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If you give a mouse a cookie, he will 
probably want a glass of milk… 

When my son was two or three, my wife read to him what became his favorite book;

Laura Numeroff’s classic, “If You Give a Mouse a Cookie.” For the uninitiated, the book 
tells the tale of a little boy whose mouse friend first asks for a cookie.  The boy obliges,  
but soon that is not enough and the mouse wants yet another thing, like a glass of 
milk, then a straw, then a napkin and on it goes. My son, now 26, works as a client 
onboarding manager for Eventsquid. One day, after proudly demonstrating a feature 
we built at a client’s request, Matt was struck by the client’s response: “that’s really 
nice, but can it do…?” Later that day, while recounting the story, Matt laughed and 
said “if you give a mouse a cookie…!”  I instantly understood.  I understood from both 
sides of the keyboard and it got me thinking about the dynamic between event 
planners and their software providers.


Never Enough or Not Good Enough? 

I’ve been creating internet software companies since 1996.  I know well the tension 
between software and its users; a tension that seems to always flow in one direction.  
Users want more from their software and software companies try to provide more, 
sometimes at the expense of simplicity, usability and cost.  Never have I witnessed this 
phenomenon more than in the event planning space.  More than 450 companies 
provide event management software. A handful of companies dominate the landscape 
but seemingly very few actually please their clients sufficiently to keep them from 
looking around for something better.  My friend always says, “good enough never is.”  
For Eventsquid, that represents both an opportunity and a challenge.  When another 
software company falls short, we can step in.  But if we add too many features to our 
software, when does it become too overwhelming (e.g. Salesforce)?  Are planners 
unreasonable to imagine that one software platform should be able to handle exactly 
what they want while also satisfying thousands of other planners with exactly what 
they want?  


At times, I feel like a software therapist as I listen to planners describe the annoyance, 
disappointment, frustration and outright dissatisfaction with their event management 
software.  Over the past 12 months, I’ve conducted more than 850 live demos of 
Eventsquid to planners of every stripe.  I hear stories.  Here is a cross-section of the 
feedback we get almost daily from planners moving away from their existing platforms:


• Our current software doesn’t [fill in the blank]

• I have to torture my software to get it to do what we need (usually, complex setups)
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• Our current software is too cumbersome for me to work in every day

• Our current software provider charges too much

• Our current software looks outdated

• Our current software is confusing to registrants

• I’m tired of getting nickel-and-dimed over feature modules

• I need to consolidate my app, event website and registration into one platform


None of these complaints is mind-blowing.  What is mind-blowing is the intensity and 
frequency of complaints in an industry brimming with players. It makes me wonder 
whether planners will ever be satisfied or whether providers are not listening and 
responding well enough.  The way we see it, planners should never be satisfied. Each 
of these pain points represents another pin in our road map for adding refinements 
and new features into Eventsquid.  In the past year, we launched more than 185 major 
features and several hundred “tweaks.”  Mostly all of them were driven by planners 
with strong cookie cravings!  


Assuming Planners Will Keep Asking, Will We Run Out of Cookies? 

Even after having spent 30+ years creating software, nothing has changed about my 
anxiety over dissatisfied clients. Nothing feels more personal to me or to our team. 
Make no mistake, every piece of software on the planet will fail to please all of its 
users. I know this.  But that does not stop me or our squad (of squids) from imagining 
that we can make every customer a fan, even if our software ultimately does not meet 
their needs.  


In my experience, good things flow from a company that can be honest about what it 
can and cannot do; a company that takes quick action to remediate issues as they 
arise.  Every person we hire must share our unquenchable urge to make planners love 
the service they receive from us.  Surely this sounds contrived, but in our company 
culture, it makes perfect sense. What can be more rewarding than enabling people to 
do what they do even better (and then hearing about it)? Conversely, what could be 
more depressing than disappointing people who are paying you to help them? This 
underlying philosophy drives everything we do.  But can a growing company like ours 
that subscribes to this ethic (1) sustain high levels of service as it grows and (2) keep 
the software usable as feature upon feature is added to serve an ever-expanding client 
base?


Can we keep pace with insatiable demand? 

Commitment to service is simply a matter of will. In a growth company, that requires a 
willingness to resist rapid growth in order to maintain high-touch service. The will to 
serve clients, even at the expense of the bottom line, begins at the top of an 
organization. From my perspective, there is no excuse for sub-standard service, 
especially in a market littered with alternatives. 
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If you are experiencing poor service (e.g. slow response times, long upgrade cycles, 
etc.) from your current software provider, you have to wonder whether they care 
institutionally.  Lanyon’s recent rollup of RegOnline into Cvent, for example, has 
rankled more planners than Lanyon, no doubt, ever imagined.  But, what else should 
they expect when they force clients to not only switch platforms (that take time to 
master) but also pay more money for the privilege? That strikes at the heart of good 
service. In addition, at that scale, company sales and service processes tend to 
degrade, leaving the company vulnerable to higher touch providers with equal or even 
lesser feature sets. Planners want to be heard and helped, not sold or trapped in bad 
contracts.


In the six years we have been at it, we have observed that planners value our ability to 
accept and respond to feedback even more than what the software can do for them. 
That’s not to say we can service our way out of software issues, but it does shed light 
on why many companies are pushing planners away. We require our clients to go 
through a minimum of 3 hours of one-on-one onboarding and consultation versus 
automated or simple training.  Our onboarding team focuses not only on HOW you 
want your events to run but also on WHY you want to do what you think is necessary 
to run them that way.  Often, during the process, we reveal new methods and benefits 
of thinking outside the confines established by older, less capable software. Our 
consultants fully understand events and their complexity so they are able to map their 
knowledge of the software to individual clients, which optimizes the experience for 
both the client and their registrants.  I believe that as we grow, Eventsquid cannot 
afford to relax this rigorous standard of service and accessibility.


How Much Feature Expansion Can Planners and We Tolerate?  A Lot! 

This is the ultimate question for any growing software provider. We have all 
experienced what happens when large software companies become sluggish and 
unresponsive to client needs. We also know what it is like to work with software that 
tries to do so much that it becomes unpleasant to use or effectively transition to a 
successor in your organization.  I do not believe this is the inevitable destination for 
every growing software company.


From a feature perspective, it is typically not the depth of a software platform that will 
bog down a large software platform, but the breadth.  In other words, how far you 
wander from the core software mission will more likely dictate whether the software is 
destined for obscurity or begrudging acceptance (neither of which are good for users).  
Think about it. If a team is only concentrating on how to improve event management 
capabilities, the software they create will more significantly benefit its event 
management clients compared to software that performs arguably related, but 
completely different services (e.g. events vs. member management). But many 
software companies fall into a trap of trying to cast too wide a functionality net in an 
effort to satisfy every desire of every client.


www.eventsquid.com Software Insights & Experiences �4



We experienced this exact conundrum. We began in the sports and hobby markets of 
archery, bodybuilding, golf, radio control hobbies, etc. As part of that endeavor, we 
went beyond pure events in order to meet requests by local clubs for tools to manage 
their rosters.  It makes perfect sense.  Or, does it?  This year, we voluntarily refunded 
one of our long-time clients 100% of their license fee, gave them a free year on the 
software and told them we would no longer provide the member management side of 
our platform (which they wanted to use and had just signed an agreement for).  What 
the fudge cookie?!  As we weighed our desire to deliver what the client wanted and 
our revenue goals against the impact such a distraction would have on our core 
business, it became clear that adding and maintaining features outside our core focus 
would distract from our ability to properly service the bulk of our clients and hamper 
our ability to evolve the core software.  In addition, we concluded that as we burdened 
the event side of our software by paying less attention to it, the member management 
side would likely never reach the level of excellence we have been able to achieve on 
the event side.  To venture down this road would risk our entire purpose for existing. 
Look around and you will see examples of this right in our industry.  Does anybody 
think that Constant Contact can handle events elegantly and efficiently? The same 
goes for countless member and association management systems that “also” offer 
event software.  Good enough never is and half-baked software is usually not even 
good enough. We will stay focused.


Assuming we stay in our lane, planners may wonder whether we can and will continue 
to add features with no end in sight. This is why we exist. Our question to planners is 
whether they can handle it. From our inception, we have given away dump trucks full 
of cookies in the way of new features, refinements and upgrades. But with great power 
comes growing complexity.  


“It’s just a checkbox,” a client once told me, not understanding that behind that 
checkbox lies 400 lines of code and untold implications for 10 different other features 
of the software.  This is not to mention the fact that the one checkbox became just the 
latest in a growing army of checkboxes poised to take over that client’s cerebral cortex 
while she is already preoccupied with the array of options and controls requested by 
hundreds of planners before her.  My point is that for every feature that a planner might 
request, there are dozens in front of that and not all of them will or should be added for 
many different reasons.  To ensure that we do not overwhelm our clients, we run all 
feature requests through a fast, but rigorous evaluation process.  We look at the 
number of requests for that feature by different planners, the availability of a current 
workaround and the overall impact that feature will have on the software (will it affect a 
narrow band of users or most?). Then there is the sheer volume of feature requests we 
must consider, which goes to priority.  Finally, we consider whether the update will 
make things more complicated for clients or excite and serve them? We believe that 
this process will enable us to continue baking and serving cookies for as long as our 
planners have the appetite to consume them. 
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We do not have a concrete construction plan for the next five years. We do not have a 
plan for the next three years.  We have a much better plan; one to adapt to the current 
and future needs of our clients while staying true to the core purpose of our software. 
The software we have today would have been unimaginable to us just two years ago.  
The same will be true two years from now.  That is because our planners drive what 
goes into our software and although we can reasonably discern and articulate where 
we are headed, we allow our clients to heavily influence how fast we get there and in 
what order we roll out new and better features.  It is our job to curate the ideas our 
planners provide us and forge them into real tools that all of our clients will find 
efficient, engaging and powerful. I am not sure there is any balance in that approach, 
but I don’t think we would have it any other way. If we need to give away cookies for 
as long as we exist, consider us your Keebler Elves.  
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