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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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Section 1
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.

PLANNER BREAKDOWN

71%

16%

12%

1%

I source/plan meetings for 
my company

I source/plan meetings for 
my association

I plan meetings for other 
organizations

Other

 PLANNER age bracket

41%

43%

14%

2%

18-34 years old

35-52 years old

53-64 years old

65 years and over
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 HOW MANY Events do They Plan a Year?

1-2

22%

3-5

32%

6-10

18%

11-20

13%

20+

15%

HOW MANY attendees do they average per event?

12%

44%
36%

7%
1%

1-20 21-100 101-500 501-2000 2001+

4
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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.

Section 2
Planner Flexibility

PLANNER flexibility

63%

36%

1%

I'm always open to exploring 
a number of venues

I have my preferred venues but I 
am willing to explore alternatives

I always have specific 
venues in mind
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top six reasons why planners switch venues

25% 24% 16% 15% 9% 7%

Venue Cost Customer 
Service

Size and 
Adequacy of 

Space

Availability of 
Dates

Bad Experience 
With Booking 

Process

Location of 
Venue

discount necessary to beat preferred venue

51%

over 10%

9%

a discount would not 
change my decision

40%

under 10%

6
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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%).

Section 3
The Sourcing Journey

top sourcing channels

38%Online Sourcing Tool

29%Search Engine

Direct to Venue 17%
Peer Recommendation 12%

Other 4%
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the planner state of mind at the zero moment of sourcing

Extremely 
Certain

very 
Certain

Somewhat 
Certain

Not
 Certain

The destination 
of the event 41% 31% 23% 5%
The dates of 
the event 36% 38% 24% 2%
The event 
venue 7% 17% 42% 34%
budget for 
your event 28% 43% 26% 3%

influence of channels

highly 
influential

somewhat 
influential

not 
influential

online venue 
directories 34% 56% 10%
venue's corporate 
site 32% 56% 12%

social media / blogs 12% 40% 48%

tradeshows 6% 30% 64%
peer 
recommendations 59% 36% 5%

totals 1,223 2,038 1,791

8
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planner pain points

Researching
Venues

Negotiating With 
the Venue

Compiling Proposal 
Responses

Comparing the 
Proposals

24% 22% 17% 15%

 

None Choosing 
a Venue

Other

12% 8% 2%
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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%). 

Section 4
Planners & Proposals

planners say 
suppliers lack in:

42%

32%

9%

7%

Thoroughness

Speed

None

Trustworthiness

5%

5%

Brevity

Other
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top 9 venue-booking decision factors

20%

availability of 
preferred dates

27%

venue cost location of
venue

16%

10%

customer
service

meeting / event
space layout

14%

unique atmosphere 
of venue

5%

2%

brand or chain 
affiliation

existing relationship 
with venue

4% 2%

free
amenities
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Responded quickly 
and went over and beyond. 
Details! They were so 
organized I didn't have to do 
the work, they did.

"

"

Customized 
an inclusive menu for us based 
on our advice and our budget.

They won the 
bid this way.

"

"

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?"

Section 5
From the Planners' Mouths

Had us on s ite and 

specially
crafted a cake 
and appetizers for our group. 
They even sent the leftovers 
back to our office.

"

"
Offered an all-inclusive 
package that made my job 

1,000 times 

easier and saved me
lots of time.

"

"



13

Compensating guest 
room for site visit 
– I am still shocked when hotels make me pay for 
a room when I have the potential to bring

"

"

thousands 
of dollars 
in business during a week.

I appreciated the hotel having all the senior management 
personally greet me on the morning of my site visit, 

they really showed that the 
business was important to them.

"

"

Gave us a 

discount
for the following

year.

"

"
Got back to me 
immediately. 
I find the RFP process to be 
most difficult when you are 
waiting for a reply, response 
and have to keep following up.

"

"



CVENT’S

2015
PLANNER SOURCING

report

0 2 - 0 4 2 0 1 5

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

or connect with us:

https://www.linkedin.com/company/cvent
http://www.facebook.com/cvent
https://twitter.com/cvent

