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ABSTRACT

Event managing and planning can be a very challenging and stressful job for planners,

requiring effective time management, efficiency, and coordination through each stage.

Being the third most stressful job in the world (World Scholarship Vault, 2022), event

technology can be useful for saving time by automating manual processes. Event

technology helps enhance an experience and allows for more professional ways

of planning and reliable execution (O’Connor, 2016). Event planning involves several

stages that can be categorized as pre-event, during-event, and post-event, according to

Wiley (2018). In the pre-event stage, which primarily involves logistics and planning

before the event takes place, one of the jobs of the event planner is to source a suitable

venue. This involves the planner searching for a location/destination/venue that will

be appropriate for the event or meeting. Cvent offers SaaS-based solutions that

automate the process of event planning. One of these solutions is the Cvent Supplier

Network (CSN) which automates the venue-sourcing process for planners. The focus

of this project is to gain insights into how mid-market planners (MM planners)

leverage CSN for sourcing venues, understand their needs and challenges, and

identify all the gaps or friction points they encounter. The ultimate goal is to

recommend solutions that can help optimize the workflow for mid-market planners

and make their CSN Phoenix (CSN PHX) experience seamless, intuitive, and easy to

use. CSN Phoenix is the new experience that proceeds the older version called

Normandy. The main objective of the new planner experience is to increase adoption

and planner engagement in CSN. There are different categories of planners, which

include enterprise/corporate planners, third-party planners, and casual/occasional

planners but this project primarily revolves around discussing the ways to tap into
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mid-market planner capabilities. The key to gaining a deeper understanding of mid-

market planners was the primary study that involved unmoderated interviews with

client-facing internal stakeholders. The stakeholders belonged to the product, sales,

research, and client services team. The interview findings were consolidated and

analyzed by conducting a thematic analysis. Some of the important insights surfaced

usage of the platform by mid-market planners. Since these planners are within the

system only a few times a year, and leverage the most basic bundle as their licence

module, they do not have an active client success team assigned to them as it is not

very profitable. As a result, they lack awareness of the system’s features,

functionalities, and updates. Additionally, MM planners are not very well-versed with

the system and lack the necessary support to address the challenges encountered on

the platform. As a result, they find the system very complex to use and is not

customized to their needs. Once the emerging findings were analyzed and prioritized

to formulate the key pain points/HMW statements, the next step was to move to the

Ideation stage. To achieve this, a brainstorming workshop with participants from

cross-functional teams was conducted. the subsequent steps involve analyzing the

emerging ideas, creating paper prototypes, low-fidelity and high-fidelity prototypes,

and concluding with testing.
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CHAPTER 1 INTRODUCTION

1.1 UNDERSTANDING EVENTS

Events are temporary planned gatherings that serve a special purpose

that is meaningful (Dowson et al., 2022) or create an emotional impact on the

attendees. The purpose of an event can vary from simple to complex, greatly

depending on what are the desired outcomes or objectives one seeks to accomplish by

organizing it. Whether the purpose is to celebrate a milestone, or special occasion,

such as a birthday or anniversary, education, networking, product launch, promotion,

marketing, entertainment, or information exchange, events are an engaging way of

bringing individuals from different backgrounds together for collective action.

As per Dowson et al. (2022), the event can be visualized in the following manner:

Figure 1.1: Defining an event; Source: Dowson, R., Albert, B., Lomax, D. (2022). Event Planning and

Management: Principles, Planning and Practice. United Kingdom: Kogan Page.
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1.1.1 Life cycle of an event

Since events are temporary, they have a distinct beginning and end. Consequently,

when planning an event, there are several stages involved and these stages can be

categorized based on the type of activities involved during each phase. Every stage

requires careful planning, coordination and attention to detail to ensure a seamless and

successful event. From seeking approvals, managing logistics, event promotion,

and addressing the needs of in-person attendees till the end of the event, the entire

cycle requires careful consideration and execution to leave a lasting impact.

The event cycle can be divided into three stages (Figure 1.2):

i. Pre-Event: Logistics/Execution

 This is the planning stage of an event. The pre-event stage plays a crucial role in

determining the success of the event, as it establishes a strong foundation. It

begins with seeking the necessary approvals and listing the event requirements.

 This is followed by determining the event objectives, target audience, and budget.

Next, venue sourcing comes into the picture where you determine the destination

and venue that best suits the needs of your event.

 The event planner also starts devising strategies around event promotion as well

as taking care of various logistical responsibilities, including registration, audio-

visual entertainment, coordinating food and beverage arrangements,

accommodation, and travel management, to name a few.

ii. During: Engagement

 This is the stage where your primary focus is the engagement of the attendees.

This is where seamless coordination and a well-planned event agenda come into

the picture. As an event planner, one needs to be proactive to ensure all the event

activities run smoothly and as per the schedule.
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 The event commences by ensuring a seamless check-in experience. Since this

will be the initial point of interaction for the attendees, it should be ensured that

the entire experience of check-in and badge printing is simple and efficient. This

sets the right tone for the event from the beginning.

 Other important aspects of the “during” stage are lead capture, documentation of

ongoing activities, presentations, and sessions, as well as gathering attendee

feedback to get valuable insights for future reference.

iii. Post-Event: Insights

 Post-event, the event planner reflects on the performance of the event. The focus

shifts to preparing the event results, reporting and analyzing the attendee data to

gain an understanding of their needs, challenges and preferences.

 Measuring the event results helps determine the return on investment and overall

success of the event. This analysis allows the planner to identify the key areas of

improvement and opportunities for future event planning.

Figure 1.2: Event Life-Cycle; Source: Wiley, J. (2018). Event Management Technology for dummies
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1.1.2 Event Technology

The different stages of the event discussed in the previous section shed light on how

many of the mentioned tasks can be quite repetitive and time-consuming. This is

where event technology can solve the problem by automating and simplifying the

manual processes. Technology in event management saves time and improves the

overall experience of the attendees (Mehrotra & Lobo, 2020). Event technology can

increase event attendance by 20%, productivity by 27% and decrease costs by 20-30%

as per the Frost and Sullivan report (Wiley, 2018).

To further emphasize the need for event technology consider the following scenario:

Sam, an event planner is organizing a training offsite for her firm and she needs to

find a venue.

Figure 1.3: Scenario-Venue Sourcing

For the same, she begins by understanding the type and objectives of the event and

proceeds to select the event location. This involves searching for suitable venues,

browsing through various websites, sending emails, comparing options, and managing

follow-ups through various forms of communication like emails and phone calls.

Additionally, she also handles other logistical arrangements like catering, travel,
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accommodation, etc. (Refer to Figure 1.3). However, in the absence of event

technology, manually done tasks increase the likelihood of errors and result in

unstructured and inefficient processes.

1.2 CVENT

As per the previous discussion, it is safe to conclude that event planning and

management can be a very challenging and stressful experience for planners. The role

demands effective time management, multi-tasking, and coordination with various

stakeholders like vendors, suppliers, venues, etc. As per World Scholarship Vault

(2022), event planning is the third most stressful job in the world. Cvent provides

event planners and marketers with SaaS (software as a service) based solutions to

automate various aspects of event planning, management and promotion. These

solutions encompass online event registration, venue sourcing, event marketing,

virtual, hybrid and on-site solutions and attendee engagement (CVENT IN, n.d).

Cvent offers three comprehensive suites of solutions that streamline and simplify the

entire event management process enabling organizers to deliver successful events,

namely (Figure 1.4):

 Event marketing & management platform solutions

 Cvent exchange solutions

 Suppliers & Venues solutions

Figure 1.4: CVENT solution suites
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1.2.1 Event marketing & management solutions

Figure 1.5: Event marketing & management solutions

Event marketing & management technology can streamline processes and help in

realizing a successful events program. As per a recent study by Harvard Business

Review Analytic Services, 93% of companies prioritize hosting events for customers

and prospects. Furthermore, 50% of them consider events to be the most effective

marketing channel (Wiley, 2020). Cvent’s event cloud solutions cater to all types of

events, in-person, virtual, hybrid, webinar, etc. Organizers can maximize attendee

engagement and increase measurable ROI through this platform.

1.2.2 Exchange solutions

Figure 1.6: Exchange Solutions

Cvent’s exchange solutions let planners and venues collaborate, ensure good planning

and communication to fulfil key event requirements like venue sourcing, create event

layout diagrams, automate hotel booking through room block management and

manage transient travel programs.
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1.2.3 Supplier and venue solutions

Figure 1.7: Supplier and Venue Solutions

The supplier and venue solutions provide access to Cvent’s extensive global sourcing

networks where suppliers can showcase their venues or hotels to planners, convert

leads in less time through upgraded custom proposals, and instant bookings, use

Cvent diagramming to showcase the details of their venue space as well as get key

insights into market conditions to assess their performance.

1.2.4 Navigating Event Life-cycle with Cvent

The Cvent SaaS platform offers event organizers a comprehensive solution for event

marketing and management. It covers all stages of the event life-cycle, including

planning, promotion, event-day and onsite operations, and post-event insights (Figure

1.8).

Figure 1.8: Navigating Event Life-cycle with Cvent
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1.3 PROJECT BRIEF

1.3.1 Project Title

“Optimising the workflow for mid-market planners in the Cvent Supplier Network”

1.3.2 Aim

Identify and recommend solutions to optimise end-to-end workflow for mid-market

planners in the Cvent Supplier Network.

1.3.3 Objectives

 Understanding the needs and challenges of mid-market planners in event

planning and sourcing venues on the Cvent Supplier Network.

 Gain a comprehensive understanding of CSN-PHX products’ features and

functionalities.

 Identify the gaps and friction points in the workflow of the MM planners in CSN.

1.3.4 Scope

The scope of this project will include understanding the mid-market planner persona

and recommending solutions to improve the overall user experience by making it

much more seamless, intuitive and easy to use resulting in improved adoption of the

CSN Phoenix platform, more planner engagement, increase in conversion rates.

1.3.5 Expected Deliverable

 Mid-market planner Persona and Customer Journey Map.

 Innovative and practical solutions that enhance mid-market planners’ capabilities

in sourcing and managing venues on Cvent’s platform.

 Prototypes that demonstrate ease of use while adhering to Carina design system

guidelines.

 Creating responsive UI for different screen resolutions.

 Detailed Documentation of the process and outcome on Figma.
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1.3.6 Methodology

The methodology followed for this project involved the following stages:

 Discovery

 Define

 Ideate

 Design and Testing

i. Discovery Phase

 To gain a deeper understanding of the project brief, the initial steps involved

exploring the concept of the event planning process and gaining insights into the

perspective of an event planner’s roles and responsibilities.

 This was followed by gaining a comprehensive understanding of the features and

functionalities of the CSN Phoenix, which is a new planner experience. The

legacy experience is called Normandy, which is soon to be sunset. The approach

involved mapping out the major workflows of CSN Phoenix.

 Another vital aspect of the project was to understand the mid-market planner

persona, including their distinguishing factors, unique sourcing needs,

preferences and challenges in comparison to the third-party planners, enterprise

customers and occasional/casual planners.

 The mid-market space was relatively untapped with limited research available,

therefore the approach involved gathering existing materials and resources

available on Mid-market planners and extracting key insights from them. These

insights were further validated through primary study which involved interviews

with client-facing internal stakeholders at Cvent.

ii. Define Phase

The objective of the define phase was to formulate the re-defined problem statements

by utilizing the insights obtained during the discovery phase.

 Initially, the primary research findings were categorized to come up with

overarching themes. The data gathered from the interviews was transcribed,

coded and thematically sorted. These themes were stack-ranked and prioritized

based on the alignment of the number of stakeholders with those themes.
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 Once the themes were finalized, inferences from each theme were drawn to

understand and identify the underlying factors and patterns. This also formulated

a high-level direction towards the possible solutions.

 The insights were used to create a mid-market planner proto-persona and a

customer journey map.

 Based on the analysis, persona and journey map, the re-defined problem

statements were formulated.

iii. Ideation Phase

 This stage began with brainstorming ideas to solve the given problem statements.

The approach was to use mind maps as a visual tool for the generation and

organization of ideas in a non-linear manner. This encourages a free flow of

thoughts, enabling the exploration of potential solutions.

 To validate these ideas, an ideation workshop was organized with cross-

functional teams involving participants from the UX, Product and Developers

teams. The workshop involved a Crazy 8 team brainstorming session and

discussion.

 The insights and ideas generated from the workshop were reviewed and analyzed

through the process of affinity mapping. This involved grouping the related ideas

from both the collaborative workshop and individual brainstorming.

 Post the affinity mapping process, the ideas were prioritized using criteria based

on the desirability, functionality, and viability- DFV mapping.

 This thesis presents the outcomes from the ideation phase, including the

recommendations and the possible design directions that emerged from the

process.

iv. Design and Testing

 Going further, the next phase would involve getting accustomed to the Carina

design system that is used to create the new CSN Phoenix experience.

 This will be followed by creating paper prototypes and low-fidelity prototypes,

gathering input and feedback from the UX team, product managers, and

developers to generate further explorations.

 Methods such as card sorting and dot-voting will be used to determine the most

feasible solution.
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 A fidelity prototype based on the results from the card sorting and dot voting will

be created for concept testing.

1.3.7 Project Timeline

The project duration was from February 2024 to May 2024. All the design phases are

listed in the timeline attached herewith.

Table 1.1: Project Timeline
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CHAPTER 2:DESIGN PROCESS

2.1 DISCOVERY PHASE

The discovery phase is often the first step in approaching a design problem. As per the

double diamond process, this is the phase where one diverges to delve into the

problem space and collect relevant data to clearly define the problem that needs to be

addressed.

In the previous chapter, we discussed the steps involved in event planning and how

the use of event technology can automate tasks and simplify the work of event

planners. We further expanded our understanding through a scenario where the

planner is sourcing a venue. The next step is to become familiar with the venue

sourcing process, particularly through the use of Cvent.

2.1.1 Venue Sourcing

Typically, venues often constitute a substantial cost element for an event (Wiley,

2018). It is not only financially significant but also time-consuming, requiring event

planners to invest efforts in researching, visiting, and evaluating potential themes

(Harding, 2023). However, choosing the right venue is crucial for a successful event

as it sets the stage for the entire occasion (10 Considerations for Choosing an Event

Venue | ICC Belfast, 2024). As per Wiley (2018), a planner can take into account the

following aspects while selecting a venue or a destination:

 Type of event

 Location

 Travel arrangement

 Type of venue-No. of meeting room and sleeping rooms

 Budget
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Once the above-mentioned criteria are set, let’s examine how the planner might use

the Cvent Supplier Network (CSN) to source venues.

2.1.2 Cvent Supplier Network (CSN)

The Cvent Supplier Network is a platform that automates the venue-sourcing process.

CSN provides planners with an online database of more than 234,000 venues or

supplier listings. Essentially, CSN acts like a marketplace where planners can search

for suitable venues for their meetings and events, while suppliers can showcase their

services and enhance their business exposure.

i. Planners

Planners initiate the process by sending requests for Proposals (RFPs) to venues with

the details of their events. The venues respond by submitting proposals, which are

evaluated by the planner to select a suitable venue. Planners use the system to:

 Find Venues

 Add/Send RFPs (Request for proposal)

 Book Business

ii. Venues

Venues use the CSN to promote their properties to meeting planners. The

suppliers/venues use the system to:

 Respond to RFPs

 Track past proposal statistics

 Purchase marketing packages (Diamond listings)

2.1.3 CSN Phoenix: New Experience

CSN Phoenix is the new planner experience that replaces the previous Normandy

experience. Normandy offered different RFP types, such as advanced RFP, Quick

RFP, and Restaurant RFP. However, the new Planner experience combines all these

RFP types into a single combined RFP that allows planners to capture the event

information as extensively as they used to do in Normandy.
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Business Goals and Reasons:

 Increase planner and supplier adoption

The main objective of Project Phoenix is to increase adoption and planner

engagement on the Cvent Supplier Network. This would result in a higher volume of

RFPs being generated through the network, consequently driving more revenue for

the platform.

 Increase customer satisfaction

Enhancing the usability, efficiency, and accessibility of the system to increase the

customer satisfaction of the platform. This, in turn, will result in increased repeat

usage by planners, improved response rates from suppliers on the network, and

positive interactions between the users, client success and sales teams. Additionally,

incorporating new functionalities that cater to the user’s needs, prevents them from

having to leverage other systems or processes.

 Reduce support costs

Implementing simplified and intuitive user interfaces for users to easily navigate and

utilize the platform without the need for extensive training or frequent assistance from

the client success teams. This will result in reduced support costs for the clients as

well as Cvent. The aim is to streamline workflows related to sending and re-sending

RFPs, while also introducing new features or enhancements to minimize customer

frustrations and decrease the number of interactions with the CS teams or the need to

escalate data fixes to app support.

 Reduce Maintenance and Enhancement Costs

In the current tech stack, adding new functionalities can be very cost-intensive when

catering to the needs of the customers for an efficient venue-sourcing experience. In

addition to the improved user experience, scalability and sustainability are vital. This

will enable investments in the network in a more agile and efficient manner compared

to the limitations of the old experience, Normandy.
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2.1.4 Product On-boarding: CSN Phoenix

The process of product onboarding began with acquiring knowledge about CSN

through wikis (Cvent’s knowledge base), and CLC training sessions (computer-based

training), which eventually progressed to Hands-on learning. Figure 2.1 depicts my

initial understanding of the CSN product.

Figure 2.1: Initial Product Understanding

2.1.5 Screen Mapping

For hands-on product learning, the method of screen-mapping was used to understand

4 major workflows on CSN Phoenix. This included visual documentation of the

screens and interactions involved in the specific workflows. It served as an effective

tool for analyzing the layout, features, and information presented on each screen.

My approach involved going through the screens and mapping them with emerging

observations or questions regarding any feature or step. Some of the examples have

been presented below.

The 4 mapped workflows include:

 Create RFP

 Copy RFP

 Send RFP

 Award RFP
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Figure 2.2: Copy and Create RFP Flow

Figure 2.2 illustrates the Copy and Create RFP flow, which commences from the

RFP list page followed by a selection of the “Copy RFP” CTA. Upon selecting an

RFP from the existing list, the RFP form is filled out by providing the remaining

details relevant or unique to the given meeting or event. The copy RFP feature is

beneficial for scenarios where the event is recurring, and significant details can be

retained.

2.1.6 Creating RFP

RFP, a request for proposal is a official document that is used by an organization

to get bids from potential suppliers or vendors for a product or a service. The

Cvent’s RFP form is used by planners to find suitable venue proposals. The RFP form

is divided into different sections. Some of the sections have been listed as follows:
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 Event Requirements

Users can enter primary requirements for an event, including meeting and guest

rooms, event dates, type, format, and number of attendees.

 Meeting Requirements

In this section, the planner can add event agenda items to inform the venue about the

event space requirements. The fields include agenda type, dates, time, setup and

number of attendees. It also includes additional meeting requirements such as

specifying the room size, and the number of peak and total meeting rooms needed.

 Guest Room Requirements

The guest room requirements section offers planners the flexibility to edit guest rooms

by the day or edit guest rooms together. This allows them to add the desired number

of rooms needed per night, and specify the type of room and the occupancy.

 Contact Details

Here one needs to add contact and host information.

 Other Information

In this section, the response due date and decision due date for the event are added.

The planner can also specify decision factors if any, budget, commission, and billing

details.

 Pricing Preferences

This section allows the planner to select the items they need pricing for from the

suppliers. They have the option to mark the remaining items as ‘optional’ or ‘not

needed’. Example: Food and Beverage, Transportation, Rental, Move-in/Move-out,

etc.

 Custom Questions

These are the questions that planners can ask the venues to get more clarity around

any aspect related to the venue.
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The given sections have collapsible accordions, providing the user flexibility as

depicted in Figure 2.3.

Figure 2.3: RFP form sections

After the user flow through screen mapping was understood, a flowchart was created

to provide a high-level overview and visualization of the process (Figure 2.4)

Figure 2.4: RFP Form Flowchart
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2.1.7 Venue Response Page

Once the RFP form is created and sent to the venues, the user can track the responses

from the Venue Response Page. Figure 2.5 is a preview of screen mapping for the

venue response page, showcasing the process of sending and awarding the RFP flow

followed by a flowchart visualization (Figure 2.6).

Figure 2.5: Venue Response Page-Send and Award Flow

Figure 2.6: Venue Response Page Flowchart
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2.1.8 Understanding Personas

The CSN platform serves a diverse planner persona, which includes Enterprise

Planners, Third Party Planners and Occasional/Casual Planners. However mid-market

customer segment has been relatively unexplored. For this project, it was essential to

gain an understanding of the significant differentiating factors, their unique needs and

challenges.

Existing Personas
Initially, the existing event cloud mid-market personas were analyzed. A summary

was noted for each persona capturing the common observation across all of them.

This approach was useful to gain insights into some of the important characteristics.

Key takeaways:

 Efficiency is paramount as mid-market planners wear many hats and have to

juggle between a lot of tasks and responsibilities.

 Simple and easy-to-use platform for a user-friendly experience.

 Require assistance when using new technology.

Figure 2.7: Casual Event Planner Persona | SMB

Figure 2.8: Event Planner Persona



21

Figure 2.9: Association Planner

The pre-existing personas for the enterprise planners and sourcers were studied as well,

although these were not mid-market specific.

Figure 2.10: Enterprise event planner

Figure 2.11: Sourcer Persona
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2.1.9 Primary Research

To further reinforce and expand upon the findings obtained from the secondary

research, the primary study was conducted, which involved interviews with client-

facing internal stakeholders at Cvent.

Research Plan

i. Goal

To comprehensively understand the Mid-Market Planner Persona.

ii. Objectives

 Identify key pain points in the workflow of mid-market planners when using the

CSN.

 Understand how MM Planners use CSN functionalities and features.

 Understand the key differentiators for mid-market customer persona from other

customers (Enterprise/TPP/Casual Planners).

 Gain insights into the unique sourcing needs of mid-market customers.

iii. Outcome

Mid-market planner persona and customer journey map for venue sourcing.

iv. Method

The research involved conducting unmoderated interviews and discussions with

internal stakeholders of Cvent.

v. Internal Stakeholders

Product Managers

 Ratul Saha: Director, Product Management

 Allie Hannesschlager: Principle Product Manager

Sales

 Laura Puglisi: Senior Director, Sales, Sourcing and Housing Solutions
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 Catherine Yoo: Account Manager, Sourcing and Housing Solutions | MM

Representative

 Olivia Murray-Taylor: Regional Sales Director, Sourcing and Housing Solutions |

MM Representative

Client Success

 Caleb Conrad: Senior Manager, Client Success

 Stefani Sciametta: Team Lead, Client Success

 Sonali Mahar: Senior Client Success Advisor

 Sean Tomlian: Senior Solutions Lead, EC

Figure 2.12: Primary Research Method

vi. Question Bank

The series of questions that were used to gather information and insights from the

participants:

 How do we define a mid-market customer/planner? What are those parameters?

 How can we highlight the uniqueness in the process of a mid-market

customer/planner from an enterprise/TPP/occasional planner? Do we think of
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mid-market planners in a specific way in terms of sourcing/RFP volume/usage or

How they might be trained for sourcing?

 Do mid-market planners demonstrate a willingness to invest in product training?

Which specific feature do they require the most assistance with/face challenges?

 What are the major feedbacks from planners regarding product features or areas

that slow them down in terms of efficiency and time management while creating

RFPs and sending/awarding RFPs?

 In terms of purpose and scale, what are the typical types of events that mid-

market planners usually organize?

 What are the features they use the most? Any positive feedback regarding the

same that they like the most?

 Are there any potential issues or challenges that arise during supplier and planner

collaboration at various touch points within the venue sourcing life-cycle?

vii. Interview Snapshots

Figure 2.13: Stills from the Interviews/Connects
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2.1.10 Primary Study Findings

Some of the key findings regarding mid-market planners that emerged during

discussion with the stakeholders are as follows:

 Mid-market planners can be referred to with terms like ‘free planner’, ‘direct

planner’, or ‘free planner’. This simply means that a mid-market planner is

someone who is planning directly for the organization.

 MM (mid-market) planners tend to wear multiple hats and share multiple

responsibilities. This means they do not have a dedicated meeting and event

sourcer in the teams.

 To differentiate MM planners from others, one can take different perspectives.

One of them is the Product Perspective. Here, RFP volume and product usage is

the tool. MM planners tend to drive a very small volume of RFPs from the system.

They are within the system only 10-15 times a year and the amount of time spent

is also only a few hours a day.

 Another one is the sales perspective. Mid-market customers to business mean

anyone that does under $750M in revenue. The organization size is small, which

means only 1-3 planners on their teams. This also results in smaller

organizational programs/processes.

 Lastly, there’s the vertical approach. This is categorization based on different

segments. There are Third-party planners, planning on behalf of other

organizations. Then there are enterprise planners who are also

called corporate planners, usually falling into segments like financial service, life

sciences and technology.

 Then there is G-A-N-E, i.e. Government, Association, Non-Profit and Education.

The majority of the G-A-N-E accounts fall into the mid-market space. (There

might be a few scenarios where mid-market customers with higher dollar value

might be categorized as corporate customers due to overlapping characteristics.)
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 Cvent offers three types of venue sourcing packages: Starter, Elite, and

Enterprise bundle. The majority of the mid-market planners leverage the starter

bundle which includes three paid features: NSO contacts, RFP preference, and

Custom Questions. It is roughly at a price point of $5000.

To gain a better understanding, let’s draw a comparison mid-market and enterprise

planners. Refer to Table 2.1.

Table 2.2: Enterprise v/s Mid-Market Planners

2.1.11 Mid-market Planner Accounts

 Many customers who fall under the mid-market category have the ability to turn

into enterprise-level accounts in the future.

 The volume of these accounts is large, hence the system must be fine-tuned to

cater to their needs as well.

Enterprise Planners Mid-Market Planners

They are power users who have a large

sourcing volume, driving a large number of

RFPs from the system.

They are in the middle ground. The sourcing

volume is low.

Spend 8 hrs/day within the system Spend only a few hours a day and are within

the system only 10-15 times a year.

2 to 3K accounts but drive 70% of Cvent’s

revenue.

20 to 30K accounts but low revenue.

Have active client success representatives Do not have active client success

representatives.

Access to More Features, Functionalities and

Support.

Lack of support and less powerful voice.

More POCs across individual products. They are not aware of all the tools and

functionalities. They are sold the efficiencies

that CSN can offer.
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According to data from Cvent’s Client Listing System, there are approximately

25,000 G-A-N-E mid-market accounts, out of which only 10,000 accounts are

paid. As these accounts are using a basic license module and generating a low volume

of RFPs, it is not feasible to have an active client success representative for these

accounts as it would not be profitable.

2.1.12 Thematic Analysis

To gain meaningful insights from the data collected during the primary study, a

thematic analysis was conducted. The data collected from the interviews was

transcribed, coded, and sorted thematically to identify overarching themes.

Figure 2.14: Thematic Analysis Process

Figure 2.15, Figure 2.16, and Figure 2.17 depict how the transcribed data was
coded and summarized.

Figure 2.15: Coding Data
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Figure 2.16: Coding and Summarizing (Example 1)
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Figure 2.17: Coding and Summarizing (Example 2)
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Once all the data was coded, similar codes were grouped together under a common

theme. The overarching themes have been presented in Figure 2.18 and Figure 2.19.

Figure 2.18: Themes-I

Figure 2.19: Themes-II

The themes were prioritized and stack-ranked based on the number of stakeholders

aligned with them ( Refer Figure 2.20, Figure 2.21, and Figure 2.22 )
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Figure 2.20: Summarised Themes-I

Figure 2.21: Summarised Themes-II

Figure 2.22: Prioritising Themes
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2.1.13 Inferences

Summarised themes as per priority order and inferences:

i. Empowerment and Guidance

 No specialized training.

 No Active CS Reps: Lack a voice

 Lack Awareness about new releases and features/Best practices- Not very well-

informed clients.

 Finds the system complex and difficult to use.

 Need Hand-holding/guidance.

Inferences

 Guidance: Guided Experience for users who are not well-versed with the

system’s functionalities.

 Awareness: Raise awareness about the features, new releases and enterprise

functionalities that they can leverage and best practices, benefits of awarding, etc.

 Empowerment: Give them a voice and a space to express their concerns and

feedback with minimum human intervention.

ii. Organizational Processes/Size

 MM Planners are true planners who wear many hats.

 Team size is small: 1-3 Planners

 RFP volume and Events: 10-15 times/ year

 Driver for those in the middle ground?

 RFP volume and Usage is the tool.

Inferences

 Operational Efficiency: Smaller team sizes call for more efficient ways of

managing time and practices that improve productivity.

 Error Prevention: Smaller teams and less time requires a platform which

reduces the risk of errors in the process and make the entire experience seamless.

 Customisation: Optimise the RFP forms and other workflows by customising the

experience. Less lengthy processes and simplification.
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 Driver for User: Easy-to-use platform for planners to enhance their productivity

and streamline their workflow.

iii. Revenue and Budget Constraints

 Lesser dollar value clients are not so invested in the product.

 MM Planners have smaller and strict budgets.

 They cannot afford specialised training.

 To business it means: <$ 750M

Inference

 Access to community and training: Find a better way to

incorporate training and access to the community as they don’t have time or

budgets for specialised training.

 Pay-as-you-go: Allow users to upgrade their licence directly from the site online.

 Future Enterprise: Lesser dollar value clients are not aware of the product’s full

capabilities but have the potential to become future enterprise accounts.

iv. Licence Module

 Starter Bundle

 Price point: $5000

 Three features: NSO Contacts, RFP Preferences, and Custom Questions.

Inference

 Focus Areas: Improvement in User Experience for NSO, RFP Preferences and

Custom Questions.

 Online Customisation: Customisation Options for Starter Bundle: Scope to

inform planners of the available features and enterprise functionalities.

v. Communication Challenges

 Planners experience difficulty when venues do not respond on time or drop out.

 Best practices to minimise turn downs.

 How do planners prioritise responses?
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Inference

 Best Practices: Propose best practices for creating RFPs and ways in which you

can get more responses (Dos/Don’ts/Data Insights: RFP performance).

 Prioritisation: Help the planners prioritise their responses from suppliers.

 Re-editing RFP: Help them out while re-editing the RFP and inform them of

what went wrong.

 Suppliers End: Introduce a driver for the suppliers like Reputation building or

incentivise with data insights into customer preferences and demands.

vi. Customer Segmentation

 TPP, Corporate, and G-A-N-E

 Corporate: Life sciences, Finance, Technology

 G-A-N-E: Government, Association, Nonprofit, and Education

Inference

 The G-A-N-E accounts should be considered while designing to address their

specific vertical-related needs.
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2.2 DEFINE

Based on the insights from the primary study, a mid-market planner proto persona and

Customer Journey Map were created.

2.2.1 Persona

Figure 2.23: Mid-Market Planner Proto Persona
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2.2.2 Customer Journey Map

The CSN planner's existing journey map was used as a foundation to create a mid-

market-specific customer journey map.

Figure 2.24: Existing CSN Planner Journey Map

Figure 2.25: Understanding Journey Stages

The task, persona and journey stages were visually depicted for easier comprehension.
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Figure 2.26: Mid Market Planner User Journey

The journey map consists of the following information:

 Stages of entire venue sourcing experience on CSN

 Tasks performed by the planner at each stage

 Pain points at each stage.

 Feelings, Thoughts and Emotions
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 Tools Leveraged

 Collaboration Points

 Opportunities

2.2.3 Re-defined Problem Statements

HMW Statement-I

How might we improve the awareness among mid-market planners about the system’s

features, new releases, updates, licence functionalities and HC capabilities which can

be leveraged to their benefit?

HMW Statement-II

How might we guide the MM Planners through the CSN Phoenix platform for

seamless navigation and a streamlined workflow?

HMW Statement-III

How might we customise the platform to the needs of Mid Market Planners to improve

their productivity, and operational efficiency and prevent error?

2.3 IDEATION

Once the research analysis and insights surfaced, it was time to brainstorm ideas to

make the CSN Phoenix experience simple, easy to use and intuitive for mid-market

planners.

The initial steps involved using mind mapping as a visual tool for the generation

of ideas to come up with a few high-level concepts or design directions for the

potential solution (Refer to Figure 2.27).
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Figure 2.27: Mind Mapping

Some of the emerging ideas have been mentioned in Figure 2.28.

Figure 2.28: brainstormed Ideas
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2.3.1 Ideation Workshop

The Ideation workshop involved cross-functional teams including participants from

UX, Product and Developers teams to generate more diverse ideas. There were a

total of 15 participants.

i. Agenda

This was an in-person workshop which was planned and divided into two phases:

Phase-I

 The first phase involved aligning everyone with the research findings and mid-

market planners' pain points.

 Ice-breaking activities were also planned in the first phase to help the participants

settle in, grab their attention, and add a fun element.

 Once the context was set, the stage was opened to address any doubts or

questions.

 The next step was to divide into 3 teams, where each team consisted of a designer,

a developer, and a product manager.

 The ground rules for the workshop were set and a crazy-8 workshop was

conducted with the teams.

Phase-II

 In the second phase each team shared and presented their set of ideas.

 This was followed by a thorough discussion where everyone contributed their

perspectives and thoughts.

Figure 2.29: Ideation Workshop Agenda
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ii. Workspace

The participants were provided with all the necessary supplies such as sheets, markers,

pens, sticky notes for sketching and jotting down ideas. A Fig-jam workspace was

also provided to let the participants access necessary resources, collaborate, and

present their ideas.

Figure 2.30: Figjam Workspace

iii. Participants and Teams

Figure 2.31: Teams
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iv. Workshop In-Action

Figure 2.32: Stills from the Ideation Workshop
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v. Moderator’s Guide

A moderator's guide was prepared in advance to ensure that each activity was well-

planned, time-boxed, and effectively executed during the actual workshop.

Table 2.3: Workshop Timeline

Team

 Facilitator: Supreet Kaur

 Logistical Support: Avantika (Product Design Intern)

 Tech Support +Time Keeper: Aman Jain (Product Design Intern)

Participants

 UX Team

 Product Team

 Developers

Workshop Time: 2 hours

Pre-workshop prep (20 min prior)

 Supplies- Sheets, Sticky Notes, Pens, Pencil, Markers

 White Board

 Screen Sharing setup + microphone

 Print Outs (If Any)

 Meeting Room Setup

[3:30 pm] : Settle Down and Welcome (5 mins)

Settle Down: 5 minutes

<Ask everyone to join the link> <Begin Recording> <Start Screen Sharing>

 Welcome to the Ideation Workshop Everyone!

Task Timeline

Dry-run with interns 17-04-24

Workshop Day 18-04-24

Share Actionable Items with
participants 19-04-24
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 My name is Supreet Kaur and I am a product design intern who will be

facilitating this workshop.

 So let’s get started.

 Slide 1: Anchor Quote: I would like to start this workshop with a quote that

resonates with what we will be expected to do today. <Quote> We all have

gathered here today to brainstorm together on how can we make the CSN

Phoenix experience seamless, intuitive and easy to use for mid-market planners.

So participation from everyone will be very valuable. Thank you all for joining!

 We have some exciting activities lined up for the next two hours, divided into two

phases.

 In the first phase I’ll discuss the project and findings on mid-market planners and

then we’ll team up to perform a crazy 8s brainstorming activity.

 In the second phase we will present our ideas to each other.

Buffer (3 min): Any Questions?

[3:40] : Ice Breaker Activity (2 mins)

 So before we start, let’s stretch!

 We are all back from our lunch breaks and sleepy so this is needed!

 Sitting for too long can be tiring anyway!

 Are we all ready now?

[3:45] : Context (15 mins)

Now I want you all to stay with me and while I will talk about the project,

Project (2 minutes)

 Speaking of the Aim of this project. It is to identify and recommend solutions to

optimise the workflow for mid-market planners in CSN.

 The objectives of this project were to understand the needs and challenges of

mid-market planners in event planning.

 To understand CSN’s features and functionalities and how MM planners leverage

them
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 Gain insights into the gaps and friction points in the workflow of mid-market

planners when using the CSN.

 Addressing these gaps, the outcome should be a simple, intuitive and seamless

user experience driving more MM planner engagement and adoption of Phoenix.

Buffer (2 mins): Any Questions?

Mid-market Planners (8 minutes)

slide 1

 Now let us understand about mid-market planner persona.

 Looking at some planner personas, there are corporate or enterprise

customers, they are usually big MNCs like Amex and Microsoft.

 Then we have Third Party Planners who plan/host on behalf of other

organisations.

 Occasional/ Casual Planners are people like us, they are professionally not

planners.

 Mid-market customers come from medium-sized organisations.

 But what are the key differentiators? Is it the revenue or the organisation's size?

Let us understand together.

slide 2

 MM planners can be called direct planners, True planners, or Free planners all

because they wear many hats, and they are planning directly, meaning there is no

dedicated event source on their team. They share multiple responsibilities.

 For differentiators, there are a few perspectives,

 From a product perspective, Usage and Volume of RFP is the tool. MM planners

drive small volumes of RFPs through the system, only 10-15 times a year,

some higher dollar-value clients may go as far as 10 times a month. They spend

only a few hours a day on the system.

 From a Sales Perspective, the size of the organisation is the tool. MM to business

means they do under $750M in revenue. Their team sizes are small (1-3 planners),

hence smaller organisational processes.
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 The licence module the majority opts for is the starter bundle, which has three

paid features that is NSO contacts, RFP Preferences and Custom Questions.

Slide 4

 Now when we draw a comparison between Enterprise and MM Planner,

Enterprise Planner is a power user who is driving large RFP volumes and they

are in the system 8hrs/day.

 As a result these accounts are driving 70% of the revenue, consequently they

have active client success representatives for support, access to more features,

functionalities and point of contact across various products.

 But when it comes to mid-market planners, they are in the middle ground, driving

fewer RFPs, and are within the system only a few hours a day or times a month.

 The number of accounts is also quite large but revenue is low. As a result, they

don’t have active CS reps.

 Therefore they are not aware of all the tools and functionalities that can be

leveraged for their benefit.

Buffer (2 mins): Any Questions?

Findings and Pain Points (5 minutes)

 For ease of understanding, let's summarise these points under the following

categories/themes.

 We discussed how MM planners have multiple responsibilities and smaller team

sizes, which calls for operational and time efficiency.

 They face communication challenges with the suppliers/venues. At times, they

face many turndowns or don’t receive timely responses. Questions arise on what

went wrong or whether are there any best practices for planners to avoid such a

large number of turndowns.

 This points to the next theme which is, empowerment and guidance. Why

do they need it? They’re not very well-informed clients. We discussed how they

don’t have active CS reps talking to them. As a result, there is a lack of awareness

about new features and releases or best practices. So how to better inform them?
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 Another challenge they face is, finding the system very complex and difficult to

use. Since they’re in the system less often and not very well versed with it.

 We have discussed the licence module they opted for; the starter bundle.

 Lastly, we have budget and revenue constraints. As lesser dollar value

clients, they’re not so invested in the product. This also points to the fact that, in

addition to smaller organisational processes, they lack the time and budget to go

through any specialised training.

Buffer (2 mins): Any Questions?

[4:10]: Problem statements (7 mins)

 Based on the number of stakeholders aligned, the themes have been prioritised.

 All of these insights have also been compiled into a persona that you can read for

reference. Bio, their goals, challenges and aspirations.

 And a customer journey map covered pretty much all the points here.

 I’ll surface some examples related to let's say finding the system complex there’s

an insight regarding how RFP forms are too long and complex for them

 Awareness-when the planner enters after a long time, there are many updates

PHX to which they are unfamiliar

 Adding to this, while sending RFPs, they need help with leveraging NSOs as well

as best practices to avoid delays or turn downs in responses.

 I’ll give you time to go through this.

 Our focus will be on these 3 problem statements

 So far so good?

Buffer (2 mins): Any Questions?

<Share the figma file>

The Figma link has been shared on the chat. If you take a look at my screen, you can

click on this icon and follow me on the file. I have given all the resources, regarding

the project, and context in this section. you can always go back and refer to this.

[4:20]: Teaming Up (5 mins)
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Now it is time to team up. Before we get into problem-solving, follow me to the

space-out section. I want you all to click a funny picture and place it in the boxes

below. Let me give you a demo. So these are the teams we have.

<Play music and timer>

[4:25]: Ground Rules (5 mins)

 Follow me to the workspace area.

 You all will be working in teams

 Remember the 3 problem statements? I want each team to work on one problem

statement.

 So brainstorm together and list down those ideas or sketch them out either on

Figma or you can use sticky notes.

 There’s a whiteboard too if you want to do whiteboarding and brainstorm there.

 There will be a timer running. You’ll have 20 minutes to list out all your crazy

ideas.

 Meanwhile, if you have any questions, just ask away.

<Timer Begins>

[4:35]: Crazy 8’s (25 min)

 Check with the team the spot questions

 Moderator: Record the discussions of both teams.

[5:00]: Discussion (20 min)

 It’s time that we present our ideas to everyone.

 Everyone else can ask follow-up questions.

[5:20]: Conclusion (5 min)

 Thank you note
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2.3.2 Workshop Insights

Every team proposed insightful concepts about how the experience of mid-market

planners can be improved and optimized according to their needs.

The insights and ideas generated from the workshop were revisited. Some of the

emerging ideas and concepts have been depicted in the Figure 2.33.

Figure 2.33: Design Directions
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2.3.3 Affinity Mapping

To analyze the insights gathered from the workshop, all the concepts and ideas were

categorized based on their similarities. The following categories were identified

(Figure:

i. Updates

 There were a few concepts around including an update feature on the platform to

inform about the new features, emphasizing the benefits and efficiencies it can

offer to mid-market planners. This can be done through a short video or a concise

description. This can act as a “what’s new” functionality.

 Quick Guides: One idea was to prompt users with quick guides at time-bound

intervals to improve efficiency and reduce errors. This update could be added to

the venue list.

 Notifications: An in-app notification mechanism for new features can be one

way of introducing and alerting the user about the availability of new features.

 Pop ups: Whenever there is an update, show a pop-up like: “What all changed

since your last visit."

 Emails: Communication about new feature updates or releases through emails.

ii. Freemium

 Introducing the concept of ‘Freemium’ to let the new users experience premium

features for a certain period. This can help in ‘generating need’ for the premium

features and also raise awareness among the users about the features that are

available for them to leverage.

 Option to self-checkout and customize the bundles by providing access to the

premium plan information. This is also in line with the Cvent’s initiative, ‘PLG-

product-led growth’. The overall goal of the PLG initiative is to upgrade free

users to “paying” clients to provide a better experience, drive more RFP volume,

and drive additional revenue directly through the product without human

intervention.
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iii. Task Prioritisation

 Introducing smart ways like AI to make decisions around the received bids and

auto-suggest venues based on RFP data.

 Another way to prioritize tasks can be through an ‘auto suggest’ venue based on

RFP data.

 Sharing the customer reviews and feedback about their ‘awarding RFP’

experience while MM planners are in the awarding stage.

iv. Leveraging AI

 In-App tour: An effective way to sensitize new users about the platform’s

features or in a scenario when the user enters the platform after an update. These

walkthroughs can be short, and feature-specific with interactive tricks and tips.

 Leveraging AI to guide user throughout the process, such as through a chatbot or

by automating the manual tasks to save time.

v. Simplifying Navigation

 Introduce a quick RFP feature.

 Break down features into steps (like wizards) to simply use and improve

understanding and planner adoption.

 Fetching section-wise information from the previously created RFP forms to

minimize repetitive tasks.

 Adding a progress bar for visibility of system status.

vi. Existing Workflow

 Revisiting the existing workflow of the redesigned experience, pick the ideal user

journey and identify places where it is feasible to nudge the users to the next

possible steps. Such as guiding with tooltips, and flyouts.

vii. Dashboards

 Create a dashboard that features all the summaries of venues, a bird’s eye view of

the RFP, progress details, flowcharts or bars.
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 It can also feature recommended actions and information about the updates that

the user might have missed.

viii. Knowledge base and guides

 Enhancing the Cvent Knowledge base and updating the supporting material since

the focus is also shifting towards mid-market planners.

 Contextual Guides that include a step-wise breakdown of the process and to-do

lists.

 Video content/guides: Short and crisp tutorial options.

Figure 2.34: Affinity Mapping of Ideas

2.4 CONCLUSION AND NEXT STEPS FORWARD

The desk research and primary study findings highlighted the crucial aspects

surrounding the mid-market planner persona and their experience on CSN phoenix.

These findings paved a way to formulate the problem statements which were around

the need of awareness generation, guidance and making the CSN-PHX platform

experience simplified and easy-to-use. The ideation workshop was pivotal in terms of

exploring fresh ideas and looking at the given pain points from diverse point of views

or lenses. These design directions or concepts will serve as the foundation for

developing potential design solutions.
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The next steps forward include the following tasks:

 Analysis of Ideas and concepts from the workshop.

 Prioritisation of concepts based on Desirability, Feasibility, Viability (DFV

Mapping)

 Paper and low-fi Prototyping

 Hi-fi Prototypes and Testing
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