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Abstract

This study examines service provider innovations influencing Indian couples'
decisions to choose Hua Hin, Thailand, as a destination wedding venue, explores service
providers' adaptation to Indian wedding cultural practices, and synthesizes knowledge
regarding the role of service innovation in attracting the international wedding market. A
qualitative approach using critical ethnography was employed. Data were collected from
20 key informants, comprising 15 executives of five-star hotels and 5 professional
wedding planners in Hua Hin, selected through purposive sampling, via in-depth
interviews, focus group discussions, and participant observation. Data quality was ensured
through triangulation. Data were analyzed using content, thematic, and critical analysis.
The findings synthesize service provider innovations into a four-dimensional model: (1)
culturally aligned service design, (2) process and technological innovations for remote
wedding planning, (3) experiential communication and marketing, and (4) organizational
and network-based collaboration. These four dimensions influence perceived value and
destination selection decisions, significantly strengthening competitive advantage and
positioning Hua Hin as a sustainable international wedding destination.

Keywords: Service Innovation, Destination Wedding, Indian Weddings, Hua Hin
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