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HOW TO WRITE AN AV RFP 
TO GET THE BEST AND MOST 
ACCURATE RESPONSES Current AV RFP landscape 

Writing an effective RFP
  
Key take-aways

•   What’s missing in today’s RFPs 
•   How this impacts responses    

 and your event

What you’ll find and learn 
within these pages:   



We know: Writing (and managing) the Request for Proposal (RFP) process 
can be less than fun. It’s time-consuming at best and tedious, confusing 
and unproductive at worst. And, after all the time and effort, the responses 
you receive might be all over the map, making it hard to come to an easy 
and clear decision. 

But what if we told you it didn’t have to be this way? 

If you are seeking a true AV partner – a team that brings expertise, 
strategic input, and shared accountability in delivering a seamless and 
impactful event experience  – your RFP should go beyond equipment lists 
and pricing. You can use this opportunity to evaluate service philosophy, 
communication style, institutional knowledge, and alignment with your 
organization’s values in addition to a company’s resume of (and budget for) 
similar events. 

If you want to inspire your audience and elevate your meetings and events, 
your RFP should reflect that – and this guide can help you craft it.

INTRODUCTION 01



HOW TO WRITE AN AV RFP TO GET THE BEST AND MOST ACCUR ATE RESPONSES

A great way to assess the current landscape of potential partners is through an 
RFP. Responses can (and should) give you a good sense of how each company 
stacks up with regards to things like costs, services, innovation, and experience. 
While the benefits of finding the right partner through the RFP process can drive 
positive results for your event(s), we see a large number that leave out much of the 
information that is necessary to delivering that kind of outcome.

So, what is missing from RFPs? 

A lot, it turns out. In order for a potential partner to provide an accurate estimate 
(and more) for your event, they need very specific information and details about 
that event.

“ I don’t see enough of the desired outcome 
in the RFPs we receive. For example, each 
organization – and each event – has an 
experience they seek to deliver to their 
attendees. That experience is carried 
through and by every interaction, speaker 
and presentation; therefore, it’s not just the 
equipment and costs associated with that 
equipment that matter. It’s the people and 
company behind that equipment that not 
only brainstorm, create and execute with 
you, but interact with your attendees and 
speakers, shaping their experience.”

Joe Faulder, Director of Creative Services, 
Projection

Current AV RFP landscape
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Here’s a checklist of the things we 
often see missing from RFPs today, 
but are critical to providing an accurate and 
comprehensive response.  

Event schedule 
• If no schedule is available, include a program from the most 

recent event
Room specs, including how long rooms are available (for set-up, 
tear-down, event)

• Including, do rooms have 24-hour holds? (If the hotel, for 
example, is planning to use the room for another event that day, 
labor costs will increase dramatically, as there will be multiple 
tear-downs and set-ups.)

Pictures and diagrams from most recent event(s) 
Current equipment specs, or itemized list of equipment from 
previous event

• Including the equipment schedule, from load-in to load-out   
Size of exhibit hall, number of exhibitors and historically how many 
exhibitors order audio-visual services/equipment from your AV 
partner
Any ancillary (or ICW/in-conjunction-with) meetings that may be 
additional revenue opportunities that the bidding companies can use 
to consider what pricing structure to offer 

• Based on exhibitor and ancillary opportunities, the bidding 
companies may be more willing/able to structure a deeper discount 
for the main event.

Storage availability and accessibility
• If event takes place in multiple locations, can equipment be 

stored in each, or will it have to be transported back and forth?
Existing agreements (i.e. contract exclusivities) with the facility 
that would directly impact an outside AV provider
Company information

• Profile – ownership structure, leadership team, etc. 
• History – longevity in the industry and with clients
• Vision/mission/values
• References – track record for longevity and client satisfaction
• Owned/warehoused equipment

Event goals and desired attendee experience HOW TO WRITE AN AV RFP TO GET THE BEST AND MOST ACCUR ATE RESPONSES

Consider this example: A few AV companies receive and open an RFP that 
doesn’t include a detailed schedule of the set-up/strike, session times, etc. Vendor 
A quotes labor and equipment according to the information provided and assumes 
they can get into the rooms to set the day before the event. Vendor B assumes 
the set can only take place the day-of the event and quotes accordingly. Vendor 
C is the incumbent [vendor] whose quote is the highest because they have 
institutional knowledge about the event, including full equipment lists, schedules, 
staffing needs, etc. You go with Vendor B because their quote is much lower 
than the others. As you start planning the event – and schedule, equipment and 
staffing needs become clearer – you learn your AV costs are going to increase 
exponentially and the allocated budget is no longer applicable.  

This is one over-simplified, but very common, example. The mistaken or 
overlooked exclusion of a single detail may not have a dramatic impact on the 
responses and your ability to glean a clear picture of the vendor landscape; but a 
few of them can drastically affect the end result (both in terms of the proposals you 
receive as well as the event itself). If information is left out, vendors guess and make 
predictions about what an event needs, which can lead to wildly different quotes 
and responses. This makes not only the decision-making process more difficult 
but can also lead to a budget that gets thrown out of whack once those details are 
revealed down the line, closer to the event.
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David Danto, principal analyst at TalkingPointz, argues that it is important to learn more 
about who is behind a company when evaluating a partner. “The people behind a company 
speak volumes about its stability, culture, and future. This isn’t just about having the right 
technical expertise – it’s about the company’s overall health and culture. Choose partners 
who invest in their people and show consistency in leadership. If their employees are 
sticking around, chances are they’re doing something right. If they’re not, you should run 
away too.”

One of the things that doesn’t lend itself as easily to a checklist of RFP items is the 
attendee experience. While most organizations have a very clear picture of the experience 
they want attendees at their events to have, that doesn’t often make its way into the RFP 
process (and, quite frankly, is often left out of the planning process altogether). Why does 
this matter to your AV partner? As with all of your partners, the company you choose to 
execute your event’s AV and production will be responsible for delivering that experience – 
through the technology, presentation management, branding displays, etc. Without a clear 
picture and understanding of that desired experience, they are operating, metaphorically, 
with one hand tied behind their backs. 

Without this, they are both unable to make recommendations for enhanced or more 
streamlined experiences when planning for/designing the event, and also unable – during 
the RFP/proposal process – to provide an accurate response related to the tools, talent 
and time needed to deliver that experience. For you, that could mean two wildly different 
budgets – one that’s bare-boned, in response to the RFP, and a second that more 
accurately represents the event and what’s needed to pull it off successfully. And, as you 
may have already experienced with previous events, the latter is often not clear until after 
the event when everything is tallied. 

Current AV RFP landscape cont.
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Amex GBT 2025 Global 
Meetings and Events 
Forecast f inds that 
impressions can bond 
attendees to your product 
and brand, highlighting 
the importance to curate 
experiences that resonate 
with your audience.

https://www.amexglobalbusinesstravel.com/meetings-events/me-forecast/
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The bottom line: When an RFP isn’t crystal clear, you are likely to receive responses 
that are all over the map. In reality, at least from a price standpoint, vendors should 
be within a certain range of each other; so, if you notice a gaping variance in price, 
those vendors likely responded to the RFP quite differently (e.g., with different 
technology or alternate views on the amount of labor necessary). That is likely to 
make the job of deciphering and comparing those responses more daunting, and 
less “scientific,” as it’s harder to compare apples to apples.

“Beyond the responses (and the added time 
to decipher them), an incomplete RFP often 
leads to ‘emergencies’ later on. If your vendor 
bids and plans on technology and labor based 
on an incomplete picture of the event, as the 
planning takes place and event kicks off, there 
are likely going to be gaps identified – such as 
labor missing or technology not accounted for. 

That can not only impact your bottom line but 
can definitely impact the seamlessness of the 
show, and even the attendee experience. The 
more detail provided and planned for upfront, 
the more seamless your event is going to be.”

Sean Ewell, National Account Manager, 
Projection

The impact of an incomplete RFP 
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Based on our experience responding to RFPs, working as a strategic 
partner to deliver personalized expertise to our clients and servicing 
over 100 events each year, we know the more information you provide 
about the scenario a vendor will be walking into, the more accurate the 
responses will be, and, quite often, the more successful the event. 

We recommend following the path laid out below as you look to develop 
your next RFP. 

Define and capture the experience you want attendees to have. 
Determine: Are they having it now? If so, what goes into ensuring that? If not,  
what’s missing? Maybe you want a strategic partner who will execute on an 
already successful and established vision, or perhaps you need a partner 
who can help design and execute. Understanding both what you want to 
achieve and the role a partner can play can lead not only to better, more 
thorough responses to your RFP, but ultimately, a more successful event.

If/when possible, pull in your current vendor(s). 
They, more than anyone, will know your event inside and out and the 
many nuances related to AV and technology needs. Many times, your 
vendor will provide things not even you know about – things that don’t 
end up in your final invoice. Therefore, for an accurate apples-to-apples 
comparison, getting their input on labor and equipment needs can 
be crucial to this process. (Obviously in some instances this won’t be 
possible, but where it is, it can streamline the process and cultivate the 
most accurate responses.) After all, that is what partnership is all about.

For example, once you develop a list of equipment, have your current 
vendor review it to make sure it includes what you actually use, including 
comps. In our experience, many clients list the same specs every year 
but adjustments have been made without formal notice (e.g., changing 
standard to high definition). 

Writing an effective RFP  
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Look at last year’s event and use it as a baseline. 
Whether you intend to add to what was done or keep it pretty much 
the same, this provides the most accurate view for anyone to provide 
pricing on technology, tools and labor. It also offers valuable insight into 
how the equipment was actually used – insight that, when paired with 
your vision for the attendee experience, helps vendors deliver more 
strategic and tailored responses.

Using the previous year’s invoice also allows you to compare the bidder’s 
estimates against what your current vendor actually charged. This 
creates a much clearer, apples-to-apples comparison – especially when 
evaluating labor hours, gear packages, and ancillary services.

• Pull the itemized bill and redact the prices
• Include pictures, floor plans, meeting grids, program and schedule 

Look ahead to the event for which you are sourcing. 
As you prepare your RFP, be sure to account for how next year’s event 
may differ from the last. Clearly note any changes – whether in format, 
timing, or space usage – as these can directly impact labor, equipment, 
and pricing.

Just as important: remember that rates and conditions vary by city. 
Vendors will quote based on the location of your next event, not the 
previous one. Labor costs, union requirements, and tax structures 
can differ dramatically. For example, a union-heavy city may increase 
crew costs significantly, while some cities tax only equipment rentals 
and others tax both equipment and labor

Also outline any venue-specific restrictions your AV partner may 
encounter. These could include:

• In-house requirements or exclusivities (e.g., for rigging, power, 
internet, or audio)

• Room access limitations (timing for set/strike, 24-hour holds, 
etc.)

• Preferred vendors or hotel policies that may limit third-party 
services

Flagging these early allows vendors to account for them in their 
proposals and helps ensure you receive accurate, realistic quotes.

Writing an effective RFP cont.  
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What kind of partner are you looking for? 

Develop questions that aim to understand: 

•  Who is behind the company
•  How they work with clients
•  How they onboard new clients
•  What clients say about their work, product, and people
•  What the planning process looks like
•  Approach to client communication 
•  Team experience and company turnover

Writing an effective RFP cont.  
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Invoices only tell part of the 
story. If your current vendor 
provided comped services 
or bundled items, those may 
not be reflected in the final 
bill - but they’re still critical 
to the event’s success. Be 
sure to include them in your 
RFP to get a truly accurate 
quote from prospective 
partners. 
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TIP

If a vendor provides a discount, 
be sure to ask what the 
discount applies to/where the 
discount structure starts and 
ends (e.g., if the discount is on 
equipment, it might only be 
applied to the equipment they 
own vs. equipment needing to be 
subrented).

Each event – and the organization/association putting it on – is unique, and the RFP should 
reflect that. But, that doesn’t mean it has to be an overly tedious process. With the right 
resources and strategy, you can develop an RFP that is well positioned to return the most 
accurate picture of the vendor landscape.  

Ready to get started on writing that killer RFP? Here’s a wrap-up of things to keep in mind: 

1. Determine and define what kind of partner you want 
2. Get your current AV vendor involved 
3. Gather and include as much information from previous year’s event(s) as possible (use the 

aforementioned checklist as a resource!)
4. Determine and communicate the experience you want your attendees to have 
5. Seek information about each vendor beyond pricing – history, values, vision, how they do 

business, client testimonials, etc. 
6. Be clear on your expectations for the vendor (this can/should include things like pre-show 

time commitment, success metrics, technician etiquette, communication       
styles/preferences)   

7. Get specific. Some comprehensive RFPs have asked for a full list of a vendor’s inventory to 
demonstrate flexibility and size (e.g., owning equipment vs. having to subrent)

Consider sourcing beyond a one-year contract. When searching for a new vendor for a one-year 
relationship only, you risk consistency of staffing, higher discounts, and locked-in pricing. Rather, 
it might be worth considering a 3 to 5-year contract with a “with cause” out clause.

Key take-aways



Projection
No matter what kind of event you are planning or partner you’re looking for, the RFP is the first 
step in ensuring a successful meeting and relationship. By laying a solid foundation, the process 
not only becomes more seamless, but it delivers a more equal and comprehensive overview of 
the landscape.

While these articles go beyond writing an RFP, we find them helpful and insightful as it relates to 
defining and designing the overall event experience. Hopefully you will, too!

The Importance of Thinking Strategically About Your Meeting – and How to Get Started

Personalizing Event Experiences to Drive Engagement and Loyalty

Tech-Driven Inclusion: Enhancing Event Accessibility for All

Navigating Workforce Dynamics: Key takeaways to tackle labor challenges

ADDITIONAL READING

For more information 
about Projection: 

check out the blog: projection.com/ideas 
follow us on LinkedIn: Projection
contact us: info@projection.com

https://projection.com/the-importance-of-thinking-strategically-about-your-meeting-and-how-to-get-started/
https://projection.com/personalizing-event-experiences-to-drive-engagement-and-loyalty/
https://projection.com/navigating-workforce-dynamics-key-takeaways-to-tackle-labor-challenges/
https://projection.com/tech-driven-inclusion-enhancing-event-accessibility-for-all/
https://projection.com/ideas-projection/
https://www.linkedin.com/company/projection-presentation-technology/

