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INTRODUCTION

The biggest question hoteliers ask is, “What are planners’ sourcing behaviors?”

We wanted to know because to understand the answer is to learn how to convert more
group business opportunities. So we surveyed over 840 planners to find out.

First lesson learned based on the incredible reaction: Planners are eager to help venues
create a better sourcing relationship with them. They want hoteliers to understand their
side of the process because it ultimately makes their job easier.

When we analyzed the data some findings were obvious (pricing is the biggest factor when
choosing a venue - sorry, it's still true), but we were surprised by a number of responses:

+ Nearly two-thirds of event planners prefer to keep their options open when sourcing

* Over 40% of planners said that a 10% discount would convince them to switch from
their first choice venue to their second

* Only 2% of planners indicated that a hotel’s brand was a decision factor

We created this report to provide venues with the insights needed to close more
group business.

It's now up to them to use its findings to create the strategies needed to show
planners that they are paying attention and they do care.

Happy planner, happy venue.
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ABOUT THE AUDIENCE SURVEYED

Of the 842 planners we surveyed, 71% sourced meetings on behalf of their company, 17% were
association planners, and 11% were third-party planners. 35-52 year olds represented the largest
demographic of event planners with 43% of the surveyed audience. Millennial or Gen Y planners
(18-34 year olds) were the second largest segment comprising 41% of respondents.

46% of planners surveyed plan more than six events a year, 32% three to five events, and 22%

responded that they plan one to two a year.
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HOW MANY EVENTS DO THEY PLAN A YEAR?
HOW MANY ATTENDEES DO THEY AVERAGE PER EVENT?
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PLANNER FLEXIBILITY

Respondents were surprisingly flexible when selecting venues for their event. Only 1% of planners
stated that they consistently turn to the same venue for their events. 36% of respondents stated
that they do have preferred venues but are willing to consider alternatives. The majority of
planners (63%) responded that they always begin their venue-sourcing process considering a
number of venues.

To understand what causes planners to switch venues we asked survey participants to rank the
top three reasons why they change. The popular reasons were venue cost (25%), customer service
(24%), and size and adequacy of space (16%).

When asked about the discount needed to switch from their first choice venue to their second
choice venue, 40% of respondents said they would require less than a 10% discount. 51% of
respondents stated that they would need a discount greater than 10% in order to make the switch.

9% said a discount would not change their choice.

PLANNER FLEXIBILITY
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T0P SIX REASONS WHY PLANNERS SWITGH VENUES

Venue Cost Customer Size and Availability of Bad Experience Location of
Service Adequacy of Dates With Booking Venue
Space Process

DISCOUNT NECESSARY T0 BEAT PREFERRED VENUE
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THE SOURCING JOURNEY

Venue sourcing is often a multi-day process that involves multiple touch points between venues
and planners. To stay relevant with planners, hotels need to continue to adopt technology and
maintain an online presence. 38% of planners responded that they begin their venue sourcing by
searching on online sourcing tools such as Cvent, while another 29% said that they begin by using
search engines. Interestingly, when users begin sourcing, only 7% of planners responded that they
are extremely certain of the venue.

In terms of influencing channels, 95% of planners indicated that peer recommendations are highly
or somewhat influential. As predicted, online venue directories and the venues’ corporate sites
were also popular with 90% and 88% of planners reporting the respective channels as highly or
somewhat influential.

Researching venues still remains a significant hurdle for planners with 24% of them indicating that
it was the task that posed the most difficulty. The next most common pain point was compiling
the responses (17%).
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THE PLANNER STATE OF MIND AT THE ZERO MOMENT OF SOURCING
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PAIN POINTS
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PLANNERS & PROPOSALS

What do decision-makers at event venues need to keep in mind when submitting their bid? Thoroughness is
the most common aspect planners feel hotels need to improve when submitting their response. The second

most common response was speed with 32% indicating it.

What ultimately leads a planner to say yes? 27% of respondents stated that venue cost was the most

important determining factor in their decision. 20% stated availability of preferred dates, followed by

location of venue (16%) and the event space layout (14%).
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FROM THE PLANNERS" MOUTHS

We rounded off the survey by giving planners the chance to voice their opinion about unique
things venues did to win their business.

Common themes involved price, customer service, communication, and attentiveness. Below,
we highlight eight responses that we thought offered compelling insight into planner sentiment
about the venues they interact with.

We asked, "In the past two years, what’s one unique thing a venue did that won your business
during the RFP process?" IR -
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REPORT

For more information, please visit:
www.cvent.com/RFP

or connect with us:
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https://www.linkedin.com/company/cvent
http://www.facebook.com/cvent
https://twitter.com/cvent

