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Abstract:
substantiation of an integrated seven-module model for

The article examines the design and

developing the wedding business, intended to provide
holistic governance of marketing, creative, and
operational processes amid the rapid expansion of the
premium market segment. The relevance of the study
stems from the sustained growth of the global market
for wedding services. However, as demand structures
become more complex and the expectations for
uniqueness and emotional saturation of events increase,
fragmented management tools are deemed inadequate.
This paper aims to develop a sequential model that
encompasses all essential stages of client interaction,
from establishing brand identity and profiling the
psychographic audience to developing a loyalty system
and implementing scalable operational management. Its
novelty is expressed by coupling the seven modules with
the customer journey map, not only to remove
contradictions between discrete elements of strategy
but also to establish a governable logic of business
development based on composite metrics. The principal
findings confirm that the model ensures process
reproducibility, reduces error-induced costs, heightens
communication efficiency, and promotes long-term
growth by strengthening trust and cultivating client
advocacy. Implementation within the first thirty days
demonstrated practical viability, as evidenced by audits
across all modules, refinement of visual and pricing
envelopes, and the systematic delegation of processes,
of

predictability and service quality. The article will be

which together form a stable foundation

particularly useful to owners of wedding agencies,

premium event managers, researchers in service design,
and consultants in customer experience management.
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Introduction

The premium segment of the wedding market is
experiencing a phase of accelerated growth: according
to Grand View Research, the global volume of wedding
services reached $899.6 billion in 2024 and, by forecast,
will expand at an average of 12.7% annually through
2030, as couples increasingly pursue unique experiences
and multi-day celebrations that include gastronomic and
cultural programs for guests (Grand View Research,
n.d.). Simultaneously, within the luxury destination-
wedding stratum, the dynamics are even more vigorous:
analysts at Spherical Insights estimate this “layer” at
$29.7 billion with an annual growth rate of 23.9%, with
Europe remaining the fastest-growing region (Spherical
Insights, n.d.).

A shift in demand structure compounds external
acceleration. U.S. couples—guided by the ideal of
“experience over things”—increased the number of
weddings in Italy by 64% relative to pre-COVID 2019;
today every third celebration on the Apennines is
organized for a foreign client, and the average total
budget of such events reaches $70.6 thousand, more
than double that of a typical at-home ceremony in the
United States (Artale & Biller, 2025). Not only do
but
metamorphosed: they now demand immaculate visual

volumes increase, client  briefs  have
dramaturgy, bespoke narrative architectures, principles
of conscious consumption, and a reliably engineered

emotional payoff for every guest.

Within this evolved demandscape, entrepreneurs
fault First, the
asymmetry of downside: with budgets often measured

confront three structural lines.
in tens of thousands of euros, even a narrowly localized
misalignment between sales promises and creative
execution can trigger a reputational cascade and
immediate financial hemorrhage. Second, channel
polyphony and incoherence: a simultaneous mélange of
short-form social video, long-form press coverage, and
aggregated review platforms that audiences consume,
and because there is no unifying editorial and strategic
logic across these platforms, credibility progressively
saps. Third, logistical hypertrophy: multi-day formats
instantiate complex orchestration problems—up to ten
discrete contractor cohorts must be synchronized on
service standards, budget constraints, and jurisdictional

legalities, amplifying both coordination risk as well as
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the actual transaction costs. Therefore, the industry
seeks a comprehensive setup at the systems level that
integrates marketing, creative design, and operational
engineering into a single, controllable machine.
Disparate instruments—from targeted advertising to
loyalty programs—deliver transient effects until they
clash with one another. What is necessary today is a
model capable of imposing a sequence of actions: define
brand identity, describe the psychography of the
discerning client, build visual and pricing packaging,
configure digital recognizability, undergird it with trust-
building presence in trade media, transform clients into
brand advocates, and, finally, replicate tuned processes
into new markets. A systemic frame of this depth
dampens turbulence, enabling the business not merely
to react to surging demand but to steer it and scale

outcomes without quality attrition.
Materials and Methodology

The study based on analysis of a broad spectrum of
sources, including academic articles, industry reports,
case studies of leading agencies, and statistical data
from consulting firms. The theoretical base comprises
works on the evolution of the premium wedding
segment and the
expectations. According to Grand View Research, the

transformation of consumer
global volume of wedding services in 2024 reached
$899.6 billion, evidencing steady growth dynamics
(Grand View Research, n.d.). Supplementary data from
Spherical Insights on the luxury destination-wedding
segment, valued at $29.7 billion with an annual growth
rate of 23.9% (Spherical Insights, n.d.), underscored the

need for a systemic model to govern demand and
supply.

Empirically, the work relies on content analysis of
publications and practical cases. AP News reports a
record 64% increase in U.S. weddings in Italy relative to
2019, with a doubling of the average budget compared
to at-home ceremonies (Artale & Biller, 2025). These
data were used as indicators of a shift toward unique
the of
embedding blocks dedicated to visual aesthetics,

experiences and corroborate relevance
storytelling, and cultural enrichment within the model.
To test the hypothesis on the pivotal role of customer
experience, we drew on PwC findings that 73% of buyers
rank experience above product and price, and 42% are
willing to pay more for quality service (Puthiyamadam,

n.d.).

Methodologically, the work combines comparative
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analysis and structural modeling. The comparative lens
spans segments from local ceremonies to multi-day
international formats, allowing for the identification of
universal regularities and culture-specific features.
Modeling is built by superimposing the customer
journey map with seven sequential modules: brand
client psychography, visual and pricing
digital
referrals, loyalty, and operational scaling. Each module

identity,

packaging, presence, trust via media and
is paired with key metrics—from Net Promoter Score
(NPS Bain, 2025), and landing-page conversion (Park,
2025) to Instagram lead costs (Carioly, 2025) and the

owner’s delegation level (Hellauer et al., 2024).
Results and Discussion

Development of a coherent model begins by aligning
each of the seven steps with a specific segment of the

Customers who consider experience
important in purchasing decisions

Customers willing to pay more for greater
convenience

Customers willing to pay more for friendly,
welcoming experience

Indicator

U.S. customers finding positive experience
more influential than advertising

U.S. consumers saying most companies
need improvement in customer experience

0%

20%

customer journey: an image glimpsed for a split second
triggers recognition, then interest awakens, a value
expectation forms, a provider is chosen, joint
preparation ensues, the event is created, and afterward
memory persists and loyalty emerges. This overlay on
the journey allows resources to be allocated not blindly,
but to points of maximal leverage, where even marginal
improvements in conversion yield a disproportionate
revenue uplift. PwC found that 73% of buyers regard the
experience of interaction as decisive in purchase, and
42% are willing to pay more for a friendly service, as
shown in Figure 1 (Puthiyamadam, n.d.). Consequently,
neglecting even one link in the journey immediately

depresses willingness to pay.

Onarpamma

40% 60% 80%

Value

Fig. 1. Customer Experience as a Strategic Differentiator: Perception vs. Corporate Priorities (Puthiyamadam,
n.d.)

It works like a gear train; every cog passes force to the
next. If one cog has broken teeth, the whole linkage will
jam. In practical terms, it means that great advertising
unsupported by sharp pricing and packaging only serves
to inflate lead spend, and that immaculate aesthetics
are rendered meaningless if client accompaniment is left
to meander. This is what the integrated model delivers,
not by accident but rather through imposition of a strict
logical progression: from brand identity to target
audience portrait, from visual code to social presence,
from public trust to client advocacy, and ultimately to
process replication.

A vector of magnitudes measures effectiveness, not a

The American Journal of Management and Economics Innovations

87

single indicator. The recommendation-readiness index
reflects the quality of experienced value. Qualified-
inquiry conversion speaks to how well the audience fit
was chosen. The repeat-business ratio denotes long-
term value, and the share of tasks delegated to the team
expresses operational maturity. When consolidated into
one dashboard, these numbers tell not just a story about
what’s happening now but also an early warning about
inter-module imbalance. More than 60% of executives
surveyed by PwC had already increased budgets for
loyalty programs in 2023, recognizing them as the prime
driver of sustainable growth (Pedersen et al., n.d.). Thus,
systemic monitoring of key metrics transforms the
model into a governable mechanism wherein each
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change instantly registers in overall business results.

The first link in the integrated chain is instantaneous
recognition: cognitive experiments show that a visitor
needs only fifty milliseconds to decide whether to stay
on a page, and this “lightning-fast” appraisal shapes
subsequent perceptions of professionalism and price
(Lindgaard et al., 2006). Usability measurements further
record that 57% of total viewing time is spent in the first
screenful; thereafter, attention decays exponentially

(Fessenden, 2018). Therefore, the brand’s DNA—name,
visual code, and value promise articulated without
superfluous words—must be legible in the page’s
uppermost region. The data in Figure 2 demonstrates
that user attention concentrates most heavily at the top
of the page, with the effect being even more substantial
in search engine results pages (SERPs) than on ordinary
web pages.

Onarpamma

[ Generalweb [ SERP

First Quarter

Second Quarter

Third Quarter

Segment of Content

Fourth Quarter

50

%

Fig. 2. Distribution of Viewing Time Across Page Quarters (Fessenden, 2018)

Three practical actions reinforce the concepts presented
in this first module. First, formulate a unique selling
proposition that aligns with the team’s actual
competence; embed it in a concise slogan that partners
can easily quote. Second, standardize the visual code—
typefaces, palette,

element, from a messenger avatar to a printed folder,

patterns—so fully that every

reproduces a unified mood. Third, populate the first
screen of the site or landing page with a high-resolution
media block and a concise call-to-action. Unbounce
statistics, based on 41,000 landings and 464 million
visits, show that the median conversion of such a screen
reaches 6.6%—a benchmark for the luxury niche, where
the audience is inherently motivated yet extremely
exacting (Park, 2025). Meanwhile, Backlinko’s analytics
indicate that even at the issuance or ad-teaser stage, a
click-through rate above 3% is “healthy”; anything lower
signals a weak fit of the initial message to audience
expectations (Dean, 2025). The combination of two
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metrics—pre-roll CTR and first-screen dwell time—
yields an objective indicator of the entry contact’s
quality.

Once the “spark” is secured, the second module
activates, ensuring congruence between brand and
client. The task is not merely to learn demographics but
to build a psychographic portrait: motivation toward
symbolic status, stance on sustainability, propensity for
co-created content. To this end, the funnel is enriched
with value surveys, sentiment analysis of comments,
and mapping of “trigger” events (such as engagement,
anniversary, or milestone dates). Copywriting and video
accompaniment then shift into the client’s language of
benefit: high price here is not “handcrafted” per se, but
the elimination of cognitive overhead and the delivery
of social capital.

The control parameter is the share of qualified leads,
i.e., inquiries entirely consistent with the specified

https://www.theamericanjournals.com/index.php/tajmei



profile. While there is no universal standard, a practical
threshold in the luxury segment emerges around 25—
30%. Below this, the business spends excessive hours
filtering out irrelevant requests; above it, it risks
narrowing its audience to bespoke projects and losing
throughput. Crucially, McKinsey highlights a direct
correlation between customer experience quality and
revenue growth: CX leaders achieve a 100% increase in
revenue relative to laggards, which tangibly illustrates
the value of precise targeting (Bough et al., 2023). Thus,
the first module delivers instantaneous crystallization of
the brand in the viewer’s mind. In contrast, the second
verifies that this viewer truly belongs to the premium
stratum for whom the service is built. Together, they
establish the stable foundation of the seven-step model.

With the first two steps giving the brand a distinct face
and bringing it before an audience willing to pay a
premium, attention shifts to substantiating the price of
that face. In the third stage, the system focuses on visual
and pricing packaging, where the site portfolio serves as
a showcase. The Nielsen Norman Group finds that users
spend 57% of their page-viewing time on the first
screenful, and attention in the second screen drops
nearly threefold (Fessenden, 2018). Hence, the media
block and slogan are positioned strictly at the top: they
must instantly convey the value proposition and tune
the viewer to a premium register. Next comes the price
list, where prices are framed in intelligible units
(shooting day, style session,
sparing the client unnecessary computation and easing

event coordination),

pre-purchase anxiety. Finally, a mood board is created—
not a mere collage of beautiful images, but a sequential
narrative of the concept, color, and tactility of the
forthcoming event. The objective indicator of this
block’s success is the conversion from portfolio views to
inquiries.

When the visual package reliably converts visitors into
leads, the fourth module arrives, responsible for scaling
attention in social networks. A dual task is solved here:
increase reach without diluting the brand, and lift
engagement to levels that affirm an elite service. The
content funnel follows a “teaser - backstage - value”
principle, where the teaser provokes immediate
emotion, the backstage reveals expertise, and the value
block answers “why this team.” The Reels format serves
as a catalyst: short vertical clips accelerate organic
exposure, but require framing the storyline so that the
first second delivers action. An additional layer is partner

collaborations with venues or florists in the same price
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tier; these widen the audience without ad spend and
simultaneously elevate trust. Progress is tracked via two
metric groups. First, engagement rate: Sprout Social
reports a median of 0.43% for brands across Instagram
and 1.85% for micro-influencers (Zote, 2025). For
upscale wedding businesses, staying near the upper
bound is crucial; otherwise, the brand appears mass-
market. Second, lead cost: in June 2025, the average
Instagram link-click cost was $0.69 with an average CPM
of $8.16 (Carioly, 2025). Comparing these to the internal
click-to-inquiry conversion, a firm can compute a
tolerable ceiling. If the Cost Per Lead exceeds the
marginal profit per project, the funnel requires creative
or targeting revisions. Thus, the third and fourth
modules complete the first half of the seven-step cycle,
converting the brand into a persuasive visual product. At
the same time, the other scales it in the digital field, with
engagement and lead-cost indicators remaining in the
green zone.

At the fifth level, the system concentrates on creating
social proof. After the brand establishes its visual image
and attracts a sought-after audience, it is crucial to
convert market attention into trust, as costly
communication will not yield a return. Trust today forms
through a dual stream: media mentions and
recommendations from people whom clients believe
more than any advertisement. Cision reports that 86%
of journalists immediately reject releases misaligned
with an outlet’s topic. In comparison, 72% still consider
the classic press release the most useful PR tool—
provided it includes multimedia and precise facts
(Cision, 2025). Thus, a niche publication in a trade
journal automatically boosts the provider’s status, and
competent story-selling makes it viral on social media.
The second stream builds on referral agreements: a
global Nielsen survey recorded that 88% of consumers
trust recommendations from acquaintances over any
paid channels, elevating word-of-mouth to the most
influential media format (Nielsen, 2021). By combining
both channels and tracking growth in targeted mentions
along with the number of referral inquiries, a company
gains an objective picture of how convincingly its

narrative persuades the market.

The sixth step converts trust into loyalty: the client must
become not merely satisfied but an active promoter.
Here, Net Promoter Score comes to the fore,
summarizing willingness to recommend. According to
Bain’s multi-year study, an industry leader with a high

NPS grows more than twice as fast as the average
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competitor, and the index itself explains up to 60% of
the variation in organic growth across companies (NPS
Bain, 2025). For the wedding business, this means a
direct influence of event aftertaste on future bookings:
one promoter couple brings the next, simultaneously
raising the floor in price negotiations. Loyalty is
intensified by post-event programs, which include
personalized annual photo books, closed contractor
recommendations for family events, and early access to
seasonal shoots. At this stage, the key checkpoints are
NPS value and the share of repeat or referral sales in
total volume: if these do not rise, prior modules conceal
gaps in the client experience.

The final link of the seven-module construct transforms
local success into a scalable business. To replicate
service models into new regions without forfeiting

er Advocacy

:ustomer loyalty
and referrals

Build Trust

edibility through
PR

premium quality, the founder must transfer operational
management to specialized teams. Yet Harvard Business
Review finds that 58% of entrepreneurs struggle with
delegation, thereby constraining their firms’ growth
(Hellauer et al., 2024). The practical solution is process
formalization in electronic regulations, CRM triggers for
control points, and a “founder involvement level” metric
measured by the share of tasks executed without the
founder’s approval. Once this share crosses a certain
threshold, turnover begins to grow not linearly but
exponentially: each new market plugs into the tuned
system, repeating prior cycles of trust and loyalty. The
ultimate indicators—aggregate revenue growth and
reduced owner participation—demonstrate that the
seven-module model, shown in Figure 3, is complete and
can be launched into a second loop for further
international expansion.

Define Clier

Identify and und
target clients

Package Of

Design attractiv
sellable packag

&)
KA

Fnnana Snriallv

Fig. 3. Customer Lifecycle Management

Within the first thirty days, it is advisable to conduct a
rapid audit across the model’s seven nodes. The team
first fixes how the brand’s distinctive essence currently
manifests and whether it coincides with the image
already held in the target public’s mind. Next, it refines
the visual and pricing envelope, removing any elements
that dilute the premium tone. Thereafter, it drafts an
updated customer journey map, incorporating both
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digital and offline touchpoints, assigns a responsible
person for each point, and, finally, drafts a first version
of regulations to ensure that any recurring tasks are
immediately delegated.

In practice, two error categories recur. The first
comprises attempts to skip steps—for example, ramping
up the
proposition: traffic grows dearer while conversion stalls.

advertising  without sharpening value
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The second is overindulgence in vanity metrics: follower
counts rise, but the share of qualified inquiries does not.
Avert both traps through a triad of actions: strict module
sequence, regular metric verification, and mandatory
retrospectives after each completed project to surface
between intent and the

discrepancies couple’s

experience.

To simplify implementation, ready-made customer
journey map templates, methodological guides on
service design and audience research, and closed
professional communities are available, where
participants exchange feedback and vetted contractors
share their expertise. Using these resources reduces the
cost of errors, accelerates staff adaptation to new
regulations, and creates an environment of mutual
control—without which even the most elegant model

remains theoretical.
Conclusion

In closing, it should be emphasized that the integrated
its applied viability
precisely through disciplined operationalization in the

seven-module model proves
first thirty days: a rapid audit across all nodes reconciles
the brand’s stated essence with its current perception
by the target audience, while purposeful refinement of
visual and pricing envelopes eliminates any artifacts that
blur the premium tone. Map the customer journey:
identify and address digital and offline touchpoints;
assign personal responsibility for each; implement
primary regulations immediately. This shifts recurring
tasks into governable delegation, which forms the basic
contour of service predictability.

Breakdowns of typical cases reveal two systemic
implementation traps. The first is the urge to leapfrog
stages. As ad amplification often precedes value
proposition development, traffic costs increase while
conversion rates remain low. The second is a fascination
with vanity metrics. An increase in the share of qualified
inquiries does not accompany follower growth.
Preventing these distortions requires strict sequential
passage through modules, regular verification of
indicators, and mandatory retrospectives after each
completed project, wherein divergences between
intention and the couple’s real experience are revealed;
this triad alone keeps the system from drifting into

performative activity.

The practical infrastructure of implementation relies on

ready-made customer journey templates,

methodological guides on service design and audience
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research, and closed professional communities that
ensure feedback exchange and access to vetted
contractors. The use of such resources not only lowers
the cost of errors but also reduces the time it takes
workers to adjust to new rules. It helps build the mutual
control that, in its absence, leaves even a well-
constructed model rather theoretical.

Therefore, what we have seen here is that a manageable
series of steps accompanied by metric checks in the
course, plus reflection after the project, turns principles
from something very academic into practice that can be
repeated. Where this logic is applied, the seven-module
model stops being a manifesto and becomes a
functioning machine geared toward improving quality in
interaction with the couple, while maintaining the
premium character of the offering and ensuring clarity
of operations and control over the direction in which
results are headed.
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