


Winning the “UNREASONABLE” Bid: 

How Exhibition Brands Create 

IRRATIONAL LOYALTY 
and STOP Competing on Price



BRAND
BORN TO



BRANDS ARE 

LIKE
PEOPLE





WHAT CAN WE 

LEARN FROM A 

BRAND THAT

KILLED
CUSTOMER

S





WHAT ABOUT
EXHIBITION SERVICE

BRANDS
IN 2026



Margins are compressing as clients commoditize exhibition services.

RFPs reduce complex capabilities to line-item price comparisons.

The barrier to entry keeps dropping; new competitors emerge every year.

One bad show-floor experience? You’re out of the rotation.

Being “good at what you do” is table stakes, not a differentiator.

THE HARSH REALITY OF

EXHIBITION SERVICES

CEIR, “Total Index Report” – Center for Exhibition Industry Research

Freeman, “Trends Report: The Changing Landscape of Brand Experience”



Functional parity is real: most exhibition contractors offer similar services.

Clients want partners that reflect well on them—that make 

them look good to their stakeholders.

Emotional differentiation drives retention: trust and confidence 

keep clients from even opening the RFP process.

Transactional relationships mean you’re always re-bidding. 

Emotional bonds mean you’re the incumbent they don’t want to replace.

WHY BRAND MATTERS MORE THAN EVER IN 

EXHIBITION SERVICES

CEIR, “Total Index Report” – Center for Exhibition Industry Research

ESCA, “Exh ib ition Services  Industry Insights”



Switching costs are lower than you think—clients don’t owe you loyalty, they owe 

their stakeholders a great show.

Competitors don’t just bid on your accounts—they build relationships with your 

clients at every industry event.

The only defensible strategy? Become the partner they’d feel bad replacing.

YOUR COMPETITOR IS 

ONE RFP AWAY



WHAT IS A BRAND

?



THE COLLECTIVE

EMOTIONAL RESPONSE
TO YOUR PRODUCT OR SERVICE



EXPECTATIONS



MEMORIES



A RELATIONSHIP



MEANINGFUL
DIFFERENTIATION



A PROMISE





INTANGIBLE ASSET
AN



FINANCIAL ASSETA
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98%
OF WHAT THE BRAIN DOES

HAPPENS OUTSIDE OF AWARENESS

95%
OF DECISIONS HAPPEN OUTSIDE

OF THE NEOCORTEX



BRAND
is a

STOR

Y

A



BRAND
IS

STOR

Y

YOUR

YOUR



BRAND

BE BRANDED
OR





Every employee empowered to spend up to $2,000 

per guest to solve a problem, no manager approval 

needed

Brand promise isn’t about amenities, it’s about how 

guests feel

Commands 40–60% premium over competitors, and 

guests pay it gladly

Service culture becomes brand identity, not marketing, 

but behavior

Created loyalty so deep, clients don’t even consider 

alternatives

IRRATIONAL LOYALTY in ACTION



THE RITZ-CARLTON EFFECT

Consistently ranked #1 in luxury hospitality: two    

Malcolm Baldrige Awards

40–60% price premium over comparable luxury 

hotels

Guest return rate near 80%: guests don’t even shop 

alternatives

Brand built on service culture, not marketing spend

Proved that empowered teams build emotional 

bonds that pricing can’t break

The Ritz-Car lton Leadership Center – Gold Standards  and  Service Values

Harvard Business Review – “Putting the Service-Profit Chain  to Work”

NIST/Baldrige Performance Excellence Program



YOUR BRAND

MATTERS



BRAND
IS NOT

YOU

YOUR

ABOUT



BRAND
IS

THEM

YOUR

ABOUT







TODAY’S OPTIONS 

PACKAGESTOMORROW’S STANDARD EQUIPMENT

ARE



THE

IDEAL 

CUSTOMER
ARCHETYPE



WHO IS THE CUSTOMER

WORTH THE 

MOST
OVER THE LONG HAUL?



WHO IS THE CUSTOMER WHO IS

MOST PROFITABLE 

AND

A DELIGHT TO SERVE?



WHO WILL KEEP BUYING FROM YOU

AGAIN AND 

AGAIN?



WHO IS YOUR

BRAND’S 

CHAMPION?



What do they LOOK like?

What is their DAY like?

What keeps them UP AT NIGHT?

What are they AFRAID OF?

What are their GOALS?

What are their CHALLENGES?

What makes them feel SEXY?









BRAND SWAGGER

QUESTIONS



WHAT DOES IT

SAY ABOUT YOUR 

CUSTOMERTHAT THEY USE YOUR BRAND?



ONE THING
WHAT IS THE 

CUSTOMERS GET FROM YOU THEY CAN’T GET FROM ANYONE ELSE?



THE HERO
HOW DO YOU MAKE YOUR CUSTOMER

IN HIS OR HER OWN STORY?





JESTER RULER HEROMAGICIANCAREGIVER



TRANSFORM
HOW WILL YOU

YOUR BUSINESS?



LET’S START
SOMETHIN

G

!
512.554.1538
deb@debgabor.com
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