wedding service, rather than just pushing their menu of services.
[bookmark: _heading=h.1qrqd5wqvou7][bookmark: _Toc238913259]5.4.4 Price Sensitivity and Willingness to Pay
Despite the relatively high cost of weddings in London, it's still important to be mindful of sensitivity to price. Despite that, there is a significant number of couples out there who are still very budget conscious; Bridebook notes that 25% of couples are spending less than £10,000. Meanwhile, wealth variance is extreme with another quarter of people earning more than £26,000. (Bridebook, 2026b)
From this comparison, this inference should be made that EverAfter Weddings should not implement a single-price policy. Rather, different layers of service could be offered to varying levels of willingness to pay Coordination assistance for price-sensitive customers, partial planning services for customers who need specific assistance, and full-service planning service for higher-value customers. This segmentation can help penetrate more market while retaining a premium positioning of the brand.
[bookmark: _heading=h.4smndq5mohqn][bookmark: _Toc238913260]5.4.5 Switching, Barriers and Seasonality
Price, trust, and uncertainty in the quality of services and concerns about losing control over a very personal event are the major ones. Reputation also plays a role in switching practices: a customer might lean on your reputation heavily when choosing which planner to work with, so to be sure, you need to have a good reputation.
The other important limit is seasonality. There is an uneven distribution of demand for weddings in certain weekends and months with periods of high demand and low demand. According to Bridebook, couples are increasingly combining weekday and off-peak weddings as ways to make things more affordable, with August as the most popular time of year. EverAfter Weddings might be able to react to it by offering some off-peak packages, coordinating things for the weekdays and offering discounts for early bookings, which helps utilization.
[bookmark: _heading=h.bakf8bl2tg2f][bookmark: _Toc238913261]5.5 Economic Conditions
The opportunities and threats are in the economic conditions. A wedding is a discretionary item—that is, one which change based on how much individuals expect to earn, their real income, and their overall level of consumer confidence. But the robustness of the average weddings spend indicates that and married relationship is far from a dead history. Rather, they have shifted their spending.
This suggests, therefore, that it is not a simple matter of economic pressure killing off demand or that supply pressure must inevitably lead to reduced demand. Either cut back the number of guests or choose lower-priced dates but keep money in the budget for services that they regard as being a priority. Meanwhile, according to Bridebook, there is a trend toward smaller guest numbers and potentially out-of-the-rush times to help control costs (Bridebook, 2026b).
This is an opportunity for EverAfter Weddings to make well done planning a value-added service. Instead, the company can show couples how their existing wedding budgets can be better utilized with professional negotiating talent from the supplier, effective scheduling and budget management.
[bookmark: _heading=h.mhx38x10xcj3][bookmark: _Toc238913262]5.6 Research Findings and Opportunity Synthesis
[bookmark: _heading=h.rdfxjmdqr1dy][bookmark: _Toc238913263]5.6.1 Primary Research Findings
Due to the limited amount of source material that is available it is not possible to provide an appropriate numerical primary research dataset for EverAfter Weddings; therefore the figures from the sample should not be made up. Three common requirements from the customers are identified by the evidence from the market: personalisation, convenience and confidence in execution (Lindecrantz, Gi, Zerbi, 2020).
These rules give an adequate operational basis for the business. Couples are not only buying event administration, but they’re also buying assurance that one of the most vital personal events will be handled the way they wish it to be handled.
[bookmark: _heading=h.r356mfke7a16][bookmark: _Toc238913264]5.6.2 Integration and Triangulation
When the opportunity is supported by triangulating with market evidence and customer needs, it becomes even stronger. Further, there is some evidence in the industry that wedding related spending is significant, according to behavioural evidence couples are highly mindful about their guests, dates and whom to prioritize when booking suppliers and companies (Shafiee, 2025).
But it isn't clear that the proof shows everything needs a wedding planner. It's an important fault. The best bet is therefore to look for those that have high complexity, are short of time and are highly personalisation-driven at the time of their wedding.

[bookmark: _heading=h.xb7z5rs8vqw2]

[bookmark: _heading=h.v4933gkghb1j][bookmark: _Toc238913265]6. Competitive Environment Analysis
[bookmark: _heading=h.9rzb94c1l2d][bookmark: _Toc238913266]6.1 Scope, Frameworks and Competitive Set
The competitive environment of EverAfter Weddings is the competitive wedding planning and event management market in London, including personalised wedding planners, planner organisations, wedding venues, wedding suppliers and wedding stylers. Traditional wedding planners are not the only options available — today and now, couples can select between a professional planner, digital planning apps, and even a coordinator coupled with self-managed planning, which is referred to as “Paduano” wedding planning (Paduano, 2025). But competition goes beyond the price tag and extends to the concept of personalisation, convenience, trust, supplier access and execution quality.
Competition is of economic importance because of the value of the market. On the other hand, Bridebook estimates that the average wedding cost £20,604 in the UK, and it's around 31% more cost in London compared to the national average (Burke, 2026). This means consumer expectations are raised while at the same time it means more income for EverAfter Weddings. Therefore, the city should not just be considered an appealing market as couples spend more however, high expenditure tends to also fuel the sense of risk associated with shoddy services.
[bookmark: _heading=h.knbs26xfmo5a][bookmark: _Toc238913267]6.2 Key Success Factors
It's not all about a good wedding package in London. The first one of the critical factors for success is personalisation. Self-expression and unique experiences are now typical aspects of wedding planning, evidenced by recent wedding trends that focus on personalised events, micro-weddings, and unique experiences (Burke, 2025). EverAfter Weddings can thus distinguish itself by giving each customer a customised wedding concept by interpreting his particular tastes and needs instead of offering standardised packages.
Secondly, value and budget management are vital. Just a quarter of the couples are in the low £10,000- crores of marriages in London are done on a much higher cost exceeding £26,000 compared to the overall UK marriage expenditure of £20,604 (Burke, 2026). This is a sign of both a polarised market and not a homogenous customer base. EverAfter Weddings need to prove their worth over all budgets and not assume that every London customer is classed as a premium customer.
[bookmark: _heading=h.pli92jt6jd19][bookmark: _Toc238913268]6.3 Main Competitors and Positioning
[bookmark: _heading=h.gatjxnzaspcn][bookmark: _Toc238913269]6.3.1 Competitor Selection
This should consist of Bridebook, Hitched, as well as independent London wedding planners and venue-based wedding coordinators. The competitors are alternative ways of addressing the customer problem.
Table: Competitor
	Competitor
	Offer/Position
	Price Approach
	Digital Convenience
	Key Strength

	Bridebook
	Digital wedding planning platform
	Free planning tools
	Very high
	Scale and convenience

	Hitched
	Supplier/planning marketplace
	Free discovery platform
	Very high
	Large supplier directory

	Independent planners
	Personalised planning and coordination
	Medium–premium
	Medium
	Human expertise

	Venue coordinators
	Venue-focused planning support
	Often integrated with venue
	Medium
	Venue knowledge

	EverAfter Weddings
	Personalised planning and event management
	Tiered/flexible
	High
	Personalisation + coordination


Bridebook is significant as it reports over 1.9 million weddings planned and that 71% of couples planning a wedding in the UK plan their wedding through Bridebook (Bridebook 2026a). Another benefit of Hitching is the large variety of suppliers you'll be able to choose from, with over 1,000 wedding planners, and thousands of photographers, florists, caterers and other suppliers (Hitched, 2026). These stats illustrate the current reality of being in an arena where there's a lot of discoverability for suppliers among the wedding couples.
[bookmark: _heading=h.3wt3fv1ydmzg][bookmark: _Toc238913270]6.3.2 Comparative Evaluation
Scale and the digital convenience are the main drivers in Bridebook's competitive advantage. Budgets, guest lists, checklists, suppliers, venues, all those things, can be managed in one platform by couples (Bridebook, 2022). But this is a downside for those who need truly customised, personalized customer service. A digital platform can help with decisions, but it is not necessarily to oversee the whole event.
Hitched, on the other hand, meets in with width and provider discovery. The large directory diminishes the expenses of search and offers a lot of choice for customers. But, having more options can also result in openness being more complex. In some way EverAfter Weddings can become the service which enables everyone to access their vast selection of suppliers and make available the exact same service with a sense of purpose.
[bookmark: _heading=h.4y2yqmdks9sx][bookmark: _Toc238913271]6.3.3 Strengths and Weaknesses
Powerful brand recognition and a large supplier network with customer acquisition systems exists among the big digital competitors out there. Bridebook's projected weddings of over 1.9 million is a significant network benefit (Bridebook, 2022). Hitched's long list of suppliers affords a similar scale benefit.
But size is not always synonymous with customisation. When couples are choosing a different supplier and a lot more in comparison, they may find themselves with information overload. EverAfter Weddings can take advantage of this vulnerability by its curated supplier suggestions, direct contact with the customers and customized event concepts.
[bookmark: _heading=h.fueivx5k9dbt][bookmark: _Toc238913272]6.3.4 Competitive Positioning
Individual positioning of competitors for personalisation and convenience. Bridebook and Hitched have a solid base on digital convenience but heavily depend on customers' decision-making. Independent planners: good at personalising less good at technology integration. Venues coordinators provide specialist expertise on venue but have a more specific range.
EverAfter Weddings should then be in the high personalisation/high convenience position (Kasun, 2025). It should be a mix of custom planning, digital communication, clear packages, supplier handling and event execution. This separation is – at least more defensible – than competing on a price basis.
[bookmark: _heading=h.48m37kl4cyye][bookmark: _Toc238913273]6.4 Porter's Five Forces
Table: Porter’s Five Forces
	Force
	Evaluation
	Impact

	Competitive rivalry
	Numerous planners, marketplaces and venue coordinators compete for London couples (Bellini, 2024).
	High

	Buyer power
	Couples can compare planners, suppliers, reviews and prices online.
	High

	New entrants
	Entry costs are relatively low, although reputation and networks take time to establish (Ref et al., 2021).
	Moderate

	Supplier power
	Quality venues and specialist suppliers can have strong negotiating power during peak periods (Hughes, 2025).
	Moderate

	Substitutes
	DIY planning, digital platforms and venue-based coordination provide alternatives (Marcela, 2026).
	High


Discussion
There is a lot of competition because there are people that use plain forms as well as those that use digital forms. The competition amongst suppliers is wide, with superbly Hitching Up a good number of over 1,000 wedding planners appearing on the Hitching Alone listing. This is made even more competitive because of its appeal of high-value weddings in London.
The power of the buyer is also high. Before deciding, customers can explore reviews, portfolios, and supplier prices, and plans. Switching is especially convenient at a point when research is in its early stages. After gaining trust and creating a wedding concept, however, switching costs increase as a wedding planner's job is to coordinate with various suppliers, and a change in suppliers can cause issues.
There is a moderate-to-high threat from new competitors. Capital investment for a small wedding-planning business is not one that would include venue (physical) or tools (technology) that needs to be big and sophisticated. Reputation however, along with having to have the right supplier and a successful portfolio of events to replicate is hard to come by quickly. Accessibility is made easy while competitiveness is more difficult.
The power of suppliers varies from moderate to high, especially at high-end venues, at peak wedding times, for photographers as well as other specialist suppliers. Of those, August is the most popular wedding month, with 17% of all marriages taking place on or around that time of year, and 47% of all weddings are on Saturday. This specialisation may lead to a higher bargaining power for suppliers.
The high substitution rate is attributable to the ability of couples to plan weddings independently using the digital tools. Bridebook offers complimentary checklists, budgeting, guest-list administration and finding suppliers. The industry must thus prove that digital solutions are not easily able to match components of EverAfter Weddings, especially human judgements/coordination/accountability.
[bookmark: _heading=h.p4h4532x1bdc][bookmark: _Toc238913274]6.5 PESTLE and External Change
	Factor
	Evaluation
	Impact

	Political
	Consumer and business regulation affects contracts, advertising and service transparency (ICC, 2023).
	Moderate

	Economic
	High London wedding costs increase revenue potential but intensify affordability concerns (Research and Markets, 2025).
	High

	Social
	Couples increasingly value personalisation, smaller weddings and memorable experiences (Tahseen, 2025).
	High

	Technological
	Digital planning, AI and online supplier discovery are transforming customer expectations (Roy et al., 2025).
	High

	Legal
	Contractual clarity, consumer rights, data protection and fair marketing are important (DLA Piper, 2024).
	Moderate

	Environmental
	Sustainability is increasingly relevant to venue, travel, décor and supplier choices (Gevme, 2024).
	Moderate


Economic factors are both opportunity and risk. The national market also has a significant lower-price bracket for London weddings, which average £26,986. Therefore, a high price should not be expected to create competitiveness for EverAfter Weddings. Multi tiered pricing may appeal to both low-cost and high-end customers.
Favourable social environment, given that co-ubenefactors are focusing on truth and individuality. The trends in recent weddings are all about self-expression, micro-weddings and experiential parts. This directly aids in EverAfter Weddings special positioning.
Technology makes things more complicated. Digital platforms have lessened the information gap between customers and suppliers. Bridebook enables couples to find Bride suppliers by locality, cost range and style and handle communications from the same spot. So, technology is a threat and a chance. EverAfter Weddings should use technology not go against it, keeping amateur planning in the hands of people, but helping to facilitate communication.
These issues may also impact upon suppliers when considering local sourcing, sustainable catering and re-usable décor as part of the waste management. Sustainability is thus not just a regulatory necessity, but an extra differentiating tool too.
Clean Cook stoves market is projected to generate $1.2 billion in revenue by 2024.By 2024, clean cookstoves are expected to bring in $1.2 billion in revenues.
[bookmark: _heading=h.mh6ipwpzdw90][bookmark: _Toc238913275]6.6 Industry Attractiveness, Market Gaps and Synthesis
[bookmark: _heading=h.q1ljatdlihnp][bookmark: _Toc238913276]6.6.1 Industry Attractiveness
Moderately attractive but very competitive, is the London wedding-planning industry. The £26,986 average wedding spend points to good economic potential and the 31% head up on the UK average demonstrates a significant local spend representing spending pool. But, tight buyer power, significant digital alternatives and many planners limit profits.
Segmentation is also happening in the market. Around 25% of couples spend below £10,000, while another 25% spend above £26,000 (Bridebook, 2026b). It allows for businesses to advertise services that can be differentiated, unlike having one uniform for all.
[bookmark: _heading=h.7l7xtute9q1u][bookmark: _Toc238913277]6.6.2 Competitive Gap
There are just two major competitive challenges: self-service digital planning versus high degree of personalised professional management. Bridebook and Hitched offer a lot of choice and convenience, but many decisions lie with the clientele. Traditional planners provide more human support and may be less digitally integrated and less flexible with service structure.
EverAfter Weddings can fill this void with customised planning, Executive Choice of suppliers, customised packages, and an effective communications database and give end-to-end help and advice. This is especially applicable for professionals with limited time like Emily and Dan the value-conscious customer.
[bookmark: _heading=h.2xoryv4xz7i1][bookmark: _Toc238913278]6.6.3 Integrated Judgement
The competitive opportunity for EverAfter Weddings is moderately strong, but still a strategic play. The market expenditure is quite large, London spenders significantly further than the UK average, and social behaviours are on the side of the personalised experience (Weaver, Pacchia and Hudson, 2025). But competition from digital platforms as well as well-known DIY planning and planners is fierce.
So it cannot just be about the price, or the number of services that is provided. EverAfter Weddings needs to stand out with personalisation, trust, flexibility, curated supplier connections and consistently run events. Changing an event into a personally meaningful one is the best strategic play for between the technology and the human touch: to use technology to make planning easier, but keep personal judgment and accountability in an emotionally important event.


[bookmark: _Toc238913279]Chapter 7: Business Strategy
[bookmark: _Toc238913280]7.1 Introduction
Based on the market opportunity found in Chapter 5 and the competitive landscape found in Chapter 6, the business strategy found in this chapter will take the shape of EverAfter Weddings. The commercial appeal of the London market is not without its challenges: Bridebook's 2026 survey of 7,000 couples found that the average London wedding was worth £26,986, which is some 31% higher on average compared to the rest of the UK (average £20,604) (Shafiee, 2025). Customer expectations for personalisation and convenience don't represent a competitive differentiator for EverAfter; they're simply the most important aspects of the criteria, so it needs to create defensible capabilities on this side.
[bookmark: _Toc238913281]7.2 External Analysis: Competitive Environment
[bookmark: _Toc238913282]7.2.1 Competitive intensity
Competition regarding London weddings is extremely high, with various options. With an average UK wedding budget estimated at £20,604 by Bridebook, customers are willing to invest a considerable amount in their wedding, but they are also looking for high value for their money, with London being the highest spending region on average at around £26,986 (Bridebook, 2026b). That competition isn't restricted to independent planners, however, and their wedding venues and specialist suppliers are also featured on current directories of the market; London wedding venues, for instance, appear on hundreds of market directories available at present for couples, as examples (Ellis Media and Events Ltd, 2026). So, no doubt offering wedding-planning services alone will not really provide EverAfter with any differentiation.
[bookmark: _Toc238913283]7.2.2 Competitor positioning
Huge and popular planners can tout their name, supplier network and experience, while the smaller boutique firms can hold their own with flexibility and customisation. Digital planning platforms also drive additional user choice, as couples can find, compare and work through processes independently (Kernová, Halamová and Deriglazov, 2025). This causes a strategic dilemma: traditional providers will have more human reassurance, while the digital offerings are more convenient and empower the customer to take control of their experience. EverAfter has to therefore find a way to meet this challenge, but not through the price tag line – typically, the average London wedding is already a considerable investment. Bridebook believes the top-up for a wedding planner in London will be about £1,929, the UK average being £1,543 (Burke, 2026).
[bookmark: _Toc238913284]7.2.3 Competitive gap
This is the space that is available in between the two approaches. Both personal planning and self-planning present advantages and disadvantages in distinct contexts, including being less or more digitally convenient, respectively (Abhari, 2025). With the added benefit of personalised human planning, professional supplier coordination and digital convenience, as proposed in their offering, that's where EverAfter can fill in the gaps.
[bookmark: _Toc238913285]7.2.4 Strategic implications
This means that EverAfter should not differentiate on the price of its product itself. Rather, it should be aimed at improving relationships with suppliers, establishing a reputation based on regular deliveries and referrals and leveraging digital instruments to augment a human element, not supplant it (Seetharaman and Murugandi, 2022). Thus, the key to the competition should be personalisation, responsiveness, trust and guarantees of service.
[bookmark: _Toc238913286]7.3 Internal Analysis: VRIO
The Resource Based View (RBV) outlined in Chapter 3 will be used to evaluate if EverAfter can create competitive advantage using its resources. This is a particular concern in light of the fact that London weddings are expensive: the median London wedding costs £26,986, which is 31% higher than the UK average of £20,604, and the estimated expenditure by wedding planners in London is around £1,929 (Burke, 2026). This drives value for capabilities that enhance the level of trust, coordination and perceived service quality. The combination of personalised relationships, supplier coordination and digital engagement that is proposed by EverAfter is thus more strategically relevant than the technology per se.
Table. VRIO Analysis
	Resource/Capability
	Valuable
	Rare
	Difficult to Imitate
	Organised to Exploit
	Strategic implication

	Personalised customer relationships
	Yes
	Yes
	Yes
	Developing
	Potential sustained advantage

	Event-planning expertise
	Yes
	No
	No
	Yes
	Competitive parity

	Supplier relationships
	Yes
	Yes
	Yes
	Developing
	Potential advantage

	Digital communication
	Yes
	No
	No
	Yes
	Temporary advantage

	Personalised recommendations
	Yes
	Yes
	Yes
	Developing
	Differentiation potential

	Brand reputation
	Yes
	No
	Yes
	Developing
	Potential advantage if strengthened

	Service-quality capability
	Yes
	No
	No
	Developing
	Temporary advantage


Source: Self-Created
Valuable resources: Suppliers, partners and their knowledge and services can add value when couples make important and emotional purchases. More recently, the 2026 Bridebook data reveal an average UK wedding of 80 guests, and that 68% of couples are engaged for under 24 months, meaning there is a relatively narrow window when they are planning a wedding, providing an opportunity for coordination capability to generate practical value (Bridebook, 2025).
Rare and difficult-to-imitate resources: Digital communication per se is not rare or hard to replicate (s.). In fact, 86% of UK businesses had handled their digitised data in 2025–26, showing the extent of digital capability across the board (Government of UK, 2026). This means they should not be offered as viable benefits to clients while using online elements, including consultations, messaging or digital planning tools. At the same time, building mutually accepted relationships with suppliers and really knowing customers becomes more challenging as it stems from experience and interaction.
Organisational capability: One of the main drawbacks of EverAfter is that a number of resources are currently being developed rather than established. Deliberate investments are thus needed in brand reputation, supplier networks, and customer-data capabilities (Adams, Alldredge and Kohli, 2025). It will be a combination of personalised human service, wedding knowledge, trusted suppliers, reacting to the customer's needs and digital convenience, but not any one of them alone, that will make this an effective strategic position. This reinforces the argument of the RBV and the need to integrate human capabilities with digital capabilities to secure EverAfter's advantage in their business.
[bookmark: _Toc238913287]7.4 SWOT Analysis
Table. SWOT Analysis
Strengths	Weaknesses
These capacities can be what sets EverAfter apart from other more traditional or self-planning options, 	Create flexible packages, be able to coordinate and integrate human interaction with technology	Provide personalised service (WeddingSutra, 2023).	Ubiquitous use of brand recognition, networks of suppliers, financial resources	Reviews & past customers make it difficult for other planners to compete (Bas, 2024).
Opportunities	Threats
31% higher average wedding spending in London than the UK average.	25% of couples spend over £26,000.	Couples spending £30,000+ increased from 10% to 25% since 2012.	Competition: Planners and DIY platforms.	Imitation: Digital features can be copied.	Reputation: Service failures can reduce trust.

Discussion 
The biggest advantage that EverAfter has is its capacity to incorporate customisation, human know-how and supplier coordination along with digital convenience. It is important from a strategic perspective because it's pretty easy for their competitors to copy online tools. On the other hand, the company's brand awareness and suppliers might limit the potential of this offering to be delivered consistently. The fact that this is a high-end wedding market in London is an opportunity to have a differentiated focus in the market, not a low-price one. This polarisation of spending, however, 26% less than £10,000 and 25% more than £26,000, indicates that there will be a need to offer flexible service packages to suit varying budgets.
[bookmark: _Toc238913288]7.5 Strategic Choice
For EverAfter Weddings, a differentiated strategy which has a specific focus might be most suitable since it appears that people will not be buying a wedding service strictly on price. On average, a wedding in London costs about £26,986, which represents a high-value market, and there could be a higher emphasis on the quality of service and personalised service provided to individuals (Burke, 2026).
The strategy of cost leadership would be challenging as it would be difficult for the established firms to deal with a weak supplier base, low brand recognition and lack of economies of scale. Low pricing is one of the ways in which competitors could also mean reduced margins and a weakness in EverAfter's personalised positioning (Wild Romantic Team, 2021). A moderate range of differences also isn't ideal, as it may fail to generate a reliable profit margin for a growing company with restricted finances. Focused differentiation enables EverAfter to direct their marketing toward the niche of couples specifically looking to hire a professional to help orchestrate their London wedding, receive personalised recommendations and access ease in the digital realm; whilst enabling them to also retain control over their wedding choices too. This directly addresses the suggested value proposition of the proposed personalisation, professional co-ordination and digital engagement.
So, the strategic option comes down to personalised, human-centred and digitally powered wedding planning. This allows them to expand the definition of competitiveness while gaining a competitive advantage over the long haul through a relationship with the customer, a partnership with suppliers and service quality.
[bookmark: _Toc238913289]7.6 USP and Value Proposition
For London couples, EverAfter's presence is unique as it merges the personal customer approach to wedding planning, professional wedding coordination and digital convenience, giving couples control over wedding planning while alleviating complexity. In a high- to very-high-value market, such as the average London wedding at £26,986 (UK average £20,604), a focus on perceived value and the quality of services is even more important (Arslanagic-Kalajdzic and Zabkar, 2017). EverAfter can offer customised recommendations and packages, unlike standardised planning. Compared to self-planning, it offers professional coordination of suppliers, budget and time – and keeps the customers involved (Kumar and Agrawal, 2024). With digital consultation and communication, accessibility and responsiveness are enhanced but not intended to be a substitute for human judgment and emotional support. Its adapted SERVQUAL approach also further encourages the description of reliability, responsiveness, assurance, and empathy as acts of quality. As a result, the value proposition is not about the technology itself; it's about blending technology, personalised expertise, and trusted relationships.
[bookmark: _Toc238913290]7.7 Competitive Advantage
Table. Competitive Advantage 
	Capability
	Comparative advantage

	Personalised relationships
	Stronger customer fit than standardised services

	Human–digital integration
	Greater convenience without losing personal contact

	Supplier relationships
	Better coordination and reliability

	Service quality
	Builds trust through reliability, responsiveness, assurance and empathy

	Customer knowledge
	Improves recommendations over time


The key to EverAfter's success is that they aren't just techs. Digital communication and planning tools can readily be replicated, but, for example, personalised expertise and supplier relationships are not as easy. This is especially important in the high-dollar market of London where weddings are on average £26,986, meaning there are high expectations on the value offered by services (Shafiee, 2025). Gaining knowledge over time from customers and repeat service can enhance differentiation. The composite capabilities are therefore even more likely to be sustainable advantages than each of the separate capabilities.
[bookmark: _Toc238913291]7.8 Securing Key Success Factors
Table. Key success Factor
	Key success factor
	Critical action

	Customer trust
	Transparent pricing, reliable delivery and reviews

	Personalisation
	Customer profiling and tailored recommendations

	Service quality
	SERVQUAL-informed procedures and monitoring

	Supplier reliability
	Long-term partnerships and performance checks

	Digital convenience
	Integrated planning and communication tools

	Brand reputation
	Consistent service and referrals

	Responsiveness
	Defined communication standards

	Financial sustainability
	Appropriate pricing and cost control


In order to differentiate, EverAfter needs to develop repeatable abilities, and not just position. This is crucial in London where customers are spending hard-earned money and have high expectations as average wedding expenditure in the capital is £26,986 (Booth, 2023). Digital convenience must therefore work hand-in-hand with good relationships with suppliers and their level of service (Zhou et al., 2024). Importantly, whilst technology is relatively easy to replicate, trust, personalised knowledge and reliable delivery are more difficult. Therefore, service quality, relationships and financial discipline should be key to the strategy, not just efficiency through digitalisation.
[bookmark: _Toc238913292]7.9 Strategic Integration and Chapter Summary
The strategy within VRIO incorporates the market opportunity discussed in chapter 5 and market gaps found in chapter 6 and the internal strengths found in chapter 7. Based on SWOT, EverAfter needs to be careful not to engage in price competition and instead should focus on differentiation, which includes personalised human planning, professional coordination and digital convenience. That's fitting in London's lucrative wedding dollar market, where the national average spending is £20,604, whereas the average spend in the capital is £26,986. The competitive advantage is not only about technology, but it's also about people, skill, and quality of service. They should then be cascaded into the Business Model Canvas, Marketing Plan and HR and Operations Plan – and aligned along the whole BDP.

[bookmark: _Toc238913293]Chapter 8: Business Model Canvas
[bookmark: _Toc238913294]8.1 Introduction
Based on the Business Model Canvas (BMC), the BMC explanation illustrates how EverAfter Weddings is going to create, deliver and capture value in the wedding planning market in London. The model turns the narrow differentiation strategy that was derived in Chapter 7 into nine related and interacting elements. EverAfter will focus on helping London couples find a trained expert to provide them with professional planning or coordination while maintaining their personal control, combining personalised planning, professional coordination and digital convenience. It's useful in a high-end market since the average London marriage is around £26 986, whereas the average expenditure across the country is £20 604 (Mathentamo, Lawana and Hlafa, 2024). The BMC, then, becomes a link in a chain between the customer's needs and resources, activities, partnerships, and revenues of a business.
Table. Business Model Canvas
Key Partners	Key Activities	Value Proposition	Customer Relations	Customer Segments
Wedding venues	Photographers	Caterers	Florists	Decorators	Entertainment suppliers 	Wedding planning	Supplier coordination	Budget management	Timeline planning 	Personalised wedding planning	Human-centred support	Professional coordination 	Personal consultations	Tailored recommendations	Regular updates 	London couples	Time-constrained couples	Couples seeking 
				
	Key Resources		Channels	
	Planning expertise	Customer relationships	Supplier network		Website	Social media	Email	Online consultations 	
Cost Structure	Revenue Stream
Staff/contractor costs	Marketing	Digital systems	Insurance 	Full wedding planning	Partial planning	Event-day coordination 


[bookmark: _Toc238913295]8.2 Customer Segments
EverAfter's core initial clientele is London couples who are looking for custom-made expert wedding solutions. The target is not limited to demographics, as some weddings can vary due to preferences, involvement, lifestyle, and budget (Pereira et al., 2022). Special attention will be directed to couples who are busy or have limited time to dedicate and need some help from us regarding suppliers, time management and coordination, and to anyone who still wants to have their own say in important matters.
[bookmark: _Toc238913296]8.3 Value Proposition
EverAfter's core concept is taking the human aspect of wedding planning and mixing that with professional organising and digital ease. In addition to the complexity of self-planning, which puts a lot of coordination up to couples, EverAfter minimises complexity through supplier coordination, budgeting, scheduling and event-day management. The beauty of digital communication is that it offers substantially more accessibility and responsiveness than is possible via the highly traditional approach to planning (Umoren, Ukpe and Akpolome, 2025). Services may cover complete planning, part of the planning and coordination on event day.
This is a process proposition that is based on five elements: personalisation, human interaction, professional coordination, digital convenience and service quality. The REART approach (consisting of reliability, responsiveness, assurance and empathy) builds trust in the customer. Importantly, technology does not offer the competitive advantage intrinsically (Bungatang and Reynel, 2021). The current proposal makes similar strides with personalisation, convenience, coordination, Digital engagement and quality as the building blocks of customers' value.
[bookmark: _Toc238913297]8.4 Channels
EverAfter will leverage a blended digital and physical marketing approach. The website and social media channels will raise awareness and create enquiries, and email, online consultation and the use of digital planning tools will help provide continuous communication (Guoqiang and Bhaumik, 2024). Personal visits will continue to be relevant during highly meaningful occasions. Working with venues and wedding suppliers will also yield referrals. Thus, the customer journey may stream from digital discovery to enquiry, subject to individual run-by-run consultation with a customer, digital coordination and coordination of the entire experience on the day of the event to concealability, along with human involvement.
[bookmark: _Toc238913298]8.5 Customer Relationships
The handling of customer relations will be personalised, continuous and service-oriented, not transactional and based on the lowest bid. Specific customer preferences, budgets, and priorities will be determined in initial consultations, and customised recommendations will be made based on those (Vashishth et al., 2024). Through regular updates and direct communication, individuals will lessen the confusion in the planning procedure. Whereas wedding planning is an emotional and financial commitment, reliability and responsiveness are crucial without doubt. Positive experiences might also help to produce reviews, references, and repeat recommendations, further fortifying the growing EverAfter brand.
[bookmark: _Toc238913299]8.6 Revenue Streams
Three areas of services that will drive revenue include full wedding planning, partial planning, and event-day coordination. Compared to the opposite, with a tiered model, customers can choose the extent of the support that corresponds to their requirements and budgets, instead of forcing all customers towards one package (Nansubuga and Kowalkowski, 2024). Planning time, level of service, positioning vis-à-vis competitors, and customer value should be the favourites for differentiation, not prices, if the competitor is going for the price. 
[bookmark: _Toc238913300]8.7 Key Resources
Wedding planning skills, customer relationships, supplier relationships, digital tools, brand reputation, customer knowledge and service quality procedures are key resources (Saha et al., 2021). The RBV analysis says these abstract resources can actually be more vital than physical resources in strategically designing an organisation. The expertise gained by the customer and relationships established with a supplier are not easy to replicate, but the availability of digital communication is relatively easy.
[bookmark: _Toc238913301]8.8 Key Activities
Core activities include customer consultation, personal planning, venue coordination, personal supplier coordination, budgeting, scheduling  and digital communication & event day management (Sachdeva and Mitra, 2025). EverAfter will also need to conduct monitoring through suppliers and evaluate the feedback from customers to ensure that the same level of service is provided.
[bookmark: _Toc238913302]8.9 Key Partnerships
Venues, photographers, florists, caterers, decorators and entertainers together with other specialist wedding suppliers will be all important partners. Partnerships enable EverAfter to share in the expertise of others without having to maintain all the resources behind the scenes (Hole, Hole and Shaw, 2021). Quality, reliability, reputation and responsiveness are principles to be aware of when choosing a supplier. 
[bookmark: _Toc238913303]8.10 Cost Structure
Staffing or contractor payments, marketing, website and digital systems, insurance, administration, travel/service supplier running costs are all considered major costs. In the partnership model, the need for large, initial capital investment can be minimised as specialist services can be hired based on a customer's need (Mutambik, 2024). However, reducing the costs should not be at the expense of the level of service; otherwise, inadequate coordination or quickness may undermine the differentiation that EverAfter does offer.
[bookmark: _Toc238913304]8.11 Integration of the Nine Components
These 9 components work together as one or unified system. The value proposition directs the needed channels and customer relationship and depends on customer segments. These relationships create revenue streams, and delivery requires the application of appropriate resources, activities and partnerships (Murray and Scuotto, 2015). These are a group that defines the cost structure. For this reason, EverAfter's model is oriented towards personalising customer value and commercialising customer delivery.
[bookmark: _Toc238913305]8.12 Chapter Summary
The BMC is a good example of how EverAfter can put its differentiated focus into practice – from personal services, professional coordination, digitising services and relationship use. To be effective, it must integrate customers, resources, activity and, partners and revenues into one model that lays a foundation for the following financial, marketing and human-capital plans.
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