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Executive Summary
EverAfter Weddings is an agile, boutique wedding planning and event management business that's targeting the high-value wedding market in London. The Greater London market is on average £26,986, which is significantly higher than the national average of £20,604, highlighting the service expectations and purchasing power of the UK. Today's couples are dealing with a huge difference in the marketplace: self-service digital planners (such as Bridebook, Hitched) are efficient at administration, but can lead to ‘choice fatigue' and lack accountability over execution; and the traditional luxury planners, while still expensive, are rigid. 
EverAfter Weddings aims to overcome this structural deficit through its distinctive approach, which is based on personalised planning, carefully selected supplier management, and efficient digital communication. EverAfter is based on the Resource-Based View (RBV) and an adapted SERVQUAL framework and transforms relational client knowledge, transparent pricing and strictly enforced service level agreements (SLAs) into sustainable competitive advantage. The service is divided into three easy-to-understand levels: Full Planning (£3,500), Partial Planning (£2,000) and Event-Day Coordination (£1,200) to cater for London's many budgets. 
It takes £13,475 to start the venture, with £5,000 of working capital liquidity reserve. Financial modelling projects £55,400 in revenue for Year 1 based on 28 bookings, an operating profit of £27,772 (50.1% operating margin), with annual fixed costs of £9,900 and a variable cost structure of 32%. Revenue expands to £65,300 in Year 2 and £76,400 in Year 3. The operational break-even occurs at 4 full planning, 7 partial planning and 11 coordination clients. Sensitivity analysis concludes that the company will be resilient if the volume drops by 28.5%. Feasibility balanced across ethical, functional and commercial parameters leads to a positive, but conditional, go. Subject to meeting initial supplier SLAs and achieving soft launch milestone validation.
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[bookmark: _heading=h.enfjf3vvp5tu]Chapter 1: Introduction
[bookmark: _heading=h.1ijxtja2ttle]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: _heading=h.t4s3odzdg2rn]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: _heading=h.vxu2ntwf8vgy]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: _heading=h.mtv01jtnthw3]1.4 Business Problem
According to 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: _heading=h.ouyhtz9o759p]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: _heading=h.j4ri0ac82pov]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: _heading=h.ond299kq0czu]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: _heading=h.ajy828yhp86j]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: _heading=h.tz7wr4fqzhv7]

[bookmark: _heading=h.anepy4ie4d50]Chapter 2: Company Description
[bookmark: _heading=h.bkb93u6khnma]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: _heading=h.ovlklq03hyw]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 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: _heading=h.rtjv9oi2t3oc]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: _heading=h.nhpuebzarngr]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: _heading=h.297vfxixbaou]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 expert couples, couples that need help with regard to 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: _heading=h.shnts7peszql]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 really 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: _heading=h.a7dkz4hmuhrx]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: _heading=h.ibs7409sp96c]Chapter 3: Literature Review
[bookmark: _heading=h.yde70ew5jqv9]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: _heading=h.j7jsivnqndpt]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: _heading=h.vp0qltxo5x5]3.3 Resource-Based View (RBV)
[bookmark: _heading=h.7fq6yuoad9g7]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: _heading=h.vk3m4nukaa1i]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: _heading=h.nw4mvr1mm23m]3.4 SERVQUAL
[bookmark: _heading=h.ic4ni1xgowym]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: _heading=h.62zk7gi1q8tt]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 in 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: _heading=h.r4a46c8zvs9x]3.5 Critical Theoretical Framework
The frameworks chosen 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: _heading=h.czfkwef458b3]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: _heading=h.oz29rkozenpc]3.7 Literature Gap
Despite those contributions, the body of literature still lacks cohesion, as it is 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: _heading=h.13fb6lwnzh2p]Chapter 4: Methodology
[bookmark: _heading=h.5suhkw2m52me]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, which focuses 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: _heading=h.q9176u2yi0p8]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 predetermined 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 conclusions about what to do.
[bookmark: _heading=h.yg3r9gbz74uv]4.3 Research Design — Qualitative Secondary Research
Qualitative and quantitative secondary evidence designs do not involve the 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: _heading=h.i0dsgp53e92f]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: _heading=h.49nbfpghglfv]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: _heading=h.rbl8i54olglv]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 where 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: _heading=h.dule965wclf0]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 took into account 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 and contrasted 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: _heading=h.g3oxe1asavu5]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: _heading=h.o89fhid6o9mu]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.dhh7mx2r182v]Chapter 5: Market Opportunity Analysis
[bookmark: _heading=h.r10mn0ezoi32]5.1 Scope and Market Definition
EverAfter Weddings arts and crafts wedding rental comes under the market of “London Wedding planning and Event management Market”. This chapter will use the TAM-SAM-SOM, TAM (Total Addressable Market), SAM (Segmented Addressable Market) and SOM (Shared Optimal Market) to quantify the commercially addressable market, STP to identify the most relevant customer segment and evaluate the value, and market-opportunity analysis to assess demand and customer requirements, as well as growth. These contribute to a carefully considered view of the market in scope, identified customers and commercial opportunity.
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.oau92thpgndv]5.2 Market Size and Growth
TAM, SAM and SOM can be utilised for assessing the overall market opportunity. The definition of Total Addressable Market (TAM) should include all wedding expenditure that is relevant to professional services, not global wedding spending. When it comes to marriage, the London market is the more relevant one for EverAfter Weddings, whose spending averages at £26,986, which is higher than the £20,604 spent across the nation (Shafiee, 2025).
Alternatively, Serviceable Available Market is the narrower definition, which focuses on London couples ready to pay for professional wedding planning services. This is crucial since in terms of expenditure, total marriage does not equal wedding arrangement expenditure (Dell, 2026).
The Serviceable Obtainable Market (SOM) is a stricter measurement and is based on the capacity of EverAfter when marketing, the reputation of the EverAfter brand, the availability and brand marketing acquaintances of suppliers and the conversion ratio/marketing reach. Based on the facts, a precise SOM is not possible at this moment as existing data show (Odinu, Bristol-Alagbariya and Okon, 2024) because there is still no evidence on these factors.
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 specialisation: some couples are increasingly making an effort 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.vei1v8pkkkcy]5.3 Segmentation and Target Customer
Table 2. 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


This segmentation may be enhanced by critically connecting each basis to the market opportunity of EverAfter Weddings, instead of just stating the characteristics of customers. Geographic details restrict the audience to London and a psychographic/behavioural focus identifies couples that have the budgets required. The need for customization of preferences and planning, the growing accuracy of targeting precision and the narrowing of the concept of a broad market (Na, Jae and Hwa, 2025).
[bookmark: _heading=h.guac0rfuwey2]Customer Persona 1: Emily Carter
Table 3. Customer Persona 1
	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.8r4bqp39ev5]Customer Persona 2: Daniel
Table 4. 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.ghomv3viheqp]5.4 Pain Points, Unmet Needs and Demand
[bookmark: _heading=h.2p5pgk7d878p]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 coordination. This means the central customer issue isn't just one of locating suppliers; however, one coordinated event involves a number of 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 a greater number of decisions and coordination (McKinsey & Company, 2021). The evidence, therefore, indicates that the unmet need for professional coordination of the wedding event is more focused on "narrow" planning and not "widespread" wedding planners for couples in general.
[bookmark: _heading=h.wgqifeoz1vyr]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 suppliers, 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. The research suggests, then, that there may be an absence of an ecosystem of professional coordination that supports GIS-based planning that students do themselves.
[bookmark: _heading=h.ogzryjm9rp2i]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.rzbenrqax6yh]5.4.4 Price Sensitivity and Willingness to Pay
While London wedding prices are relatively high, it is important to take into consideration price sensitivity. According to Bridebook (2026), the average price for a wedding in the UK is £20,604 but 25% of couples spend less than £10,000 and 25% spend more than £26,000. It also predicts a nationwide average career of £1,543 for their wedding and an estimated £1,929 for those wanting to take a punt in London. The variation enables a multi-pronged service offering, but still maintains the same positioning, that is, personalised, rather than one package at a price.
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 services for higher-value customers. This segmentation can help penetrate more of the market while retaining a premium positioning of the brand.
[bookmark: _heading=h.sfpwlalrc3hf]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 on 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 utilisation.
[bookmark: _heading=h.onvfjof5hpya]5.5 Economic Conditions
The opportunities and threats are in the economic conditions. A wedding is a discretionary item—that is, one which changes based on how much individuals expect to earn, their real income, and their overall level of consumer confidence. But the robustness of the average wedding spend indicates that a 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 utilised with professional negotiating talent from the supplier, effective scheduling and budget management.
[bookmark: _heading=h.wg36nlk73qse]5.6 Research Findings and Opportunity Synthesis
[bookmark: _heading=h.tdqsn6kc0rr9]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.nk6b4jojeakv]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 prioritise when booking suppliers and companies (Shafiee, 2025).
But it isn't clear that the evidence shows everything needs a wedding planner. It's an important flaw. The best bet is therefore to look for those who have high complexity, are short of time and are highly personalisation-driven at the time of their wedding.
[bookmark: _heading=h.t7tgdujkwnwl]Chapter 6: Competitive Environment Analysis
[bookmark: _heading=h.krowhgili66y]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 costs £20,604 in the UK, and it's around 31% more expensive 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.6f5b8zf8kuqs]6.2 Key Success Factors
It's not all about a good wedding package in London. The first critical factor 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 their particular tastes and needs instead of offering standardised packages.
Secondly, value and budget management are vital. Just a quarter of the couples in the low £10,000- crores of marriages in London are done at 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 a homogeneous customer base. EverAfter Weddings needs to prove its worth across all budgets, and not assume that every London customer is classed as a premium customer.
[bookmark: _heading=h.vby7m34xi39r]6.3 Main Competitors and Positioning
[bookmark: _heading=h.n8ex3o18xqz8]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 5. 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). Digital competitors as in the comparison maximize convenience and choice while planners achieve greater personalization; EverAfter can achieve this end with flexible, end-to-end coordination as it brings both together.
[bookmark: _heading=h.ficjhgpqwjtm]6.3.2 Comparative Evaluation
Scale and digital convenience are the main drivers in Bridebook's competitive advantage. Budgets, guest lists, checklists, suppliers, venues- all of those things can be managed in one platform by couples (Bridebook, 2022). There are variations in digital convenience, customisation and coordination between competitors; critically, the role of discovery is swapped over for self-service for Bridebook and Hitched versus personal service for planners, giving EverAfter Weddings a clear niche.
Hitched, on the other hand, offers vendor discovery. The large directory diminishes the expenses of searching and offers a lot of choice for customers. But, having more options can also result in openness being more complex. In some ways, EverAfter Weddings can become the service which enables everyone to access their vast selection of suppliers and make available the same service with a sense of purpose.
[bookmark: _heading=h.sak7z59p18jn]6.3.3 Strengths and Weaknesses
Powerful brand recognition and a large supplier network with customer acquisition systems exist 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 with its curated supplier suggestions, direct contact with the customers and customised event concepts.
[bookmark: _heading=h.gfshsvm7rjd6]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. Venue coordinators provide specialist expertise on venues 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.ofzz83ahdnn3]6.4 Porter's Five Forces
Table 6. 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 (Bridebook, 2026a; Hitched, 2026).
	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
The Five Forces ratings are based on existing evidence for competitor numbers, online comparisons, low barriers to entry, supplier concentration and digital substitutes, providing an evaluation of the strengths and weaknesses of the competition, buyer power, entry, suppliers and digital alternatives. 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 the 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 venues (physical) or tools (technology) that need to be big and sophisticated. Reputation, however, along with having the right suppliers 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 digital tools. Bridesbook 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.xe8l5ez4rq8s]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


PESTLE outlines different factors affecting EverAfter Weddings. In a more economical perspective, London's marriage price makes more sense to affordability than the recent premiums, providing revenue potential with pricing structure rather than one-level pricing (Research and Markets, 2025). From a social standpoint, personalisation, smaller weddings and memorable experiences are all in favour of EverAfter's bespoke positioning, though flexibility is the key to getting these preferences to shift (Tahseen, 2025). From a technological perspective, digital planning helps to create new opportunities to promote a more sustainable approach to land use planning and achieve greater information transparency while simultaneously providing extra opportunities for increased choice for customers; instead of competing with platforms, EverAfter could offer digital convenience with human coordination. From a legal perspective, more attention to: contracts, consumer rights, data protection and fair marketing – strengthen demands for compliance but can improve customer trust, (DLA Piper, 2024). Sustainability introduces new aspects for suppliers and event managers but also provides an opportunity to differentiate within an environmentally friendly approach, including responsible sourcing and reusables (Gevme, 2024).
[bookmark: _heading=h.p0c6ib5i6zto]6.6 Industry Attractiveness, Market Gaps and Synthesis
[bookmark: _heading=h.6oosic2zlqhh]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 the 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 businesses to advertise services that can be differentiated, unlike having one uniform for all.
[bookmark: _heading=h.2s9goyfmy277]6.6.2 Competitive Gap
There are just two major competitive challenges: self-service digital planning versus a 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.prm2qjktoh8y]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 spends significantly more 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 are 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 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: _heading=h.x0ix6wn2kzo7]Chapter 7: Business Strategy
[bookmark: _heading=h.upah3995cndr]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: _heading=h.ctkvbogcnaga]7.2 External Analysis: Competitive Environment
[bookmark: _heading=h.bi91t61bfi4v]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: _heading=h.80sl873jkxd4]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: _heading=h.ia1mtc6hqorg]7.2.3 Competitive gap
This is the space that is available 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: _heading=h.5jturbr9wvyu]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: _heading=h.1r3164tw5rvg]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 7. 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: _heading=h.hlvn3q4lsb7z]7.4 SWOT Analysis
Table 8. 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: _heading=h.gepdmv6ftb6k]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: _heading=h.u0tl8d1rxlpc]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: _heading=h.2vc9p8lv77ph]7.7 Competitive Advantage
Table 9. 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: _heading=h.1ak03a5i9vn2]7.8 Securing Key Success Factors
Table 10. 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: _heading=h.hisyfynwcj5r]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 fits 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: _heading=h.gy654q8vcbr6]Chapter 8: Business Model Canvas
[bookmark: _heading=h.2e38psmfurfy]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 11. 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: _heading=h.yz2h3fetu087]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: _heading=h.jcx7sn3yupk8]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: _heading=h.ek8cp36tfcb5]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: _heading=h.t1h1prgy4pb0]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 process. 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: _heading=h.l1uvqerw0uai]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: _heading=h.ldq8poo2isli]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: _heading=h.fm4c4d9ihga8]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: _heading=h.vqzzpfpqgk6k]8.9 Key Partnerships
Venues, photographers, florists, caterers, decorators and entertainers together with other specialist wedding suppliers will all be 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: _heading=h.7ho5mavp9llc]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: _heading=h.qp08olo1c4lr]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 relationships 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: _heading=h.exswoz9qxcq]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, partners and revenues into one model that lays a foundation for the following financial, marketing and human-capital plans.


[bookmark: _heading=h.66haqdkjhrh5]Chapter 9: Financial Marketing & Human Capital Management Plan
[bookmark: _heading=h.3w2t8qxctfml]9.1 Integrated plan overview
The chapter integrates financial, capital and human resource capital plans to evaluate the commercial viability of  EverAfter Weddings in London, UK. The framework used is Segmentation, Targeting, and Positioning (STP) to target a specific customer base, 4 Ps of the marketing mix (product, price, place, and promotion) to align with specific customer needs or wants, and customer journey mapping and a marketing funnel to map the customer journey. The financial plan quantifies the development of market viability; marketing drives the serviceable obtainable market, and human capital is crucial to drive and deliver personalisation, ensuring consistency and scalability.
[bookmark: _heading=h.kqtqhmmxfbdc]9.2 Financial plan
Financial Assumptions
The £3,500 charge for full wedding planning is not an estimate, but one based on competitor prices (Refer to Appendix 1). Similar wedding planners offer full-package wedding planning services in the range of £3,000 to £4,000, and EverAfter is offering a similar price. This is especially relevant because EverAfter is a new player and must appeal to customers while providing personalised planning, supplier coordination, and digital support. The £2,000 partial planning fee and £1,200 event-day coordinating fee also offer a cheaper option for those customers who did not need as much assistance. Thus, the pricing is differentiated and competitively priced as per EverAfter's differentiation (Albers et al, 2021).
Start-up Costs and Initial Funding Requirement
The initial estimated funding need of £13,475 is for the resources required to start the EverAfter project with little to no physical development (Refer to Appendix 1). The biggest expenditure is for working capital, £5,000, which will provide liquidity in the first trading period, when bookings may be irregular. A further £1,500 will be spent on marketing to launch, followed by customer acquisition and brand awareness. The cost of website development (£1,000), equipment (£1,200), software (£600), insurance (£500), recruitment and training (£1,000) and other professional setup costs are required to have the site up and running. 
Revenue and Operating Cost Forecast
The yearly revenue forecast is based on 28 bookings, including six full planning bookings, ten partial planning bookings and twelve event-day coordination bookings (Refer to Appendix 1). At the proposed prices, these generate £21,000, £20,000 and £14,400, respectively, giving total revenue of £55,400. This is a variable allowance of 32% on revenue (£17,728) to include contractor delivery, supplier costs, travel and payment costs. Fixed operating costs are estimated at £9,900 for marketing, digital systems, insurance, professional services, administration and communication.
Three-Year Financial Projection
The three-year forecast is based on the assumption of steady growth as EverAfter gains in reputation, referrals and supplier networking. Revenue is expected to rise from £55,400 in Year 1 to £65,300 in Year 2 and £76,400 in Year 3, primarily driven by increased client numbers (Refer to Appendix 1). Contractor delivery costs, supplier costs, travel and payment charges are estimated at 32% of revenue, with variable costs. For the same business, marketing, digital systems and administration grow with the business, which increases the fixed operating cost to £12,860 from £9,900. This therefore implies that operating profit is expected to improve from £27,772 to £39,092, which shows that the profitability of the business would improve and there would be enough scope for the business to expand.
Break-even Analysis
Break-even analysis is used to determine how many items need to be sold to break even on the fixed operating costs of EverAfter. With annual fixed costs of £9,900, contribution per client is £2,800 for full planning (£3,500 − £700), £1,600 for partial planning (£2,000 − £400) and £960 for event-day coordination (£1,200 − £240) (Refer to Appendix 1). The break-even points then are respectively 3.54, 6.19, and 10.31 clients, which round to 4, 7 and 11 clients. No service is ahead of schedule in terms of the number of clients, exceeding individual break-even points of 6, 10 and 12 clients. This means that the planned pricing and cost structure is viable at the planned volume in Year 1. 
Sensitivity and Scenario Analysis
A sensitivity analysis is conducted to determine if financial viability exists in the event of a change in client demand for EverAfter. The base case calls for a revenue of £55,400 and an operating profit of £27,772, with 28 clients (Refer to Appendix 1). The downside case cuts down to 20 clients and results in a revenue of £38,800 and a profit of £16,484. The upside case will raise the demand to 34 clients, the revenue to £69,600 and the profit to £37,428. In these scenarios, the most important financial sensitivity is client volume due to relatively low fixed costs.
[bookmark: _heading=h.mggigybh652t]9.3 Marketing and Sales Plan
[bookmark: _heading=h.oul6m5ypym2t]9.3.1 STP 
Segmentation
Table 12. Customer segmentation for EverAfter Weddings
Segmentation  Types 	Variables 
Demographic	Age: 28-38 years	Income: £35k-£75k	Occupation: Professionals	Education: Graduate degree, research-savvy	Life-stage:  First-time wedding/ late millennial
Geographic	Location: Central, West, North, South, East London	Venue: Premium venues	Travel distance: 50 miles radius
Psychographic	Values: Personalisation, authenticity, transparency, sustainability, control	Lifestyle: Time-poor, dual-career, Instagram/Pinterest active	Personality: Perfectionist, detail-oriented	Attitudes: Willing to pay a premium for convenience and assurance
Behavioural 	Benefits sought: Solves uncertainty and coordination stress	Usage rate: One-time high involvement, high emotional significance 	Loyalty: High referral potential 	Buyer readiness: Consultations  and booking

Source: Self-Developed
Based on the above customer segmentation variables, by segmenting potential customers, EverAfter Weddings will benefit in terms of tiered pricing to capture both ends of the polarised market and gain the attention of the premium segment where personalisation is valued (Sap Media, 2026). The UK wedding venues sector reached an estimated £3.9 billion as of 2025 and is driven by the willingness of couples to spend on premium venue experiences (Whitaker, 2026). For EverAfter Weddings, venue clusters are likely to reduce supplier logistics and leverage London's premium. Positioning high personalisation over high convenience will help to fill the market gap, and control can be retained through personalised planning and professional coordination (Whitaker, 2026). 71% of couples use Bridebook wedding review tools to plan their wedding (Bridebook, 2025). The portal within a budget addresses the benefit of control.
Targeting 
Table 13.  Customer Story Persona for EverAfter Weddings
	Customer Story	Olivia and Daniel (fiancé) got engaged after 5 years together. Both work full-time and started researching on Bridebook, where wedding planners created overwhelm
Name: Olivia Smith 	Age: 30	Location: South West London	Occupation: Senior Marketing Manager	Goals: 	Wants a distinctive, personalised wedding for guests within budget 	Retain control and enjoy engagement	Sustainable curated suppliers and digital convenience to track progress 
Needs	Curated supplier panel not overwhelming	Transparent pricing with no hidden commissions 	Professional on-day coordination 	Pain Points	Time-poor, overwhelmed by supplier uncertainty and coordination complexity	Fear of unreliable suppliers	Frustrated by generic packages and hidden commissions
Motivation	Seeks assurance, empathy, and personalisation; UK Alliance of Wedding Planners (UKAWP) accreditation; testimonials; and social media showing real weddings. 

Source: Self-Developed
Positioning 
Figure 5. Market position of EverAfter Weddings among rivals 
[image: ]
Source: Self-Developed
EverAfter Weddings operates in a moderately fragmented UK wedding planning market with the presence of high-end planners and boutique agencies (Future Market Insights, 2025). The market for new planners, such as EverAfter Weddings, shows low capital entry but high ability and reputation barriers. In this regard, competitors such as Bridebook highlight low personalisation and high convenience, and large London agencies, such as Quintessentially Weddings, show medium personalisation and medium convenience. However, customers prefer a combination of convenience, personalisation, technology adoption, transparency, and efficiency in all-in-one wedding packages (Allied Market Research, 2022). In this regard, EverAfter Weddings, aiming to become a boutique planning service to deliver personalised planning, professional coordination and digital convenience, can retain control with the combination of curated supplier access and market transparency.
[bookmark: _heading=h.ibyn9olk9cj5]9.3.2 Marketing Mix: 4Ps 
Product: The service portfolio of EverAfter Weddings will consist of Bespoke to on-day coordination, curated in accordance with the supplier panel, including a client portal and moodboard budget tracker. Bespoke event planning is in high demand in response to meeting goals, tastes, and audiences through personalisation (Parry, 2025). The service portfolio will benefit EverAfter Weddings by filling high personalisation or high convenience gaps. 
Price: In wedding planning packages, compelling tiered packages will boost expertise, thereby enabling the service to serve clients' needs based on from budget-conscious buyers to premium users (Zuora, 2024). EverAfter Weddings will leverage a tiered pricing strategy to maintain transparency and address clients' hidden commission concerns.
Place: Direct-to-consumer (DTC) hybrid model to sell services directly to the target customer base and to build long-lasting relationships through wedding service differentiation (Renard, 2025). Through a DTC hybrid Central/West London clusters can be targeted based on daily searches via digital presence. 
Promotion: 72% of couples prefer watching virtual venue tours before getting in touch  (Potgieter, 2025). Social media platforms, such as TikTok, play a crucial role; 34% of couples rely on short-form video content for ideas, venues and suppliers to gain insights into real weddings and customer testimonials (Potgieter, 2025). EverAfter Weddings' social media is effective in driving conversion, supplier referrals, inquiries and testimonials to build trust. 
[bookmark: _heading=h.dic53dtyjypn]9.3.3 Customer Journey 
Table 14. Customer Journey EverAfter Weddings
Customer Stage	Customer Goals 	Customer Actions 	Touchpoints	Customer Thoughts 	Experience 	Pain Points 	Opportunities to Improve 
Awareness	Find trusted wedding planner for London	Google 37k daily searches and scroll Instagram/TikTok  	Instagram Reels, Bridebook couples review  (Bridebook, 2025)	Too many options, “who  are to be relied on”	Passive inspiration	Generic platform listings and hidden  commission fees	Boost search engine optimisation (SEO) and show real weddings on social media 
Consideration	Compare value vs avg fee	Watches portal demo, compares planners	Website, auto-reply and portal trial	Understand vision and need	Evaluates credibility UKAWP (Miles, 2020) 	Time-poor, slow replies 	Transparent commission deck, testimonials
 Acquisition	Secure date, retain control and  lock budget	Books consult	Hybrid consult/ budget tracker setup	Need assurance supplier 	Active decision bookings	Fear of unreliable and off-peak pressure	Improve SOP checklist  and contingency plan
Service 	Personalised planning with minimal stress	Consultations/curated panel via portal moodboard	Client portal, unlimited communication and  venue meetings	Expects execution matches plan	Co-creation SERVQUAL empathy	Coordination complexity	Response, supplier Service Level Agreement (SLA)  to measure service metrics (Overby et al.,, 2024) 
Retention 	Enjoy wedding, refer and become advocate 	Leaves positive review, refers  friends 	Google review, referral program	Delighted to  refer	Enhance Net Promoter Score (NPS) 	Post-wedding drop-off	Post-service newsletter and anniversary card

Source: Self-Developed
[bookmark: _heading=h.e0tfo05qg190]9.3.4 Funnel or Relationship Marketing 
Table 15. Funnel & Relationship Marketing for EverAfter Weddings
Funnel Stage	Volume	Channel	Conversion	Revenue Impact
Awareness	Increase monthly impressions	Instagram and Bridebook referral platform 	Leverage Click-Through Rate (CTR) to boost yearly inquiries target	Fills at least £8,625 lean budget
Interest	Boost inquiries	Website portal demo	At least 40% increase in consults 	Acquisition of at least 10k-£35k budget through qualified leads
Consideration	Increase consults	Free 30 mins hybrid consult	Increase quarterly bookings by at least 15	Mitigates high buyer power
Acquisition	Increase yearly bookings at latest by 20%	Bespoke 	Signature mix conversion 	Contributes £55,400 revenue 	 
Loyalty	Weddings bookings 	NPS excellence 	At least 50% referrals by year 2	Reduces CAC and increases Lifetime Value (LTV) 

Source: Self-Developed 
[bookmark: _heading=h.defr3cvomili]9.4 Human capital management plan
[bookmark: _heading=h.hp2qji99h2em]9.4.1 Organisational Design
The organisational design of EverAfter Weddings will align with Greiner's growth model, from Stage 1 creativity to Stage 2 direction. According to Swiatek (2026), Greiner's business growth stage model of Greiner is significant for creating new opportunities across stages, including growth through creativity and growth through direction. In this aspect, in the initial phase of launch, the founder will rely on a simple, centralised structure to maintain agility, show direct client empathy and keep overhead low, consistent with lean startup principles. This will help the top management team (TMT) to formulate strategic decisions and evolve towards a functional organisational structure to respond and adapt to challenges of the London wedding marketplace (Eriksson et al., 2020).   As a result, the founder will be able to set distinct planning in the pursuit of client operations and supporting marketing coordination roles, thereby retaining adhocratic project teams per wedding. Thus, the design is crucial for preserving personalisation as a core differentiator against platform aggregators, while adding concerns such as standard operating procedures.
[bookmark: _heading=h.rnyq13i2t4bx]9.4.2 Workforce Planning
In support of the workforce, EverAfter Weddings will adopt workforce demand forecasting. The Society for Human Resource Management (SHRM) defines workforce demand forecasting as crucial for meeting the requirements of an organisation based on full-time equivalents (FTEs), skills, and labour capacity in terms of effectively executing strategy and meeting goals (ANA, 2020). For EverAfter Weddings, the planning will help to harness funnel conversion from inquiry to booking and seasonality concentration, where insufficient and permanent hire becomes more efficient than variable staffing. Thus, workforce flexibility will be managed through a freelance bench. 
[bookmark: _heading=h.og6975b76o6e]9.4.3 Recruitment and Selection
EverAfter Weddings will follow a person–organisation (P–O) fit approach in support of a client-centric attitude. Paleń-Tondel (2025) cites the P–O fit approach as significant in translating values into compatibility between employees and organisations, and it evolves with the employment lifecycle needs of an individual and as conditions change in an organisation. In this regard, recruitment channels of EverAfter Weddings will focus on niche industry networks and supplier referrals in terms of attracting culturally aligned candidates having a familiarity with evolving wedding boutique planning ethos of the UK, particularly London. As a result, the section will leverage initial screening of portfolio and scenario-based motivation to ensure long-term quality and reduce market risk.
[bookmark: _heading=h.cb4t51r18gvw]9.4.4 Training, Reward & Motivation
In terms of meeting workplace needs, the human resource management approach for EverAfter Weddings will align with Herzberg's two-factor model. Lee et al. (2022) suggest that the two-factor theory of Herzberg shows the significance of sets of factors, motivation and hygiene factors in influencing the parameters of job satisfaction and dissatisfaction. The formal training of EverAfter Weddings will meet CPD (Continuing Professional Development) accreditation in terms of ensuring that the employee meets Continuing Professional Development standards of the UK (CPD Group, 2026). Besides, rewards will help to balance hygiene and motivators, where financial rewards will include base salary plus profit, and non-financial rewards will include autonomy in managing client portfolio and recognition based on client testimonials. Motivation strategy will be ensured with a flexible working environment and work-life balance, particularly during peak season.
[bookmark: _heading=h.k967868lbp5e]9.5 Integration and conclusion
The business model plan for EverAfter Weddings London demonstrates internal consistency across financial, marketing and sales, and human capital management. The customer journey and funnel approach/relationship marketing shows a direct link with workforce planning, where demand forecasting is ensured to drive capacity decisions from freelance to permanent hires. The plan also reflects the achievement of scalability through a low fixed cost base, standard operating procedures and a curated supplier panel and referral-driven relationship marketing strategy. The major assumption of planning centres on enquiry generation from digital channels, conversion effectiveness and supplier reliability. However, risks include seasonality concentration, supplier failure and demand volatility, which must be mitigated through flexible resourcing, off-peak incentives and cash flow management.



[bookmark: _heading=h.s63xbb3rdsx2]

[bookmark: _heading=h.uo2xpur25fqx]Chapter 10: Operations Plan
[bookmark: _heading=h.rpi2o15vqdq3]10.1 Operating Model, Scope, and Frameworks
The Operating Model Scope mainly defines the boundaries, core functions, as well as structural limits that are essential to deliver personalised wedding experiences for developing the EverAfter Wedding within London. The target market is premium, highly personalised weddings in London, as wedding costs in London are double those in Wales. Wales has been the cheapest region to get married in the UK, as the cost of a wedding is £15,500 on average in 2023, which is almost double that of London (Espinosa, 2025). The framework integrates SERVQUAL with the Resource-Based View framework to successfully build a sustainable competitive edge. 
[bookmark: _heading=h.2zqff08704c]10.2 Operational Workflow and Capacity
Event management is a significant process of key areas such as planning and organising. And exciting events like weddings (Akanshha, 2026). However, the process involved in the wedding event regarding the event is showcased in Figure 6. The key processes that will be prioritised and included in the operational activities involve understanding the needs of the client, making a plan, and creating a budget too. Next steps include venue and vendor booking, design and promotion if required and proper coordination and execution. The remaining significant steps in the workflow include Event Day Management and Wrap-up and Feedback. 
Figure 6. Operational Workflow of Event Management
[image: ]
Source: Self-Developed
Apart from these initiatives, there can be the incorporation of AI within wedding planning, as it may provide key advantages, and its budget needs to be set earlier. The use of Artificial Intelligence (AI) in work processes may assist in automating tasks that allow for saving the time of the planners. Additionally, properly leveraging AI within the wedding planning industry may help enhance efficiency in numerous aspects (Paduano, 2025). The concepts associated with AI may be applied that may help to cut operational costs and reduce errors, which allows for more profitable and better outcomes. 
[bookmark: _heading=h.5girg3kbw124]10.3 Location, Facilities, Equipment, and Technology
Table 16. Location, Facilities, Equipment, and Technology
Category	Details & Requirements
Locations	-Central London: High-end client consultations, boutique office.	-West London: Both Premium storage and a logistics hub.	-North, South, & East London: Required regional satellite coordination desks along with the local vendor liaisons.
Facilities & Premises	-Type/Size: 1,500 sq. ft. central hub + 4,500 sq. ft. West London storage and warehouse.	-Layout: Open-plan design studio, inventory staging zones,  private client consultation pods, and secure loading dock	-Accessibility & Security: ADA-compliant ramps,  alarmed storage bays, 24/7 CCTV, and biometric access control
Equipment	-Machinery/Tools: Professional AV presentation gear, pipe-and-drape systems,  event setup kits	-Vehicles: 3 branded cargo vans mainly for decor and equipment transport.	-Acquisition/Maintenance: Leased vehicles, particularly on 3-year contracts and annual service contracts for both AV and heavy gear.
Customer-Facing Tech	-Website/App: Custom client portal and  mobile-responsive portfolio 	-Operations: Key operations include integrated booking calendar, automated invoicing, Stripe payment gateway and digital mood boards 	-CRM/Loyalty: HubSpot CRM for post-wedding automated feedback/referral loops and even for lead tracking

Source: Self-Developed
[bookmark: _heading=h.um8eob4a5jtc]10.4 Supply Chain, Procurement, Inventory, and Logistics
Table 17. Supply Chain, Procurement, Inventory, and Logistics
Concept	Definition	Application for EverAfter Weddings in London
Supply Chain	The entire network of organisations, required people, different activities and resources that are involved mainly in moving a service or any product from the supplier to the consumer. 	Properly managing the end-to-end network of floral farms, decor manufacturers, entertainment agencies, caterers, and venues to deliver the overall wedding experience.
Procurement	The process of finding, acquiring, and purchasing goods, services, or works from an external source, often via tendering or competitive bidding.	Both sourcing and contracting vetted London-based suppliers like historic venues within Mayfair, bespoke cake designers, and professional photographers while also negotiating costs as well as service level agreements (SLAs).
Inventory	The raw materials, work-in-progress, and accurately finished goods or items that are held by a business to accurately support both production and client demands	Tracking physical assets owned or rented by the planner, like emergency styling kits, sample table settings, signage, and decorative props stored within the London hub.
Logistics	The detailed coordination and management of complex operations involving the transport, storage, and flow of goods and people	Systematically managing the day-of timeline, including the precise transport of flowers, equipment delivery slots within restricted London traffic zones, along with proper crew scheduling

Source: Self-Developed
[bookmark: _heading=h.3zfle4lbimje]10.5 Quality, Compliance, and Operational Controls
Table 18. Quality, Compliance, and Operational Controls
Control Category	Key Measures	Core Objective
Quality Controls	Key measures that are prioritised specifically for quality control mainly include vendor vetting, SLAs, and milestone reviews.	The main goal is to systematically maintain high-end, flaw-free standards.
Compliance Controls	While the key measures that are focused specifically for the compliance control are including the GDPR data protection, health & safety, and it also includes the active insurance.	Key objectives are to effectively mitigate legal risks as well as ensure safety.
Operational Controls	Important measures that are essential for the operational controls are the live-sync software, master timelines, and it also includes proper weather contingency plans.	The key objective mainly for operational control is to effectively prevent overspending and further ensure seamless delivery.

Source: Self-Developed
The above measures are prioritised for operational control and mitigating any issues during the implementation of the strategies. Additionally, these initiatives may help to make any necessary changes in the ongoing processes and help to gain better outcomes as well. 
[bookmark: _heading=h.jvae7xrar7p6]10.6 Operational Synthesis
The operational framework specifically for Ever After Weddings mainly translates hyper-personalised wedding experiences that is directly into well-structured client pathways and lifecycle phases as well. At the same time, the service delivery mainly spans tactical consultations, partial sourcing, as well as full-service event architecture, which are further supported by centralised digital tools. EverAfter is significant in that it strongly brings the practical plan, guest experience and payments within one organised workspace that is even without crowding the first impression (EverAfter Planner, 2026). EverAfter also brings it all together within one calm, beautiful place so that one can stay organised, save time and enjoy the build-up to the wedding.






[bookmark: _heading=h.sjz2dycyrv8s]

[bookmark: _heading=h.9jtpolmuk3us]Chapter 11: Feasibility Analysis
[bookmark: _heading=h.vy9c4qy8093y]11.1 Ethical and Market Feasibility 
The proposed model of service delivery is based on promoting customer trust, transparency, personalisation and taking responsibility for supplier relationships; EverAfter Weddings is both ethically sound and feasible. According to Phythian and Kirby (2025), the Information Commissioner's Office (ICO) is particularly encouraging start-up companies to consider data protection from the outset, as information management helps to ensure compliance and customer confidence. A report by Sales and Shefford (2025) on the “Competition and Markets Authority (CMA)” Guidance under the “Digital Markets, Competition and Consumers (DMCC) Act 2024” states that businesses must give clear information about the price, treat customers fairly and ensure that contracts are fair practices. 
Figure 7. Average wedding costs in the UK, 2026. 
[image: ]
Source: Adopted From: Burke, 2026.
The market feasibility of EverAfter Weddings is relatively high due to its clear niche in the market between self-service digital wedding planning solutions and the high-touch approach. The segments identified in the proposal are time-constrained London couples, customers who need a personalised form of support and provide full planning, partial planning and event day coordination. A report by Burke (2026) states that the average wedding in the UK is £20,604, with London being the highest regional at £26,986 (Refer to Figure 7). In support, Weidig, Weippert and Kuehnl (2024) stated that creating personalised touchpoints can have a positive impact on customer experience. Thus, it can be stated that market feasibility relies on building up reputation and supplier networks, and not competing on price, as high buyer power and existing platforms give the planners an advantage.    
[bookmark: _heading=h.xwkrbnozznyg]11.2 Operational and Financial Feasibility
EverAfter Weddings is a viable business from an operational standpoint because the business model is not necessarily based on large amounts of physical space, or the ownership of wedding venues, catering services or special equipment. According to Farok (2023), selection of wedding venues, photographers, caterers, florists, decorators and entertainment companies are identified as key partners, as are core activities such as consultation, planning, coordination with suppliers, budgeting, scheduling, digital communication, and management on the day of the wedding. However, Gupta and Gupta (2025) argued that reliability of the supplier relationship and the standardisation of the service procedures are important for operational feasibility. Therefore, as part of operational control, the following need to be in place, such as written agreements, contingency suppliers, event checklists, defined communication standards, and post-event customer feedback from suppliers. 
The tiered revenue model of full wedding planning, part planning and event-day planning and coordination is a worthwhile financial model. A report by BrideBook (2026) shows that this particular type is ideal since the market is financially polarised, with around a quarter of all couples in the UK spending less than £10,000 whilst another quarter spend over £26,000 (Refer to Figure 8). This means that flexible packages can offer greater reach of the customer base without having to resort to a low-price strategy, which EverAfter cannot afford.  According to Cowling et al. (2025), working capital management and financing capability are crucial for the financial resilience of SMEs. Thus, increasing expansion would be done after EverAfter has established a cash cushion and examines monthly revenues, acquisition costs, contractor costs and operating margins.
Figure 8. Spending on Weddings in the UK. 
[image: ] 
Source: Adopted From: BrideBook, 2026.
[bookmark: _heading=h.88mmyi5jljc]11.3 Risks and Mitigation
Table 19. Risk Assessment and Mitigation Strategy.
	Risk(s)
	Description
	Likelihood
	Severity
	Impact
(L × S)
	Owner
	Mitigation Strategy

	Intense Competition
	Customer platforms such as Bridebook, Hitched and Rock My Wedding are increasing competition within the UK (Mike Savory, 2020).
	5
	5
	25
	Founder
	Focus on personalised differentiation, reviews, referrals and curated supplier recommendations.

	Reputational
	Poor coordination from the organisation, supplier failure or a mistake on the day of the event (Petropoulos et al., 2025).
	3
	5
	15
	Operational Lead
	Supplier screening and contracts, checklists, backup suppliers and quality monitoring through SERVQUAL.

	Seasonality
	Wedding demand spikes during certain times of the year, leading to irregular workload and cash flow (Gary, 2025).
	4
	3
	12
	Founder
	Market packages for weekdays and off-peak periods and provide incentives for early booking.

	Supplier Dependency
	Availability of venues and specialist suppliers may be limited during peak wedding periods (Albers et al., 2021).
	3
	3
	9
	Supplier Manager
	Maintain approved suppliers and establish preferred partner contracts.

	Financial Pressure
	Initial customer-acquisition costs occur before sufficient revenue has been generated (Majid, 2020).
	2
	3
	6
	Financial Lead
	Use deposits and staged payments, monitor cash flow monthly and maintain contingency reserves.

	Data Privacy Breaches
	Digital consultations and customer databases create a risk of data breach (Pool et al., 2024).
	3
	4
	12
	Founder/Data Lead
	Data minimisation, secure systems, access controls, privacy notices and staff training.

	Sustainability Expectations
	Waste, emissions and resource usage can be created during events (Toscani, Vendraminelli and Vinelli, 2024).
	4
	4
	16
	Operational Lead
	Sustainable suppliers, reuse of décor, local sourcing and waste reduction.


Analysis: The highest-scoring risks are intense competition (25), sustainability expectations (16) and reputational risk (15). Each of the other factors is worth 12 points except supplier dependency, which is 9 points; and financial pressure, which is 6 points. So the initial focus of operational attention should be on competition, sustainability and reputational protection and seasonality and data privacy should be under continued control. While it may not have the highest numerical approach (for instance, unpaid invoices), it is definitely of strategic value since the business can only rely on early cash management, staged client payments and protection of its working capital reserve. This is NOT a change to the risk score – it's a professional-judgement consideration. Therefore, the reliability of suppliers, clear communication with customers, and consideration and action planning on the day of the event should be left in the filters of operational control. During periods of market turmoil financial controls are also essential for resilience (Ngoc Thanh and Van, 2025) and customer data should be treated securely, transparently and for only specific purposes (UK Government, 2026).
[bookmark: _heading=h.34y90hp829cz]11.4 Evidence For Viability Judgement 
All available data indicates that a cautiously positive viability verdict is appropriate for EverAfter Weddings. A report by Burke (2026) shows that customers in London spend an average of £26,986 on weddings, much higher than the UK average of £20,604. The proposal also indicates a gap in the market between the digital self-service solution and traditional planning services. Thus, it serves for the positioning of EverAfter as a human-dependent business that uses human expertise, coordination of suppliers, an individual approach, and digital solutions.  However, offering personalisation of customer experience leads to better results for EverAfter Weddings.

[bookmark: _heading=h.hljig0em8tfj]Chapter 12: Implementation Plan
[bookmark: _heading=h.kjfes5842fxo]12.1 Implementation Approach and Launch Phases
EverAfter Weddings needs to proceed in stages and progressively, so the founder can test the service, supplier system and digital systems and make sure that they are valid before investing more resources. According to Arun and Azhagiri (2025), the implementation of Multi-Agent Reinforcement Learning (MARL) and Deep Reinforcement Learning (DRL) is under a resource-constrained situation.
Table 20. Launch Phases 
Illustrative Phase	Typical Activities
Preparation	Register business, complete £13,475 funding, insurance, branding, website, booking/payment systems and operating procedures.
Supplier and Service Readiness	Establish agreements and service standards, contingency suppliers, three service packages; approve venues and specialist suppliers. 
Soft Launch 	Test consultations, digital portal, customer journey, quotations, deposit and event coordination with the initial customers.
Market Launch 	Use of Instagram, website, converted referral enquiries to bookings, Bridebook presence.
Review and Scale	Before scaling up capacity, review customer feedback, NPS, bookings, margins and supplier performance.

Source: Self-Developed
[bookmark: _heading=h.4ogmulpg4e1g]12.2 Milestones and Timeline
 Table 21. Milestone and launch readiness criteria. 
Possible Milestone	Evidence to Show the Milestone is Achieved 
Completion of the Business Setup 	Verification of registration, insurance, and legal documents. 
Working Digital Infrastructure	Website, CRM, booking calendar, invoicing and payment gateway effectively tested. 
Creation of Supplier Network 	Collection of signed and approved suppliers documented and agreements. 
Finishing Soft Launch 	Successfully completed and delivered first consultations and customer journeys. 
Commercial Launch Completion 	Bookings made commercially, launch marketing activated.

Source: Self-Developed
Table 22. Timetable and Gantt Chart. 
Activity	Timing 	Dependency 	Owner / Resource
Business/legal set-up	Month 1	Funding	Founder 
Website, CRM, and  Systems	Month 1-2	Business Setup 	Founder 
Onboarding of Suppliers	Month 1-2	Supplier Criteria 	Supplier Manager 
Marketing Soft Launch 	Month 3	Digital System	Marketing Lead 
First Bookings	Month 3-6	Complete Readiness 	Founder 
Performance Review	Month 6	Customer Data	Founder

Source: Self-Developed
Table 22. Implementation Timetable and Gantt Chart.
	Activity
	Timing
	Dependency
	Owner / Resource
	M1
	M2
	M3
	M4
	M5
	M6
	M7
	M8

	Business/legal set-up
	M1
	Funding
	Founder
	■
	
	
	
	
	
	
	

	Website, CRM and payment systems
	M1–M2
	Business set-up
	Founder
	■
	■
	
	
	
	
	
	

	Supplier onboarding
	M1–M2
	Supplier criteria
	Supplier Manager
	■
	■
	
	
	
	
	
	

	Branding and launch marketing preparation
	M1–M2
	Business set-up
	Marketing Lead
	■
	■
	
	
	
	
	
	

	Staff recruitment/training
	M2-M3
	Operational plan
	Founder / Operational Lead
	
	■
	■
	
	
	
	
	

	Soft launch
	M3
	Digital and supplier readiness
	Marketing Lead / Founder
	
	
	■
	
	
	
	
	

	First commercial bookings
	M4–M7
	Soft launch completion
	Founder
	
	
	
	■
	■
	■
	■
	

	Performance review
	M6-M8
	Customer and booking data
	Founder
	
	
	
	
	
	■
	■
	■


[bookmark: _heading=h.84vu6jy37972]12.3 Resource Allocation and Priorities
Short-term launch priorities: 
· Raise £13,475 funding to start-up and safeguard £5,000 working capital reserve.
· Full website, CRM, booking/payment systems and full branding.
· Provide initial planning and coordination support by recruiting/training.
· Develop a registered supplier system and operations.
Longer-term development priorities
· Increase the number of supplier relationships and capacity for events.
· Enhance personalisation and CRM analytics in digital.
· Build up referral and loyalty activity.
Table 23. Resource allocation. 
Resource Area	What to Specify 
Finance 	Working capital £5,000 (prioritise); Start-up requirement £13,475; and Launch marketing £1,500 (prioritise).
People 	Founder, operational management, planning and coordinating contractors, and supplier management.
Technology 	Websites, client portal, CRMs, booking calendars, automated invoicing and payment gateways.
Suppliers 	Appropriate venues, photographers, florists, caterers, decorators and entertainment providers.
Marketing 	Instagram, website, Bridebook referral, consultations and customer-review/referral mechanisms.

Source: Self-Developed
[bookmark: _heading=h.qil1cumvhs8q]12.4 KPIs, Monitoring and Control
Table 24. KPIs, Monitoring and Control
Category	Key Performance Indicator (KPI)	Monitoring Method	Control Mechanism
Financial	Budget Variance Rate	Weekly financial tracking through event expense software as well as reconciled bank statements	Enforce strict spending caps, need secondary approval is required for any vendor quote exceeding the allocated categories by more than 5%.
Client Satisfaction	Net Promoter Score (NPS) & Client CSAT	Automated survey distribution 7 days post-event, recording both qualitative and quantitative scores	Immediate service recovery protocol and management review for any satisfaction score below 8/10.
Vendor Performance	Vendor On-Time Delivery Rate	Day-of coordinator milestone checklist along with real-time communication logs	Systematically maintain a vetted backup vendor roster mainly within the London area to replace non-performing or may delayed suppliers instantly
Operational Efficiency	Timeline Adherence	Monthly milestone audits using digital project management and CRM tools	Re-allocate internal planning hours or assign assistant coordinators if a project falls around 10% behind schedule.
Marketing & Growth	Client Acquisition Cost (CAC) & Referral Rate	Quarterly analytics review through CRM and intake source tracking	Properly adjust digital advertising budgets and incentivise past client referral discounts instantly

Source: Self-Developed
[bookmark: _heading=h.xqfk1nllhwd3]12.5 Change Management and Implementation Risks
Table 25. Change Management & Implementation Risks Matrix
Risk Category	Mitigation Strategy	Impact Level
Operational Risk		High	Properly build a vetted tier-1 local vendor network, mainly with strict Service Level Agreements (SLAs).
Change Management		Medium	Systematically enforce a formalised change-request protocol and effectively capped revision milestones within client contracts
Financial Risk		High	Accurate well-structure payment schedules, particularly with larger upfront deposits
Market / Adoption Risk		Medium	Sufficient active concurrent bookings, each accurately planned, to preserve quality control.
Technology / Data Risk	High	Implement GDPR-compliant data storage as well as secure project management tools.

Source: Self-Developed
[bookmark: _heading=h.t6lx08mr8i7v]12.6 Implementation Readiness Summary
EverAfter Weddings is moderately to highly ready to implement, if the launch is conducted in a carefully managed and economical fashion. According to Kahveci (2025), SMEs have improved outcomes when they are systematically adopting, implementing and continuously improving their digital transformation instead of trying to transform in one go. The approach towards the execution is to develop the financial foundation, and then digital infrastructure, supplier relationships, service processes and a small soft launch and then gradually promote the market.  Standards of customer communication, transparency of pricing and measures of service quality should also be in place.
[bookmark: _heading=h.mjzm8v35zqh]

[bookmark: _heading=h.wh1kr2nsk2wm]Chapter 13: Conclusion and Recommendations
[bookmark: _heading=h.dsmke6tlcqkt]13.1 Critical Evaluation of Applied Theories and Frameworks
Developing EverAfter Weddings involved adopting a few academic models that offered different analyses and served as useful concepts, but each had its own conceptual weaknesses. Barney's Resource-Based View (RBV) and the VRIO framework helped the venture shift its strategic focus away from easily duplicated digital toolsets toward imperfect capabilities that require social knowledge (Davies et al., 2023). As 86% of UK businesses are already using digitized data systems, the adoption of digital tools is giving businesses only a temporary level of parity, RBV showed. Rather, a sustainable competitive advantage comes from tacit coordination between humans, discovery through empathy with customers, and vetted and exclusive supplier networks (Bakashaba and Bindeeba, 2025). 
RBV, however, showed an inward bias in its performance, in that it was not satisfactorily responsive to external macro-economic variables, nor to the acute demand seasonality found in the London wedding sector. To deal with the issue of service execution, Parasuraman, Zeithaml and Berry introduced a well-developed operational architecture that covered the five dimensions of service: Reliability, Responsiveness, Assurance, Empathy, and Tangibles (Jonkisz et al., 2022). The empathy and assurance aspects were key in helping to alleviate client fears in an industry that is so sensitive and emotionally driven, and where mistakes can have unprecedented consequences for a company's reputation. 
However, the traditional SERVQUAL needed contextual adjustments because it is a classical formulation that is focused on physical features and less on the customer journey in the modern context, which is represented by the hybrid, multi-channel approach (Sumi and Kabir, 2021). The integration of RBV with SERVQUAL and Porter's Five Forces, together with the Business Model Canvas, was a successful bridge between asset orchestration and external positioning in a competitive environment and value capture.
[bookmark: _heading=h.78t1f61dpz7t]13.2 Synthesis of Research Findings and Objective Alignment
This business proposal answered the main research question (MRQ): Is EverAfter Weddings a commercially viable business in the London wedding planning market? 
Market Opportunity (Objective 1 & 2): Secondary market research confirmed that London was the most profitable region in the UK, with an average marriage spend of £26,986, which is 31% higher than the national average (£20,604). There was evidence of structural spending polarisation in the market, with 25% of couples spending less than £10,000 and 25% spending more than £26,000. This confirmed the multi-tier scheme and the rejection of the single-tier pricing model (The Sap Media, 2026).
Competitive Void (Objective 3): Mapping found a niche in the middle that has no luxury agency with high retainers and time-strapped professionals who are overwhelmed by choice paralysis from algorithmic self-service directories (e.g., Bridebook, Hitched) (Bridebook, 2026).
Strategic & Commercial Viability (Objective 4 & 5): Financial modelling was undertaken and economic viability confirmed on lean operational overheads. The initial capital investment is £13,475 with revenues for year 1 of £55,400 and operating profit of £27,772 across 28 clients; all service lines operate above break-even.
[bookmark: _heading=h.nordybluu69g]13.3 Overall Feasibility Judgement and Strategic Recommendations
Ethical, market, operational and financial evidence synthesized supports a clear conditional-go decision. The commercial launch should be completed after meeting the following strategic recommendations in priority order:
Recommendation 1: Formalise Vetted Supplier Service Level Agreements (High / Immediate). To safeguard the brand, EverAfter needs to close binding SLAs with a core group of 15 vendors across London (venues, florists, caterers, photographers) which guarantees performance, timeliness, pricing clarity and emergency substitution (Overby et al., 2024).  
Recommendation 2: Conduct a Phased Soft-Launch Validation (Priority: High / Month 3). EverAfter needs to pull off three initial weddings at an introductory cost recovery before going on the market commercially (Arun and Azhagiri, 2025).  
Recommendation 3: Conduct Off-Peak Revenue Smoothing (Medium / Post-Launch). With 47% of UK weddings taking place on Saturday and 17% focusing on August, management is faced with the challenge of introducing discounted wedding packages for corporate events and promotions, and cheaper rates for weddings on weekdays to protect the seasonal cash flow and staff retention.  
Recommendation 4: Keep Liquidity and Working Capital Ratios (High / Ongoing). Management needs to put in place an untouchable £5,000 cash reserve and a compulsory 50% upfront client deposit to protect against the unpredictable delivery outlays of contractors and the delayed settlements by clients (Bridebook, 2026). 
[bookmark: _heading=h.dl703y7rblh8]13.4 Future Development and Research Horizons
Primary empirical field research should be carried out directly with the couples in London to measure the price elasticity for the bespoke add-on services, in order to facilitate the scalability beyond Year 2. In addition, an exploratory approach should be taken to developing AI-based scheduling solutions for workflows to automate administrative workflows and allow operational resources to be dedicated to high-touch human interactions (Paduano, 2025).
[bookmark: _heading=h.ttrkqheamwlj]

[bookmark: _heading=h.67gi08tc4h4l]Chapter 14: Reflection
[bookmark: _heading=h.e3bd864wd3fg]14.1 Description of the Research and Business Development Experience
The Business Development Proposal for EverAfter Weddings that was developed in the LCMB7037 module was a very intensive and multi-dimensional learning process. The project required being conceptualised as a business from the beginning, critically analyze the market demand, developing a strategy, creating operations and doing financial forecasting (Kandasamy, 2026). Being an independent researcher, while having to gather a lot of secondary information and also a lot of academic synthesis, the project was similar to the many ambiguous issues that an entrepreneur would have to consider when evaluating market entry.
The key experiential task focused on how to use secondary reports from industry sources such as Bridebook, Hitched, and ONS to gain actionable commercial intelligence and how to integrate these metrics into commercial and strategic frameworks such as Barney's Resource-Based View (RBV) and Parasuraman's SERVQUAL. Dealing with the conflicting industry information and a critical, non-industry perspective required my personal drive to persevere, critical interpretation and academic project management skills.
[bookmark: _heading=h.uww8wu3audll]14.2 Feelings and Critical Evaluation of the Process
The business development idea aroused mixed feelings of professional intellectual stimulation and methodological caution. At first, I was overwhelmed by the amount of disjointed market information in the event management industry. Reports from the industry sometimes gave conflicting angles: while marketing reports presented a consistent picture of a strong trend of luxury spending, economic bulletins showed that cost-of-living pressures and reduced wedding sizes were a concern (Clar‐Novak, 2024). 
This pressure required me to look at things differently than just descriptions and put my evaluative hat on. From the beginning, I knew that the idea of an intuitive, beautifully designed digital platform would not be enough to differentiate us from our competitors. Critically, I saw that software and digital portals are the norm and easily replicated and that this venture could be susceptible to commoditization because of the simplicity of software and digital portals. One strategic milestone was the shift to tacit human service, supplier networks and emotional empathy as the key factors in achieving competitive differentiation.
[bookmark: _heading=h.65dtnuvqa0o3]14.3 Critical Analysis and Methodological Insights
The educational approach and context were integral to the project's strategic outcomes, and were methodologically shaped in Chapter 4. An interpretivist philosophy and a secondary research design with an inductive approach enabled me to investigate the subjective, idiosyncratic implications of wedding planning that are embedded in the meanings that contemporary couples give to it, meaning that I could be open to the many different meanings of wedding planning that might emerge.
This design, however, had many restrictions. My behavioural personas for the couples going to London (Emily and Daniel) were designed based on industry data, as I did not have primary empirical access to prospective couples. Secondary triangulation was performed within the ONS datasets and Bridebook surveys and across peer-reviewed journals, which increased credibility at macro-level, but restricted the ability to test real-time willingness to pay for specific digital features.
At the operational level, building bottom-up resource plans for integrated financial projections was a challenge. While financial modelling was initially disconnected from the reality of the business, I was able to learn the critical importance of the “golden thread” between academic theory, capacity constraints, and cash sustainability by relating the capacity constraints in Chapter 10 directly to the booking volumes in Year 1, which were 28 weddings on 3 tiers.
[bookmark: _heading=h.9iiru9k0axs8]14.4 Transformative Learning and Future Practice
My strategic skills, critical thinking and business acumen have all been significantly improved as a result of this research trip. I have come to understand that instead of thinking of academic business models as academic exercises, I can consider them as important diagnostic tools to understand commercial risk and trade-offs. I discovered that feasibility analysis is more about testing and looking for weaknesses than about protecting a preferred business idea. In retrospect, if I had to do this business development project over, I would make three changes:
Incorporate Mixed-Methods Primary Research: I would be looking to integrate Mixed-Methods Primary Research into my project by beginning my interviews with recent London newlyweds and professional wedding planners using semi-structured, qualitative interviews to get the bare-bones facts and lay a foundation for customer personas.  
Conduct Advanced Dynamic Financial Modelling: I would not be using scenario analysis (Base, Downside, Upside) as my primary method, but instead creating dynamic Monte Carlo models to cover cash flow volatility and seasonal lows and default on cash flows by clients.  
Narrow the Geographic Scope Earlier: Focusing on specific sub-boroughs in London (for example, Kensington, Chelsea, Westminster) rather than Greater London as a whole would have given more finely grained local-level data on venue partnerships and logistics costs. 
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Table 26. Financial Assumptions
Financial Assumptions
Assumption	Figure
Full Wedding Planning	£3,500 per client
Partial Wedding Planning	£2,000 per client
Event-Day Coordination	£1,200 per client
Full Planning Clients – Year 1	6
Partial Planning Clients – Year 1	10
Event-Day Coordination Clients – Year 1	12
Total Year 1 Clients	28
Expected Annual Client Growth	20%
Customer Deposit	50%
Final Payment	50% before event
Forecast Period	3 years

Source: Self-report, 2026
Table 27. Start-up Costs and Initial Funding Requirement
Start-up Costs and Initial Funding Requirement
Start-up Cost	Estimated Cost (£)
Business registration and legal costs	150
Website development and domain	1,000
Branding and logo development	500
Laptop and office equipment	1,200
Wedding planning software and digital setup	600
Insurance	500
Initial marketing and launch promotion	1,500
Photography/content creation	500
Initial recruitment and training	1,000
Professional/administrative setup	300
Working capital reserve	5,000
Contingency	1,225
Total Initial Funding Requirement	13475

Source: Self-report, 2026
Table 28. Revenue and Operating Cost Forecast
Revenue and Operating Cost Forecast
Item	Amount (£)
Full Wedding Planning Revenue (6 * £3,500)	21,000
Partial Wedding Planning Revenue (10 * £2,000)	20,000
Event-Day Coordination Revenue (12 * £1,200)	14,400
Total Revenue	55,400
Contractor/Event Delivery Costs	11,080
Marketing and Promotion	5,000
Website and Digital Systems	1,200
Insurance	600
Travel and Administration	2,500
Professional/Accounting Costs	1,000
Other Operating Costs	1,500
Total Operating Costs	22,880
Estimated Operating Surplus	32,520

Source: Self-report, 2026
Table 29. Three-Year Financial Projection
Three-Year Financial Projection
Item	Year 1 (£)	Year 2 (£)	Year 3 (£)
Full Wedding Planning (6 * £3,500)	21,000	24,500	28,000
Partial Wedding Planning (10 * £2,000)	20,000	24,000	28,000
Event-Day Coordination (12 * £1,200)	14,400	16,800	20,400
Total Revenue	55,400	65,300	76,400
Variable Costs = (Revenue * 32%)	17,728	20,896	24,448
Gross Profit	37,672	44,404	51,952
Marketing & Promotion	5,000	6,000	7,000
Website & Digital Systems	1,200	1,320	1,440
Insurance	600	650	700
Professional/Accounting Costs	1,000	1,100	1,200
Administration & Office Costs	1,500	1,650	1,800
Telephone & Communication	600	660	720
Total Fixed Costs	9,900	11,380	12,860
Total Costs	27,628	32,276	37,308
Estimated Operating Profit	27,772	33,024	39,092
Operating Profit Margin	50.10%	50.60%	51.20%

Source: Self-report, 2026
Table 30. Break-even Analysis
Break-even Analysis
Item	Full Wedding Planning	Partial Wedding Planning	Event-Day Coordination
Selling price per client	3,500	2,000	1,200
Variable cost per client	700	400	240
Contribution per client	2,800	1,600	960
Expected Year 1 clients	6	10	12
Expected contribution	16,800	16,000	11,520
Total fixed costs	9,900	9,900	9,900
Break-even clients*	3.54	6.19	10.31
Approx. break-even clients	4	7	11
Expected clients above break-even	2	3	1

Source: Self-report, 2026
Table 31. Sensitivity and Scenario Analysis
Sensitivity and Scenario Analysis
Financial Measure	Downside Case	Base Case	Upside Case
Full wedding planning clients	4	6	8
Partial wedding planning clients	7	10	13
Event-day coordination clients	9	12	13
Total clients	20	28	34
Full planning revenue	14,000	21,000	28,000
Partial planning revenue	14,000	20,000	26,000
Event-day coordination revenue	10,800	14,400	15,600
Total Revenue	38,800	55,400	69,600
Variable costs (32%)	12416	17728	22272
Fixed costs	9,900	9,900	9,900
Total Costs	22,316	27,628	32,172
Estimated Operating Profit	16,484	27,772	37,428
Operating Profit Margin	42.48%	50.13%	53.78%

Source: Self-report, 2026
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