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ABSTRACT

This research was prepared according to the requirement and design which is related to
business model of smart matching wedding planner. The smart matching wedding
planner is the computerized system that enables users to use the application or services
that offered by wedding planner. There is lots of wedding planner website in Malaysia,
but it still not much applicable that can give convenience to users in order to plan their
wedding ceremony online. On the other hand, smart matching wedding planner give
benefit to users who are busy and did not have much time in planning their wedding
ceremony. The objectives of this research are to identify the user needs and requirements
for smart matching wedding planner and develop a prototype for demonstrating a
business model. An interview, observation and questionnaire were used as the research
instrument in this study. Questionnaire was distributed to 50 respondents which focusing
on users who are planning the wedding ceremony. From the finding, shows that most of
respondents are agreed with the online wedding planner where the online wedding
planner can assist them in decision making. This research found that, based on the
interview, an expert also agreed with online wedding planner. Furthermore, nowadays
users very busy with their work until did not have much time to meet wedding planner.
As a result, smart matching wedding planner is an alternative way to solve users’
problem. In addition, the researcher has developed a prototype to demonstrate the design
of smart matching wedding planner. This research conclude that, the smart matching
wedding planner is the alternative way in promoting the products and services to users in

order to enlarge market segment in wedding field.
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