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Our companies need to create influence over decision-making. If we can’t 
influence our customers, our prospects, or our employees, then we fail. We 
may as well not invest in marketing.

The point of this module is going to be having the greatest amount of 
influence for the least amount of marketing dollars. 

It is not to suddenly start doing national television advertising or another 
form of marketing that you are not currently doing. 

It is to take the marketing dollars that you are already spending, no 
matter how small or how big they are, and use them to their maximum 
effectiveness so that the messages within them have complete influence 
over decision-making.

Understanding how this decision-making process works allows us to create 
marketing messages that attract the best possible clients.

In the following pages we will look at how the 7 Fascination Advantages 
are used to fascinate both prospects and customers and create influence 
over decision making in both of their minds.

Creating Complete FasCination With Your Brand

INNOVATION

PASSION

POWER TRUST

MYSTIQUE

PRESTIGE

ALERT
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When preparing for a presentation, people often spend a great deal of 
time on the material in the presentation, and very little time on the 
presentation itself. Yet thoughtlessly dumping your ideas into PowerPoint 
slides is akin to serving fine cuisine on flimsy paper plates. 

Just as we need to think through our material, we must think through 
how this message will be heard, remembered and acted upon.

having a great produCt or a great idea means nothing  iF 
You Can’t sell it.

As a speaker, I have to immediately connect with an audience and earn 
their trust. With some industries or corporations, that can be hard. 
But you have hard presentations too: the cynical executive, the skittish 
customer, the naysaying employee.

We sell in presentations  whether they take place in a boardroom or a co-
worker’s cubicle  which means that presentations form the very building 
blocks of our careers.

FasCinate to sell

You could have the 
world’s greatest 
product and 
still fail. Why? 
Because if you 
don’t succeed 
in fascinating 
your customer, 
your product will 
fail. And if that 
happens on some 
level, you fail too.



how the apply the science of fascination                             3

closing the sale

M
o

d
u

l
e

 3

In today’s marketing environment of chaos and insecurity, you have 
to fortify your presentation to face the most hairy decision-making 
moments. Below, your guide to turning a great hypothetical pitch into a 
great sold product.

1. think oF Your Customers ConCerns BeFore theY do.
Here’s how:

 »  Think through every possible concern, objection or obstacle to selling 
that idea.
 »  Decide your point of view (collectively with your team, if applicable) 
so that you can have the most constructive possible discussion.
 »  Spend up to ten times more time thinking through how you’ll present 
your proposal than you’ll spend in the meeting itself.
 »  Talk through how to frame up the rationale in a way that addresses 
the customer’s main concerns.

2.  CritiCize Your oWn proposal (BeFore Your          
Customer does).

Ahead of the meeting, be brutally honest with yourself and your team in 
pinpointing the weak spots in your proposal. 

Consider all aspects of your customer’s needs, concerns, insecurities, 
politics, and biases that you’ll have to overcome in order to earn their 
genuine consideration. 

Know in advance how you’ll address those if the client brings them up. 
The point isn’t to defensively fight for your work, but rather to avoid 
being caught flatfooted by a tough question.

8 insider strategies For a tough sell (or a   
tough CroWd)

proposal
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3.  Consider starting the meeting BY immediatelY 
addressing Your Customer’s ConCerns.
 »My speaking coach, the venerable Nick Morgan, taught me a trick 
that has served me well in all kinds of presentation scenarios.
 »  First, frame up “the problem” that the audience faces (e.g., slashed 
budgets, layoffs, etc.). 
 »  Then, ask how this affects their success (e.g., increased anxiety, 
paralysis, stalled revenue). The process of brainstorming the effects of 
their “problems” is extremely productive for your audience, because 
often people don’t look at the bigger picture. 
 »  Help them understand the “cause and effect” nature of the problem. 
Spell out how the problem is caused, how it makes them feel, and how 
it can be resolved with your solutions.
 »  Address the issues one-by-one in the idea or message you present.

4. use storYtelling.
Stories are incredibly effective. Here’s a different way to use them.
I use storytelling to describe what the creative process was like to 
humanize and bring the client inside the journey. For example: 

“When we first began this process, we looked at ideas in the area of X 
and Y, but soon realized that wouldn’t be smart for reasons A and B. 
Then we hit upon this idea and everyone was inspired by it.”

5. Be aBle to artiCulate everY element oF                              
Your reCommendations.
Don’t send your ideas out alone and defenseless into a meeting. 
Be able to clearly explain every element of your work, why you did 
things the way you did and the reasoning for it. Odds are that you 
didn’t develop your recommendations by randomly shooting darts at a 
spreadsheet. Make sure the client knows that too.

A “tough sell” is 
any presentation 
in which the 
success or 
failure will 
depend on your 
ability to make a 
presentation that 
persuades your 
audience.
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6. have “plan B” readY iF Your original plan isn’t 
approved.
Decide in advance what elements of the work you can compromise, and 
what you can’t so you can adjust your focus.

7. rememBer that no presentation is more 
important than the relationship.
When you’re passionate about what you’re working on, your Passion 
can be a fantastic selling tool because it shows you believe in the work. 
However, there’s no single idea that’s good enough to trash the overall 
relationship over. The reality is that there are more good ideas than there 
are good customers. Your job is to prove why your idea is the best.

8. iF the presentation starts suCking Wind, don’t 
Wait to Find out What’s going Wrong.
Instead of nervously trying to just make it out of the meeting alive take 
a breath, stop and address the issue. Acknowledge the situation with 
a little diplomatic honesty: “I could be wrong, but by those veins 
throbbing in your temples, I’m sensing that this isn’t working for you.” 
Only when they express their concerns can you redirect attention to 
solving them.
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cReATing compleTe inFluence oveR youR mARkeT

We know from previous modules that individuals who use Innovation 
tend to be creative and innovative. When companies use Innovation in 
their marketing, it is very similar and we must know that they’re not 
going with the obvious choice.

Instead of looking at their marketing, or at the product in the same way 
as their competitors, they’re finding a different path. This is what makes 
Innovation so great for a small businesses. 

A small business with the Innovation Advantage might be thinking, 

“How could we reinvent some aspect of this to be surprising?                        
To delight people? To hit upon a different benefit?”

If everyone in your market is charging $49 per room to clean carpets, 
what would happen if you did something differently? 

What if you started charging more, charging less, or running a completely 
different type of marketing campaign? 

Instead of doing radio, fliers, and online banner advertising, what if you 
did something that nobody had ever thought of before?

The companies that use Innovation make us think differently about them. 
They can compete more effectively than a big company can, because they 
don’t do it the obvious way.

using the innovation advantage in Your CompanY
Make a list of expectations of everything that your customer is going to 

sallY talks aBout inFluenCing Clients With the 
innovation advantage
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take for granted about the purchase process and about the delivery of your 
product. 

If it’s just assumed that there’s going to be a specific way that it’s handled, 
try to find ways, even in just the tiniest little bit, that you can evolve 
it, that you can come up with a new interpretation, a different way of 
delivering and talking and thinking about your brand.

  Customer expeCtation                                    a Creative WaY to deliver that                                                                   
                                                                              expeCtation
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cReATing compleTe inFluence oveR youR mARkeT

People today want to be involved with the company. Companies that use 
the Passion Advantage tend to use emotional language. They get people 
to play along, to comment, and to be engaged with their brand and        
their message. 

The Passion Advantage is really effective to use if you don’t have a big 
marketing budget.

If you can’t spend your way into people’s awareness via major media 
channels, you can get them involved and make them feel passionate.

One way to do that is to use the five senses. Help people experience 
taste, and touch, and sight. Help them to feel like they can touch your 
company, to literally get your products into their hands, or to make them 
feel as though there’s something very tangible about it.

Creating moments oF passion
Passion is not about rational information. It’s not about listing off bullet 
points. Passion is about creating some kind of an emotional engagement.

The more that you can help people literally feel passionate, to feel like they 
want to be involved, the more they’re going to associate that emotion with 
your company. And emotion’s really powerful when influencing during the 
decision-making process.

Emotion is different than facts. 

We can forget facts, but we’re never going to forget an emotion. If 
you look back on a moment in your life, you might not remember the 

sallY talks aBout inFluenCing Clients With the 
passion advantage
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cReATing compleTe inFluence oveR youR mARkeT

information, but you’ll remember how you felt in that moment.

When companies make us feel something strongly, then we’re much 
less likely to forget that company’s message. This way of experiencing 
moments translates far more effectively than traditional marketing, which 
is about just announcing the information to customers and clients.

What iF mY CompanY is not passionate?
A lot of times, people can become emotional about facts if the company 
presents them in a way that makes them care.

Let’s say you’re a car dealership. If there are new facts that become available 
about a safety report, and you want to make people feel emotional about 
your dealership, you could create a campaign of some kind for a 
time-limited offer that has to do with getting a check-up on your car. The 
offer would be to make sure that your car is safe, or that your car seat is 
installed the right way, or that the airbags can be turned on and off.

This is rational information about a safety report, but you can create a 
more emotional bond with your customer by helping to interpret it in a 
way that is more than simply rational. When you do this, the payoff is 
huge, because people are more likely to act on what they feel than they are 
to act on what they think.
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What are 3 ways that you involve your clients or prospects in your 
business so they feel that they are a part of the process?

1.                                                                                                                                                  

2.                                                                                                                                                  

3.                                                                                                                                                  

What are 3 new ways that you can add Passion into your business to make 

your prospects and clients feel like they are a part of your business?

1.                                                                                                                                                  

2.                                                                                                                                                  

3.                                                                                                                                                  
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cReATing compleTe inFluence oveR youR mARkeT

The Power Advantage is the Advantage of leadership and confidence. 
Brands that use the Power Advantage have a really strong stance in the 
marketplace. They tend to be opinionated.

The first thing to do when you want to use the Power Advantage is to 
make sure that your company is leading the conversation, and that you’re 
leading the relationship. You need to take your client from Point A to 
Point B with authority. 

For example, let’s say you were a financial advisor, and you want to 
use the Power Advantage with a client. You would not come into a 
conversation with a client and give a watered down opinion such as, 

“Well, maybe you should try this; I don’t know, let’s see what you think, let me 
go ask Bob over here.”

This is not how to use the Power Advantage Instead you need to command 
authority by saying something such as, 

“Here’s where you are today; this is the future you want to create; here are the 
three things you need to be able to get there.”

using poWer BY Creating opinions oF authoritY
Not everybody needs to use the Power Advantage. But if you want to be 
seen as a leader, then you need to:

 »Develop your opinions
 »Have a stance of strength and
 »Be willing to actually stand for something

sallY talks aBout inFluenCing Clients With the 
poWer advantage
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cReATing compleTe inFluence oveR youR mARkeT

When you look at the industry, what are the options and opportunities 
that your company has to stand out?

                                                                                                                                                      

                                                                                                                           

                                                                                                                                                     

                                                                                                                                                     

                                                                                                                                                      

                                                                                                                          

                                                                                                                                                     

                                                                                                                                                     

                                                                                                                                                      

                                                                                                                          

If you need help establishing your opinions of authority, refer back to 
the exercise you completed in Module 1 of this training. You and your 
company can go through that exact same exercise that we outlined to use 
opinions of authority to show the ways in which you have a position of 
authority in your industry.
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cReATing compleTe inFluence oveR youR mARkeT

Some companies use prestige in really obvious ways. If you’re driving a 
Bentley, or a Rolls Royce, you’re using the Prestige Advantage.

There’s a more modern interpretation of Prestige, which is earning respect 
based on:

 »What you know 
 »What you’ve done
 »What you’ve earned

Going back to our cars example from above, one of the hottest cars to 
own right now is a Prius. It’s not because it’s the most expensive. It’s 
because the car demonstrates insider knowledge. When a company 
demonstrates clear superiority in one specific area, they earn respect, and 
that’s the Prestige Advantage.

People are willing to pay more for that product.

You don’t need to be superior in every single way. It can be any part of 
your entire sales funnel. It can be any way that you interact with your 
customers. 

For example, let’s say you go into get your hair cut. When you go into a 
salon, or a spa, or any type of barbershop, there are parts of the process 
that you can predict along the way. 

I call these touch points. 

sallY talks aBout inFluenCing Clients With the 
prestige advantage
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cReATing compleTe inFluence oveR youR mARkeT

A touch point when getting your hair cut could be: 
nnWhen you first come in and you check in at the desk 
nnWhen you’re taken back to the chair
nnWhen they come over and they ask if you want something to drink or a 
magazine to read 
nnWhen you’re actually getting the haircut
nnWhen you check out and you pay at the cash register, or
nnWhen you browse the products that are over by the cash register

All of these things are different little touch points, and if you can 
over-deliver in one specific area, people are more likely to respect you, 
even if you haven’t necessarily given them a better haircut. This is because 
you’ve found one way to exceed their expectations.

You need to find one signature that you can own, where you want to be 
the best. You have many entrepreneurs who are leaders in their industry, 
but you need to create something that stands out and makes you the 
respected authority in your market.

Please brainstorm your signature in the lines below.
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cReATing compleTe inFluence oveR youR mARkeT

What is the “signature” touch point in your business?

                                                                                                                                                      

                                                                                                                                                      

                                                                                                                                                      

                                                                                                                                                      

                                                                                                                                                      

                                                                                                                                                      

If your company is known for being great and exceptional in one 
particular area, then your clients and customers assume that you’re great at 
every area, whether or not that’s true.

I’d like to assume that it means you are better in all those areas, but the 
reality is we have to choose the places where we’re going to invest to earn 
our prospects’ attention, and the Prestige Advantage helps us do that.

The pay-off is that we get to elevate our prices, or maintain our value in 
the industry.
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cReATing compleTe inFluence oveR youR mARkeT

Trust is expensive. Every company says they want to earn Trust, but the 
reality is Trust can take years or even decades to earn. It requires repeated 
exposure.

I want you to go back to the neurology of fascination from Module 1. 

Your brain responds in very predictable ways to certain types of messages. 
As such, Trust lives in a particular place in our brain. When we see a 
certain image, hear a certain jingle or watch a certain storyline, it literally 
can change the wiring of our brains.

Knowing this, it understandable that trust doesn’t happen overnight. 
It takes a lot of time. As a company, if we want to earn this Trust 
Advantage, we need to commit to investing in years or even decades 
of marketing.

We see this with brands like Johnson & Johnson, Boy Scouts and Brooks 
Brothers. 

A company like Brooks Brothers cannot change their style season after 
season. They can’t chase trends. 

They have to go after the same styles over and over. The upside of this is 
when somebody buys a Brooks Brothers suit, they’re willing to pay more 
money and they’re willing to go out of their way because they know that 
it’s going to become a mainstay of their wardrobe.

So when your customers and clients feel Trust in you, they’re more loyal. 
You have to be careful to make sure that you don’t disrupt that trust in any 
way. Surprise kills trust.

sallY talks aBout inFluenCing Clients With the 
trust advantage
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If you’re a company that’s built on trust, it can be catastrophic if you break 
somebody’s expectations. 

Now, let me say, if you’re a company that’s built on Innovation, or you’re a 
company that’s built on Passion, you’re not saying that your competency is 
predictability. It’s not that it’s okay to be late, but you’re not breaking the 
core promise.

Building trust When You are a neW CompanY

I was just on a review with Insurance News, and we were talking about 
how insurance advisors can proactively create trust.

And there are three different ways.

1. Reinforce patterns as often as possible. Identify certain patterns that you 
can repeat and retell. 

Use stories, logos, formatting, newsletters, language and other pieces of 
content over and over again in your communication. 

2. Look ahead as far as you can into the future, so you’re not going for the 
quick sale. 

As a new company, you would want to look ahead for years, or even 
decades. 

You’d also want to look to the past, to show you how you’ve done this 
before. In your marketing you’d want to talk about how long you’d been 
in business, how long you’d studied, what are the patterns that you can 
reinforce, and how you can commit to the long term.

3. Make sure that you make people comfortable and that you feel as 
familiar as possible. 
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We’ve all seen in advertising how there’s certain brands that use really 
famous songs in order to communicate a certain message, like Metamucil 
with James Brown, “I feel good”!

This is a classic trust maneuver, because you’re taking something that the 
brain already recognizes and you’re connecting it.

When you feel familiar to people they’re going to feel more Trust with 
you. 

In your business, what are the things that you do over and over again to 
convey Trust with your clients or customers?

                                                                                                                                                      

                                                                                                                                                      

                                                                                                                                                    

                                                                                                                                                      

Brainstorm some ways that you can manufacture Trust using the three 
steps above:
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Mystique is rare for brands to use, because it’s complex. In Modules 1 
and 2 we covered how people who used the Mystique Advantage edit 
selectively. They know when to talk and they know when to listen.

The companies that use Mystique tend to make people curious. 

Maybe you play Xbox or PlayStation; my kids are wild about Xbox. 
Part of the reason why these games are so addictive is that they use the 
Mystique Advantage in that you never know exactly what’s going to 
happen next.

You want to stay engaged and you want to be involved in these games. 

McDonald’s uses this. They have a whole Monopoly promotion; where 
you get a scratch-off, and people are staying involved with the brand. 

When you make people feel like they want to learn more and they want 
to get involved, that’s when you’re using the Mystique Advantage. Your 
goal is to whet their appetite to get them to go to the next level in your 
business. When you create games like this, you create the opportunity for 
people to not just act with full transparency, but to give them a little bit of 
mystery. You make them want to see what’s around the corner.

sallY talks aBout inFluenCing Clients With the 
mYstique advantage
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What are 3 ways that you can add gamification to add Mystique into your 
business?

1.                                                                                                                                                  

2.                                                                                                                                                  

3.                                                                                                                                                  

When leading prospects and clients to the next step in your business, what 
are 3 ways that you can add curiosity to your process?

1.                                                                                                                                                  

2.                                                                                                                                                  

3.                                                                                                                                                  
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People who use Alert tend to be great detail managers. They look and see:
nnWhat are the consequences
nnWhat are the opportunities, and 
nnHow can they go after that the most rational way? 

A great company that uses Alert is Federal Express. I think we would all 
agree that Federal Express is a lot more expensive than using regular mail, 
right? We might not use Federal Express unless the stakes are pretty high. 
Remember their tag line?

“If it absolutely, positively has to be there overnight.”

Federal Express uses the Alert Advantage brilliantly, because they increase 
the urgency in me to make sure that things stay on schedule and on track. 
I’m willing to pay a lot more money for this service for those reasons.

The IRS does a great job of this as well. We all don’t like paying taxes, but 
we do. We all know that on April 14th the IRS is going to be starting to 
check into whether or not my check’s going to be arriving. They’ve incited 
the Alert Advantage

Just as people who use Alarm tend to keep things on track, the Alert 
Advantage makes people act more quickly. 

If your customers are lukewarm, if you’re having trouble getting them to 
sign on the dotted line, or come in at a specific time, or if you need to 
drive cash flow really quickly, using the Alert Advantage gets people to do 
things they otherwise might not want to.

Gyms and fitness centers do a really good job with the Alert Advantage. In 

sallY talks aBout inFluenCing Clients With the 
alert advantage
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their marketing they may say; 

“Bikini season is coming!”

If I was complacent about working out in September, I’m not going to 
be, come March, April or May, when I know I’m going to be out in my 
bathing suit over the summer.

Everyone can use the Alert Advantage in our marketing by trying to think, 
“What are the potential negative consequences that our clients have? What are 
the problems that they have?”

Don’t avoid the problem. Actually get into the problem, and talk about 
how uncomfortable the problem is going to be. The more anxiety or 
urgency I feel around a problem, the more quickly I want to find the 
solution. If your company is my solution to that problem, then that 
becomes fascinating to me.

adding urgenCY into Your marketing messages
Urgency is a great example of using the Alert Advantage. When you’re 
talking with someone about the Alert Advantage, the more specific you 
can make something, the more Alert they feel.

I went to a dermatologist one time, and I said, 

“Do I really need to use this moisturizer? Can’t I just use the one over the 
counter?”

And he said to me, 
“This moisturizer is 17.5% more likely to moisturize your skin.”

Now I have no idea whether that’s true, but the fact that he was so specific 
about it made me really listen. 

When you have a piece of information that you can use to help drive the 
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sale, use the specificity.

You can also use accountability. Accountability is the way in which your 
company is going to help solve the problem. 

One advantage of the Alert Advantage is that it can be very inexpensive 
to use, because it’s easy to push people to act. However, it’s not necessarily 
going to keep them acting. You can’t really build a business if you use the 
Alert just for urgency or scarcity.

What are 3 ways to add scarcity into your business?

                                                                                                                                                      

                                                                                                                                                      

                                                                                                                                                    

In what ways do you hold your clients and customers accountable?

                                                                                                                                                      

                                                                                                                                                      

                                                                                                                                                    

The more you can make somebody feel the urgency around a problem, the more 
actively they’re going to seek the solution, so you can set yourself up to be 
the solution.
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Based on the 7 Fascination Advantages, and knowing that you have to 
fascinate a goldfish, complete the following exercise as you would handle 
them in your business today.

How would you get the attention of a prospect whose primary Advantage is:

Innovation:

                                                                                                                                                      

                                                                                                                                                   

Passion:

                                                                                                                                                      

                                                                                                                                                   

Power:

                                                                                                                                                      

                                                                                                                                                   

Prestige:

                                                                                                                                                      

                                                                                                                                                   

Trust:

                                                                                                                                                      

                                                                                                                                                   

get mY attention!
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Mystique:

                                                                                                                                                      

                                                                                                                                                   

Alert:

                                                                                                                                                      

                                                                                                                                                   

It’s time to take inventory of those around you. From your partners to 
employees, from prospects to clients and even friends and family. Take a 
look around and see who you know that fits into each of the 7 Advantages.

Write down the name of someone you feel who embodies each of the        
7 Advantages:

innovation advantage
hoW theY add value:
Employee Or Partner:
                                                                                                                                                    

Friend:
                                                                                                                                                    

Client Or Prospect:
                                                                                                                                                    

passion advantage
hoW theY add value:
Employee Or Partner:
                                                                                                                                                    

Friend:
                                                                                                                                                    

Client Or Prospect:
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poWer advantage
hoW theY add value:
Employee Or Partner:

                                                                                                                                                     
Friend:

                                                                                                                                                     
Client Or Prospect:
                                                                                                                                                    

prestige advantage
hoW theY add value:
Employee Or Partner:

                                                                                                                                                     
Friend:

                                                                                                                                                     
Client Or Prospect:

                                                                                                                                                     

trust advantage
hoW theY add value:
Employee Or Partner:

                                                                                                                                                      
Friend:

                                                                                                                                                      
Client Or Prospect:
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mYstique advantage
hoW theY add value:
Employee Or Partner:

                                                                                                                                                      
Friend:

                                                                                                                                                      
Client Or Prospect:

                                                                                                                                                     

alert advantage
hoW theY add value:
Employee Or Partner:

                                                                                                                                                      
Friend:

                                                                                                                                                      
Client Or Prospect:
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Different people are purchasing your product or service for different 
reasons.  You don’t have to hit on every one of these Advantages in every 
message or communication; the important thing is you want each of them 
to feel some immediate and strong emotional response when they come in 
contact with your company. 

What you don’t want is for people to feel like you didn’t even show up on 
their radar. People really resent when you ask them for their attention and 
you don’t give them something in return.  

This is why boring messages in the marketplace damage our companies. 
When people start to associate us with irrelevant messages, they have 
negative connotations of the value that we provide.

Every time you interact with your customers, no 
matter what Advantage they are, think about the 
response you want to create within them.  What do 
you want to elicit?  What fear, hope or desire are you 
trying to capitalize on in that interaction? 

Make sure that you do it to a degree that you really 
create some kind of a powerful response.  

This is what fascination is really about.  It’s about creating a strong and 
immediate, intense focus.  This is why it’s more powerful than traditional 
marketing. That focus creates an interest that binds them to you. 

I want you to think about and critique some of your marketing materials 
that you created in the past. Answer the questions below about 2 recent 
marketing campaigns you ran in your business:

marketing For eaCh oF the 7 advantages
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Marketing Campaign 1:                                                                              

How did I get the attention of a customer high in Innovation?

                                                                                                                                                  

                                                                                                                   

How did I get the attention of a customer high in Passion?

                                                                                                                                                  

                                                                                                                   

How did I get the attention of a customer high in Power?

                                                                                                                                                  

                                                                                                                   

How did I get the attention of a customer high in Prestige?

                                                                                                                                                  

                                                                                                                   

How did I get the attention of a customer high in Trust?

                                                                                                                                                  

                                                                                                                   

How did I get the attention of a customer high in Mystique?

                                                                                                                                                  

                                                                                                                   



how the apply the science of fascination                             31

closing the sale

M
o

d
u

l
e

 3

How did I get the attention of a customer high in Alert?

                                                                                                                                                  

                                                                                                                   

In what ways was your marketing campaign fascinating?

                                                                                                                                                 

                                                                                                                   

In what ways was your marketing campaign boring (come on, be honest)?

                                                                                                                                                 

                                                                                                                   

Marketing Campaign 2:                                                                              

How did I get the attention of a customer high in Innovation?

                                                                                                                                                  

                                                                                                                   

How did I get the attention of a customer high in Passion?

                                                                                                                                                  

                                                                                                                   

How did I get the attention of a customer high in Power?
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How did I get the attention of a customer high in Prestige?

                                                                                                                                                     

                                                                                                                   

How did I get the attention of a customer high in Trust?

                                                                                                                   

                                                                                                                   

How did I get the attention of a customer high in Mystique?

                                                                                                                   

                                                                                                                   

How did I get the attention of a customer high in Alert?

                                                                                                                   

                                                                                                                   

In what ways was your marketing campaign fascinating?

                                                                                                                   

                                                                                                                   

In what ways was your marketing campaign boring (come on, be honest)?
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Fascinating people and companies don’t just talk at us. They get under our 
skin and into our conversations. 

They challenge and move us. They’re unafraid to ask questions, and along 
the way, change the way we think.

They earn our business, as well as our trust and our conversations. 
This is what makes fascination different than marketing: Marketing is 
based on what you say to your target audience. Fascination is the opposite:

Fascination has little to do with what you say, and everything to do with what 
you inspire others to say about you.

Is your brand fascinating? Are you? There are 6 distinct criteria. Using 
the exercise below, you can start to determine whether or not you are 
successfully persuading and captivating the world around.

instead oF getting us to merelY notiCe them,  
FasCinating Brands Change us in some WaY.

the 6 gold hallmarks oF a FasCinating person, 
idea, or Brand
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A fascinating message, like a fascinating person, steps outside the norms in 
one or more of the following ways:

      Gold HAllmArk #1: 
provokes strong and immediate emotional reaCtions
People respond to the brand immediately, almost involuntarily. The 
advertising might stimulate a “love it or hate it” response. Or the company 
might have a simple gesture that makes people bond with a product.

Most marketers aspire to create messages that offend the fewest people. 
They’re playing not to lose.

Here’s an example: “Pret A Manger,” a gourmet take-out chain, evokes the 
Passion Advantage through tiny details. Each location of this chain stirs its 
granola by hand, using a four foot-long wooden oar. Sure, the company 
could far more easily stir it with a mechanical mixer, but, they insist, this 
would damage the oats’ flavor and texture. With this one tiny detail the 
brand stirs our imagination.

For example: FOX News, Disney, Acid rap, Trader Joe’s, NASCAR.

WhY do Certain messages Captivate,  
While seeminglY equallY deserving ones  
never get attention?

the 6 gold hallmarks



how the apply the science of fascination                             35

closing the sale

M
o

d
u

l
e

 3

Ask your team:
1. Do we provoke strong and immediate emotional reactions?

                                                                                                                                                      

                                                                                                                                                    

2. What types of reactions do we want to incite?

                                                                                                                                                      

                                                                                                                                                   

3. Are we watering our messages down to mush (through committees, or    
    safe thinking, or fear)? If so, how could we end this?

                                                                                                                                                      

                                                                                                                                                  

      Gold HAllmArk #2: 
Creates advoCates
Regular consumers become passionate advocates when your brand 
effectively activates one or more Fascination Advantages. These dedicated 
fans may be a small slice of your overall base, but they’re the most active 
and vocal, and they’ll exponentially increase your marketing efforts. 

Fascinating companies create more opportunities for people to connect 
with each other, through the brand.

as muCh as We’d like to Believe otherWise, the 
truth is, Consumers don’t Want to ConneCt With 
Brands. theY Want to ConneCt With eaCh other.
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How to do this? Reward your fans, inspire them, and support their 
communication with you, and with one another.

Ask your team:
1. What would it take to make someone want to pay for a T-shirt bearing    
    our logo? 

                                                                                                                                                      

                                                                                                                                                    

2. What would it take for people to be willing to stand in line  
     for hours to purchase our product?

                                                                                                                                                      

                                                                                                                                                   

3. What would it take for our product to become so beloved  
     that it never, ever went on sale?

                                                                                                                                                      

                                                                                                                                                  

      Gold HAllmArk #3:  
BeComes “Cultural shorthand” For a speCiFiC set oF 
aCtions or values
The brand represents such a distinct point of view that it can stand alone 
as a symbol for a defined set of values; it becomes a reference point for 
how people identify themselves, and their world.

These companies earn attention by focusing on a specific set of values: 
Home Depot (do-it-yourself ), Patagonia (sustainability), Target (accessible 
style), Ikea (democratic design), or De Beers (romantic expression).

Fascinating brands, 
like fascinating 
people, become 
so strongly and 
immediately 
identifiable that they 
serve as reference 
points for helping 
us to evaluate other 
people and brands.
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Ask your team:
1. Do we embody a specific set of values, or actions?

                                                                                                                                                      

                                                                                                                                                    

                                                                                                                                                   

2. How could we turn our unique attributes into emblems  
    of our beliefs?

                                                                                                                                                      

                                                                                                                                                    

                                                                                                                                                   

      Gold HAllmArk #4:  
inCites Conversation
The more people want to engage with, play with, learn from, talk about, 
and, above all, connect with something or someone, the greater its 
influence. Influential brands spark spirited conversations and debate 
among consumers, competition, and the media.

Fascination lives not in your own communication to the world, but in how the 
world communicates about you.

For instance, on your website — it’s not about the number of links in 
your site, but about how many sites, and the quality of the sites, that 
link to you. On Facebook, the status updates that last in the news feed 
are the ones that generate the most commentary. On Twitter, it’s just not 
about what you say, but how many followers re-tweet your message to            
their followers.

The U.S. military employed this tactic. Here’s how:

It doesn't matter 
what types of 
messages you create 
about yourself. What 
matters is how those 
messages are heard, 
remembered, and 
acted upon.
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When the number of recruits dropped, the military started conversations 
among potential recruits by creating a video game. Named “Future 
Force Company Commander,” or F2C2, the game portrays the nation’s 
futuristic military as an invulnerable high-tech organization, giving its 
consumers (teenage boys) a carefully controlled glimpse of battle. Even if 
you don’t agree with the use of F2C2, you can’t ignore how this outreach 
effort got so many potential recruits talking, and connecting, around      
the brand.

Examples: NFL Fantasy Football, Adidas original, PBS, TMZ.

Ask your team:
1. Are we inciting conversations?

                                                                                                                                                      

                                                                                                                                                    

2. What opportunities do you create for people to connect with 
    one another? 

                                                                                                                                                      

                                                                                                                                                    

3. Does your message create debate? (No? Your point of view might not         
    be distinct or vibrant enough.) How could you stir more discussion and    
    debate? 

                                                                                                                                                      

                                                                                                                                                    

                                                                                                                                                  

                                                                                                                                                  

Most marketers aspire to create messages that offend the fewest people. They’re 
playing not to lose.
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      Gold HAllmArk #5: 
ForCes Competitors to realign around it
These companies don’t chase or mirror trends, but rather, establish new 
standards for the category. They think, act, and behave unlike any other. 
Often, they inspire imitators, look-alikes, and me-toos. 

Examples:  Trader Joe’s, Axe Body Spray, Wal-Mart, Swiffer, Microsoft, 
then Apple, then Microsoft again.

Ask your team:
1. How could you communicate so distinctively that your innovations       
    turn into your consumers’ expectations?

                                                                                                                                                      

                                                                                                                                                    

2. How could you become irreplaceable for the audience, impossible to     
    exactly replace or duplicate?

                                                                                                                                                      

                                                                                                                                                    

3. Could people describe themselves by comparing you to your        
    competition (“Are you a Mac, or a PC?”)

                                                                                                                                                      

                                                                                                                                                    

in a Competitive environment, the most 
FasCinating option Wins. 
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      Gold HAllmArk #6: 
taps into (or even Causes) soCial revolutions
When people become fascinated, they merge with larger groups of people 
fascinated by the same message. These groups dramatically accelerate your 
marketing, inciting others to join a bigger cultural movement.

They’re happening constantly, every single day, when we shift our 
decision-making. Zappos.com changed online shopping. Red Bull 
changed cocktail culture. Dove changed the conversation around female 
body image. Netflix changed media consumption. Viagra changed the 
perception of impotence to “erectile dysfunction.”

Even if you don’t utilize social revolutions, you can make your budget go 
farther by tapping into cultural changes.

Ask your team:
1. How can our message take advantage of emerging changes in behavior?    
    Said another way, what trends could we capitalize upon?

                                                                                                                                                      

                                                                                                                                                    

                                                                                                                                                      

                                                                                                                                                    

                                                                                                                                                      

                                                                                                                                                    

                                                                                                                                                   

soCial revolutions aren’t onCe-in-a-deCade events. 

You don't need to 
create fascination 
from scratch. You 
can tap into what 
people are already 
fascinated by. 
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2. What groups, communities, and tribes could our message excite and     
     activate, so that they champion our message as part of their own?

                                                                                                                                                      

                                                                                                                                                      

                                                                                                                                                      

                                                                                                                                                  

                                                                                                                                                      

                                                                                                                                                    

                                                                                                                                                   

3. Could we tie our message into what people are already doing and saying  
    around a specific cause or effort? 

                                                                                                                                                      

                                                                                                                                                    

                                                                                                                                                      

                                                                                                                                                    

                                                                                                                                                      

                                                                                                                                                    

                                                                                                                                                   

Identify and join the conversations and causes that already captivate your 
target audience.
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Now that you know the 6 Gold Hallmarks, how will you start creating a 
more trusted, admired, and talked-about brand?

The same is now true for brands. Marketing is no longer about 
creating messages — it’s about getting the market to participate, and to 
create fascinating messages about you and with you.

By evaluating our communication according to these 6 Gold Hallmarks, 
we can begin to make any type of message more fascinating: a sales 
presentation, a book, or anything else that must influence behavior in 
order to succeed.

Fascinating brands win more consumers, more PR, bigger budgets, more 
time, better talent, greater admiration, deeper trust. Brands that fail to 
fascinate will, increasingly, lose the battle. It’s that simple.

applYing the 6 gold hallmarks

the Wizard oF oz said, “a heart is not judged BY  
hoW muCh You love, But BY hoW muCh You are loved 
BY others.”

the 6 gold hallmarks of a Fascinating Brand

1.  Provokes Strong and Immediate 
Emotional Reactions

2. Creates Advocates
3.  Becomes “Cultural Shorthand” for a 

Specific Set of Actions or Values

4. Incites Conversation
5.  Forces Competitors to  

Realign Around It
6.  Taps Into (or Even Causes)  

Social Revolutions
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In order to apply and begin using the 6 Gold 
Hallmarks in your business you need to go back 
through your action steps. 

Answer the questions for each hallmark and 
evaluate whether or not you’re successfully 
reaching this criteria. If not, what could you 
potentially do differently.

One of the biggest mistakes that companies make is that they’re too 
similar to their competitors. If you’re similar to your competitors and 
you’re just selling yourself as a commodity - you’re not standing out and 
you’re not going to do very well with that evaluation.

If you are not standing out you’re not going to successfully achieve two, 
three, four or five of these Gold Hallmarks. But, if you have a distinct way 
that you’re captivating your clients, you can create a connection that goes 
beyond just the literal offering that you’re providing. Only then are you 
going to start achieving more than a few of the Gold Hallmarks.

How are you standing out when compared to your competition?

                                                                                                                                                      

                                                                                                                                                   

                                                                                                                                                      

                                                                                                                                                   

                                                                                                                                                     

sallY shares hoW to applY the 6 gold hallmarks
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Fanatics may be a small slice of your overall base, but they’re the single 
most powerful force in your marketing mix.

Why? Fanatics aren’t buying from you on the basis of price. 

When the competition tries to lure them away with discounts, 
they stay loyal. They’re more likely to tolerate price increases or 
inconvenience. When your product is sold-out in one store, they’ll drive to 
another location to find it. They’ll refer you, and re-order from you.

Fanatics also have a delightful habit of doing your marketing work for you 
(for free). They create content around your products, glorify your service 
in online reviews, and post your content online. 

Yet in reality, most customers are anything but fanatics. Most 
customers are tolerating their sales person at best, and at worst, 
ignoring them. 

So why aren’t more salespeople fascinating? Because it requires 
courage to stand for something — to develop and express a distinct point 
of view. And that’s good news. It means even the smallest tweaks can help 
you break through.

Regular customers can become passionate advocates — if you’re willing give 
them something to be passionate about.

turning Customers into FanatiCs
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Passion is a powerfully strong emotion. It’s not lukewarm. Are you doing 
something that’s worthy of such a strong emotion? If you don’t give 
customers a reason to feel strongly about you, they can’t reward you with 
their devotion.

Recently, a new product was introduced into the market, and upon 
release, it received some resoundingly harsh criticism. 

The New York Times describes the public flogging:

 “An utter disappointment and abysmal failure” 
     ~ Orange County web design blog

 “Consumers seem genuinely baffled by why they might need it” 
     ~ Businessweek 

 “Insanely great it is not” 
     ~ Marketwatch

 “My god, am I underwhelmed” 
     ~ Gizmodo

Wow! That’s a tough set of reviews. What kind of lemon was this product, 
exactly? IT wAs APPle’s IPAD. The fastest-selling gadget in the history 
of electronics.

The New York Times goes on to explain how even an “utter and abysmal 
failure” could Colossally break sales records:

“The thing is, they were right, at least from a rational standpoint. The 
iPad was superfluous. It filled no obvious need. If you already had a 
touch-screen phone and a laptop, why on earth would you need an 
iPad? It did seem like just a big iPod touch.
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But as it turns out, the iPad’s appeal is more emotional than rational. 
Once you get it in your hands, you get caught up in the fascination 
of manipulating on-screen objects by touching them. Apple sold 
15 million iPads in nine months, created a mammoth new product 
category and started an industry of copycats. Apparently, it doesn’t pay 
to bet against Steve Jobs’s gut instinct.”

the lesson: FasCination trumps rational intelleCt. 
And, it transforms customers into fanatics. Just ask Apple. What about 
your business? Do you have fanatical customers?

hoW to turn lukeWarm Customers into FanatiCs
1. Disrupt expectations
Make a list of all the accepted norms, the things that are taken for    
granted in your category: the way an appointment usually 
begins, to how payments are normally scheduled. Then, one by 
one, tweak those norms in small but surprising ways. “If my 
competition would do THIS, I’ll do THAT.”  Over and over, 
point by point, rethink possibilities of how you could surprise 
your customer. The more accepted a norm, the more attention 
you earn by disrupting it. 

2. Offer one truly inimitable difference 
You don’t have to reinvent your entire brand. Just focus on one tiny but 
specific thing that people can remember, and link with you. You’ve hit the 
jackpot if you can get people to start conversations with the phrase, “Wow, 
cool, I can’t believe what my sales rep just did for me…” 

3. spark discussion 
If there’s no spirited conversation around you and your brand, your point 
of view isn’t distinct or vibrant enough. Rant. Rave. Have opinions. Ask 
questions. Invent. The more your product is similar to your competitor’s, 
the more unique you must be.
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4. Don’t get greedy with your best ideas 
In most cases, your customer isn’t just buying a product from you; 
what they’re really hoping to buy from you is a better bottom line. 
Make it easy for them to see how you’ll add value. For instance, after a 
sales call, immediately send a smartly packaged list of 3 ideas that your 
potential customer could do to improve their bottom line. After you’ve 
provided value, then follow up with the call. 

5. Instantly over-deliver 
Find times to wildly exceed expectations. Become irreplaceable for your 
customer, and your partners. For instance, if I’m happy with a vendor’s 
service, I send them a thank you gift. It’s unexpected, and reinforces our 
connection. The goal is to make your relationships impossible for others to 
exactly replace or duplicate.

don’t Water Your messages doWn to mush, hoping to plaY 
things saFe. in a Competitive environment, there’s no suCh 
thing as saFe. plaYing it saFe is dangerous.
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You Can Control manY oF the usual FasCination-killers, 
and this seCtion Will shoW You hoW.

Strong brands stand for a very specific set of core values and benefits.
 » Porsches are fast. 
 »Volvos are safe. 
 »BMWs are engineered. 
 » Saabs are iconoclastic. 
 » Subarus are “inexpensive and built to stay that way.” 

So when Subaru released the SVX — an entirely respectable sportscar — it 
failed because it didn’t fit within the specific values embodied within the   
Subaru brand “shorthand.” 

the more distraCted our World BeComes, the more 
diFFiCult it is to Be knoWn For several things 
simultaneouslY. 

Focus on what really matters, whether it’s low prices (WalMart), 
overachieving service (Nordstrom) or romantic expression (DeBeers).

BeloW, the things that most CommonlY ruin a strong Brand 
vision:
1. Avoid committee mentality

The most fascinating ideas are often fragile because they can be easily 
“dumbed down” by a committee mentality. How will you protect 
throughout the sale? How will you sell this into your process, and get 

persuasion killers
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support for your agenda from your employees? Don’t lose focus through 
execution.

2. Dumbing down is death

Most brilliantly fascinating ideas are not killed outright, but killed slowly 
and painfully. They bleed to death from a thousand little cuts. With every 
seemingly innocent modification, the fascination dies too.

3. wake up sleepy traditions

What might have been fascinating at one time can soon become 
unremarkable. 

Crayola’s first contest to name a color drew 2 million entries in 1993. But 
without changing the format, participation has dwindled to a measly 
25,000 entries. 

What are the old stand-by ways you seek to earn attention — ones that may 
have worked at one time — and how can you update them?

4. Make more mistakes

Accept that imperfection is inherent in the innovation process. Learn and 
improve with every single one. Don’t put all your risks in one basket.

5. Beware inaction

Inaction can be the biggest gamble of all. Risk isn’t a coin with danger 
on one side and safety on the other. It’s a coin with two heads of risk. 
Taking a risk is risky. So is not taking a risk. Your job is to make the 
smartest choice.

6. Raise the stakes

What would you do if your company’s life depended upon earning 
fascination in the next year? …In the next month? …In the next 24 hours?

7. Never contradict your core values
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In what ways do your actions contradict your core values? What’s the 
one essential quality about you that if you lost it, your brand would not 
survive? What core values are you so committed to that it’s the essence of 
your business?

Your CompanY maY Change — in FaCt, it Will Change, 
several times. Yet staY Committed to Your Core values.

When you read through the list of persuasion killers, did you pick up on 
any common themes? Two of the big ones in there are the fear of failure 
and staying true to yourself. If giving into the fear and compromising your 
principles can derail your efforts for building a fascinating business, how 
do you go about avoiding them? Glad you asked.

hoW to Fail suCCessFullY
This first day of the Milken conference was filled with a daunting array of 
success symbols: black Armani suits and black town cars, entourages of 
assistants, and the CEO paparazzi (whose flashes exploded in glittering 
unison each time a session began).

Yet within all the discussion of growth, leadership, and innovation, there 
was another omnipresent topic hidden into the discussion, one that 
remained largely ignored, even as it lurked in the corners of every ceo’s 
mind. The topic was hinted at, skirted around, and implied. Yet rarely was 
it actually mentioned by name.

This, my friends, is the topic of failure.

At a conference by and for some of the world’s most extraordinary 
thinkers, leaders, and winners, the general thematic focus was success. 

strategies For avoiding persuasion killers
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Yet perhaps a more valuable topic to explore might be the opposite: the 
pursuits gone horribly wrong. The bungled policies and mangled balance 
sheets. The mistaken hires and botched turn-arounds. The screwups so 
royally idiotic that they drove an entire board of directors to collectively 
gasp in disbelief.

Perhaps no one wants to be the buzzkill, and delve into the precarious 
economic precipice that so many small businesses perch atop right now. 
We don’t need to study failure when so many newspaper headlines— so 
many of our peers—seem to teach us daily about the topic. Yet a hard look 
at failure, and lessons therein, could just be the session we all need right 
now to attend.

1. sometimes, the most powerful catalyst for success is failure.

To understand why failure ultimately leads to success within a system, let’s 
take a look at the parenting theory of “natural consequences.”

As children, we learn best by naturally and directly experiencing 
consequences of our actions. For instance, once you touch a hot stove, 
you learn not to touch hot stoves in the future. It’s painful, yes, but also 
necessary to grow more intelligent in adapting to a changing environment.

In a session named “jobs, jobs, jobs,” Carly Fiorina, Republican candidate 
for U.S. Senate, California and former ceo, Hewlett-Packard, described 
the upside of failure within a system. 

“this eConomY has Been Built on risk-taking and 
innovation. there Will Be a BunCh oF ideas that Fail.”

What lessons on Failure might We learn and applY 
From daY one oF the milken ConFerenCe?
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Fiorina described the necessary failures of previous setbacks, pointing to 
previous examples of concentrated industries going through very difficult 
times, such as the dot-com bust, in which there were “thousands upon 
thousands of lost jobs in one concentrated area, causing great hardship. 
There was no government bailout. And the industry emerged stronger 
than ever.”

Fiorina also cited how virtually the entire airline industry had to go 
bankrupt, with countless employees, supply chain departments. Yet the 
companies went bankrupt, they renegotiated contracts, and emerged 
stronger and better.

Consequences—even failures—help us grow stronger in our decision-
making as a whole.

2. Fail successfully

Not all failures are created equally. Ron Bloom, senior advisor to the 
U.S. Treasury department, and White House senior counselor for 
manufacturing policy, touched on this point. Previously, “we didn’t have 
ability to fail a bank in a controlled way.” And this was the dilemma 
facing us with bail-outs. “We had no other way to deal with failed 
institutions other than to nationalize them. Or to completely let them 
go into uncontrolled failure (such as Lehman Bros). Given the hands 
that both parties had, we worked way through in reasonable way.”

3. expect, and prepare, for personal failures

As small businesses, we must be supported in innovation and growth, in 
order for the whole system to succeed. As CEOs, we must be prepared 
to fail occasionally on an individual level, in order for the company 
to innovate. Otherwise, we play it so safe that we kill any chance of 
innovation within our companies.

On a personal level, our personal fear of failure can often work 
spectacularly against us. We tend to think that, as with everything else, we 
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can pull ourselves out. Achievers become clinically depressed far more so 
than the average worker, because we expect so much more of ourselves.

Failure isn’t easY.

But greatness isn’t easy, either. It’s not supposed to be easy. That’s what 
makes it worth doing.

You know that little voice in your head, the one you hear as soon as you 
get nervous? The one that tells you to play it safe?

It lies.

It tells you that you should slow down, or even stop, when in fact you 
might just be on the verge of an extraordinary breakthrough, about to 
create something truly fascinating.

If your goals are comfortable, they’re not big enough.

When you start to feel a little twinge in your stomach and moistness on 
your palms, you’re getting close. If you can keep going further, you just 
might discover something entirely new. That’s it. Keep going. Almost 
there. You’re about to blow past expectations, and become your most 
fascinating.

What makes you nervous?

Making a presentation to your team? Calling a client the first time? 
Hitting the “publish” button on your blog? Stepping on to the dancefloor? 
Or something like what we’re doing here at Fascinate, and taking on a 

go For nervous
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project bigger than anything you’ve done before?

Me, I hear this voice all the time. In fact, the voice and I have an ongoing 
love/hate relationship. It slithers inside my head and hisses a warning to 
play it safe. It tells me to slow down. Play it safe. Be more reasonable. Be 
less fascinating.

The voice used to freak me out, making me worried something was about 
to go wrong. Like most people, I (falsely) associated nervousness with a 
bad outcome.

Now, I realize, the opposite is true.

nervousness Can mean something important– something 
WorthWhile and meaningFul– is aBout to happen.

So the next time you hear that voice in your head, take a moment to 
listen. If the voice can guide your progress, then take the time to have a 
conversation with it. But if the voice is simply trying to bully you into a 
small, less fascinating reality, it’s time to speak up for yourself and tell that 
voice you’ve decided to go for nervous.
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Sometimes we just need to get rid of the wrong clients! The key thing 
about understanding your Fascination Advantage is understanding who 
you’re not right for.  

We’ve all had those so-called bad clients.  

Sometimes they don’t pay their bills, but often 
they’re needy or they demand too much of the 
resources. They’re simply not a good fit for the 
way that we want to work.  

The sooner we realize who these negative clients 
are, the more that we can create strategically 
polarizing messages that very clearly talk to the 
type of customer that we do want.  

I’ll give you an example:
One time I created an ad campaign for a steak restaurant named JD Hoyts 
in Minneapolis.  They had to compete against Ruth’s Chris and Morton’s.  
They were getting slaughtered simply because they weren’t chains and not 
instantly recognized. 

What they did have was huge steaks and if you really wanted a huge steak 
in a homey environment that catered to carnivores, then you should go to 
JD Hoyts, not Ruth’s Chris or Morton’s. 

So one headline we did was, “Sorry no vegetables. We feed them all to the 
animals whose flesh you’ll be devouring.”  

eliminating one oF the advantages From              
Your Business
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It’s one of those headlines that if you are vegetarian, you’re not going there.  
You would boycott that place, and I think some of them did. 

But, if you really want that big steak and you’re not interested in 
vegetarian sensibilities, then you’ll be attracted to this type of headline. By 
taking a stance and being strategically polarizing, finding who we do and 
don’t talk to, they can take a tiny marketing budget and extend it to 
their advantage.

Which of the 7 Fascination Advantages could you potentially alienate 
from your marketing campaigns so you only reach the clients you want to 
do business with?

                                                                                                                                                 

Brainstorm 4 different headlines that would polarize this group and get 
them uninterested in doing business with you, while at the same time 
attracting the group you do want to do business with.

                                                                                                                                                

                                                                                                                                                

                                                                                                                                                

                                                                                                                                                

When you talk really distinctly to a certain group, and make it clear to 
that group that you are not for the other guy, then the group you’re talking 
to will feel more loyal and excited, and feel more bonded to you. 



how the apply the science of fascination                             57

closing the sale

M
o

d
u

l
e

 3

are You a “niCe-to-have” or a “must-have”? 
Some things in life are a “nice-to-have.” Like a morning cup of Starbucks 
gourmet espresso latte. Or a subscription to all the cable channels. Or a 
gym membership.

It might seem like we need these things on some days, but in reality, 
they’re just nice to have. If things got tight, you’d probably cut these things 
first.

On the other hand, we have things that are must-haves. These include 
things like health insurance for your kids. Or nutritious food for your 
loved ones.

in Your Business, You have Certain things that are 
niCe-to-have, and others that are must-haves.

If forced to choose, odds are, you’d give up the coffee and gym 
membership first, and you’d give up these things dead last. They are 
central to your life, and you will fight to keep them in place.

For example, in a fatter economy, you might not even have thought twice 
about offering perks such as free snacks, expense accounts, paying for cell 
phones, mileage allowances, and fancy client lunches. Those things might 
even have gone in the must-have category. Bonuses and raises probably 
went in this category too.

But as competition rises and disposable income falls, you might have 
learned to cut back to true necessities. You define these for yourself and 
your company, but they’re the things that you depend upon the most. This 
might include teamwork, customers that share the same values, and really, 

hoW to BeCome the must-have solution

In a competitive 
environment, we 
must work harder. 
It's not enough 
to be better. We 
must out-deliver, 
out-perform, and 
out-fascinate.
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really strong coffee.

In the same way, you probably have certain employees who are 
nice-to-have. They get the job done, sure, but they’re not necessarily 
superstars that your company wholeheartedly depends on. On the other 
hand, you probably have at least one employee who is a must-have. You 
depend upon her because she’s uniquely skilled with tremendous insight. 
She brings huge value to the table. Your business would suffer a massive 
hit if she left. People like this are so valuable, so critical that they are not a 
nice-to-have. These precious few are a must-have.

Now, let’s talk about you.

Your customer has choices. A lot of choices. If you and your company 
seem like a nice-to-have, you are expendable. Worse, you are at risk of 
becoming superfluous.

We all must find new ways to deliver value to our customers, our 
employees, and  everyone else we work with.

iF You’re not a must-have, You’re a 
niCe-to-have. and iF You’re a 
niCe-to-have, You’re vulneraBle.

To become a must-have, you need to find new ways 
to deliver value. Here are 6 principles of adding so 
much value that you are a must-have.

do Your Customers Consider You a niCe-to-have? 
or, are You a must-have? 

If you are only a 
NICE-To-HAVE, 
you are putting 
yourself at risk. 
There is always 
someone else 
willing to become 
the mUST-HAVE 
solution.

For many people, 
a Starbucks is no 
longer a "must-
have" during tough 
economic times.
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must-have prinCiple #1: 
Find neW WaYs to add value

1. insights – hoW Can You solve proBlems?
When you add insights to a conversation, you’re not just talking — you’re 
contributing your own unique observations, experiences and take-aways. 
You’re showcasing your unique perceptions. This makes you more valuable 
to the listener, because you connect the dots for him in a new way. Insight 
goes beyond just repeating what you’ve heard; by generating new thinking, 
you’re increasing the relevance of your discussion, and yourself.

Name one specific way in which you can add more value to 
your customer, and become more essential, through your own          
personal insight:

                                                                                                                                                      

                                                                                                                                                      

                                                                                                                                                    

2. ideas – hoW Can You Create opportunitY?
Even if you’re not a so-called “creative” person, odds are, you have ideas. 
Ideas for how to tweak a standard procedure, and make it better. Ideas for 
improving, growing, changing. You might not take your ideas seriously, 
but if you can bring those ideas into reality, your customer will. If you 
introduce a possibility that not everyone else can see (or articulate), you 
add unique value to others.
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Name one specific way in which you can add more value to your 
customer, and become more essential, through your own personal 
ideas:

                                                                                                                                                      

                                                                                                                                                      

                                                                                                                                                    

2. inspiration – raising results For the Bigger piCture
The odds are quite good that if you’re a recognized leader, you can envision 
a future for your customers. You can envision how your company could 
improve ways of doing business, and how it can improve your customers’ 
lives. You have the ability to show them something they cannot see for 
themselves. Share those ideas. Don’t hold them back. If you give people a 
different way to think about their needs, you give them a different way to 
think about their relationship with you.

Name one specific way in which you can add more value to your 
customer, and become more essential, through your own personal 
inspiration:
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Don’t make your prospect have to guess at why they should work with 
you. Make it explicitly clear, and then reinforce it over and over.

1. CommuniCate Who You are
What’s the benefit of working with you, versus your competition? Are you 
more experienced in specific areas? Are you more connected to a network 
of experts? Do you have a certain aspect of training that few others can 
offer? Do you constantly outwit problems with boundless enthusiasm for 
your customers’ needs? 

Yes? 

Tell them. Tell them very clearly, and then tell them again.

Brainstorm a way in which you can build a more must-have presence 
for your customer by building a more tangible presence:

                                                                                                                                                      

                                                                                                                                                      

                                                                                                                                                    

must-have prinCiple #2: 
Build a more tangiBle presenCe

ConstantlY strive to illustrate a verY Clear 
piCture oF Who You are, What You deliver,  
and WhY it matters to them.
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2. CommuniCate What You deliver
A lot of people can sell. In what way do you make the transaction 
something different, something better, than anyone else can offer? 
What precisely is the value you bring to the table, from that very first 
introduction to every single interaction thereafter? Define what you deliver 
consistently.

How would you explain why you are a more must-have partner to your 
customer than your competition, because of what you deliver?

                                                                                                                                                      

                                                                                                                                                      

                                                                                                                                                    

3. CommuniCate WhY it matters
Okay, so by this point you’ve outlined who you are, and what you deliver. 
Now for the part that might seem obvious to you (but isn’t to your 
prospect). 

Why does all this matter to them? 

For example, if you have the most experience in serving their needs, why 
does this matter for them? Will they have a smoother experience getting 
started? Will their questions get answered more quickly? Will they be less 
likely to have something fall through the cracks? Figure out what your 
benefit is, and then, explicitly state why this matters to them.
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starting today, what’s one step your business could take with 
customers to communicate why all this matters more than anything 
your competitors can offer?

                                                                                                                                                      

                                                                                                                                                      

                                                                                                                                                    

“adding value” isn’t sexY. oFten, it’s unpleasant, diFFiCult 
and painFul. so is dental Work. neither are Wise to skip.

If you want to become a must-have, then this list is your must-have:
1. Who you are
2. What you deliver
3. Why it matters

You probably already have extraordinary assets. So does your team. If your 
customer doesn’t know, it won’t add to your perceived value. Below are 5 
ways to clarify your value in a more tangible way.

must-have prinCiple #3: 
pinpoint Your assets, identiFY WhiCh ones        
are Within Your Control, and maximize the      
hell out oF them
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1. skillset – What Can Your team do?
What skillsets does your team possess, both as a whole and on an individual 
level? List them clearly. Think through which ones can differentiate you 
from your competition. Now do the same for yourself, personally.

                                                                                                                                                      

                                                                                                                                                     

                                                                                                                                                     

2. experienCe – What have You done?
What experience does your team possess, both as a whole and on an 
individual level? List them clearly. Think through which can differentiate 
you from your competition. Now do the same for yourself, personally.

                                                                                                                                                      

                                                                                                                                                     

                                                                                                                                                   

3. reputation – What are You knoWn For doing?
Think about your reputation. “We are known for being more           .” 
Or, “we’re famous for always doing           .” What kind of reputation has 
your business earned? How about you personally? List them clearly. Think 
through which can differentiate you from your competition.
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4. attitude – hoW do You do it?
What is the attitude you use in approaching each task? Do you approach 
it differently, and better, than your competition? You might be quite sur-
prised just how much these “soft skills” can influence a customer’s final 
decision to sign up with you. If you’ve got a great mindset as a company, 
flaunt it.

                                                                                                                                                      

                                                                                                                                                    

                                                                                                                                                   

5. netWork – Who knoWs You’re doing it?
Your personal network includes your whole Rolodex. But what about 
your company? What can you tap into, learn from, support, endorse, and 
champion? How can you strengthen these relationships? (Keep reading for 
more tips on this!)

                                                                                                                                                      

                                                                                                                                                    

                                                                                                                                                    

Now it’s your turn to profit from your feedback to yourself, and start to 
apply it today.

Starting today, what’s one step you could take to use your company’s col-
lective sKIllseT to earn more from each customer?
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Starting today, what’s one step you could take to use your company’s      
collective eXPeRIeNCe to earn more from each customer?

                                                                                                                                                      

                                                                                                                                                  

                                                                                                                                                 

Starting today, what’s one step you could take to use your company’s       
collective RePUTATION to earn more from each customer?

                                                                                                                                                      

                                                                                                                                                      

                                                                                                                                                 

Starting today, what’s one step you could take to use your own and your 
employees’ ATTITUDe to earn more from each customer?

                                                                                                                                                                                                                                                                                                          

                                                                                                                                                                                                                                                                                                            
                                                                                                                                                 
                                                                                                                                                                                                                                                                                                          
Starting today, what’s one step you could take to use your company’s 
combined customer NeTwORK to earn more from each customer?

                                                                                                                                                      

                                                                                                                                                    

                                                                                                                                                 

Your team proBaBlY has glorious assets. are You getting 
mileage out oF them? iF Your Customer doesn’t knoW, it 
Won’t add to Your perCeived value.
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Like a shark, your business must constantly be moving forward. You must 
be introducing yourself constantly to new potential customers. Introducing 
yourself to new prospects is a lifeblood of your revenue.

But how, exactly? Below, 4 very modern ways to re-think introductions.

1. go BeYond the Business Card
“Old networking” was about introducing yourself from scratch, or getting 
your business card into their hand. Today, it’s about getting involved where 
your customer is (especially online), and becoming part of their world.

How can you go beyond the business card to introduce yourself to new 
prospects? List one example:

                                                                                                                                                      

                                                                                                                                                   

2. Find out their needs
Today: find out what their needs might be. Become part of what people are 
already doing and saying and interested in.

How can you find out their needs to introduce yourself to new prospects? 
List one example:

                                                                                                                                                      

                                                                                                                                                   

must-have prinCiple #4:                                       
expand Your relationship netWork
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3. get involved in Conversations
Don’t wait to start building relationships until you need them. Find out 
what your customers are talking about (their fears, needs, and aspirations), 
and then get involved in those conversations wherever they’re happening.

How can you get involved in conversations to introduce yourself to new 
prospects? List one example:

                                                                                                                                                      

                                                                                                                                                   

4. expand Your reaCh
Find out what’s going on in someone’s world, what they’re thinking about, 
and build a connection by supporting them.

How can you expand your reach in social media to introduce yourself to 
new prospects? List one example:

                                                                                                                                                      

                                                                                                                                                   

You’re not the only one feeling uncertain these days. Your customer is too. 
If you can decrease that uncertainty, you become a must-have.

the more CertaintY You Can Bring to the taBle, the greater 
Your value.

must-have prinCiple #5: deCrease unCertaintY
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1. speCiFiCitY
State very clearly: “Here is what I am going to do.”

How can you increase specificity to decrease uncertainty? List one 
example:

                                                                                                                                                      

                                                                                                                                                  

                                                                                                                                                 

like a shark, Your Business must ConstantlY Be moving 
ForWard.

2. aCCountaBilitY
State very clearly: “Here is what I did.”

How can you increase accountability to decrease uncertainty? List one 
example:
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3. tangiBilitY
State very clearly: “Here is what it means.”

How can you increase tangibility to decrease uncertainty? List one 
example:

                                                                                                                                                      

                                                                                                                                                 

                                                                                                                                                 

the trust advantage is Founded upon FamiliaritY and 
staBilitY. iF You Can deCrease unCertaintY, You Will 
inCrease trust.

1. reduCe risk
Innovation is the heart of your growth. How can you reduce perceived risk 
so it’s easier to say yes, and so you can get on delivering – and over-delivering? 

How can you reduce risk to increase innovation?  
List one example: 

                                                                                                                                                      

                                                                                                                                                

must-have prinCiple #6: 
jumpstart innovation
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2. the right guarantee
Not every guarantee is created equal. Find the “pain points” of your 
prospect — those things that are most scary or fearful for them, the thing 
that keeps them from getting started with you — and focus on ways to 
stabilize risk in that.

How can you add guarantees to increase innovation?  
List one example:

                                                                                                                                                      

                                                                                                                                                

3. deFine deliveraBles
The biggest mistake I see in selling service-oriented products is intan-
gible evidence and ephemeral claims. Abstractions aren’t enough by 
themselves. By removing as many variables as possible, and eliminating 
unknowns, you demonstrate control. Surround yourself with as much 
information as possible, including timelines, anticipated costs, potential 
next steps. Hypothetical is okay at this stage, but be as specific as 
possible. 

How can you define deliverables to increase innovation? 
List one example:

                                                                                                                                                      

                                                                                                                                                

4. get Credit For FolloW-through
Demonstrate to your customers what they are getting, why it’s distinct 
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from what they currently expect. Don’t just meet expectations. Your sale 
depends on your ability to get credit for your follow-through on exceed-
ing expectations. No — scratch that. Not exceeding expectations, but 
defying them.

How can you demonstrate follow-through to increase innovation? List 
one example:

                                                                                                                                                      

                                                                                                                                                

1. exeCute exCeptionallY
Your customer wants a compelling experience and a sense that they’re 
doing business with someone who performs better, cares more, and works 
harder. Do you? Yes, demonstrate this constantly. 

Here’s the secret: you don’t have to execute exceptionally in every single 
aspect of your work. But you do need to find a few details in which you 
can perform a little “shock and awe” in your marketing. 

How can you execute exceptionally to over-deliver and outperform?

                                                                                                                                                      

                                                                                                                                               

                                                                                                                                                     

must-have prinCiple #7:                          
overdeliver and outperForm
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2. aCt urgentlY
Urgency means that a task “requires immediate attention or action.” Your 
customer feels urgent about every part of the process: making sure that 
prices are fair, and that questions are answered immediately.

How could you give the sense to your customer that you care as much 
about this as they do? Where else could you bring urgency into your 
marketing? Practice “agency urgency.”

How can you act urgently to overdeliver and outperform?

                                                                                                                                                      

                                                                                                                                               

                                                                                                                                                      

3. invest strategiCallY
It’s not enough to be great. You must defy expectations.

How can you invest strategically to overdeliver and outperform?
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We’re all interviewing for a new job every day, because our jobs keep 
changing. Our long-term success depends on our ability to solve 
new kinds of problems, use new technology, work with new kinds of 
circumstances.

1. get readY to BeCome oBsolete
Bad things happen when people don’t upgrade their skills. Borrowing an 
example from advertising: About 15 years ago, when computers entered 
the creative department, most art directors quickly adopted them. But 
some resisted, especially senior ones who continued to rely on 
handcrafted work. Their argument — quite noble in theory, 
actually — was that they should be hired for their brains, not their typing 
skills. Unfortunately, nobility doesn’t live long in ad agencies. Within 
a few years, most had been replaced by younger (and cheaper) workers 
who’d never dream of art directing from the back seat. Ouch. Don’t let 
that be you.

Name an area in which you should restart your engine by getting ready 
to become obsolete.

                                                                                                                                                      

                                                                                                                                             

                                                                                                                                                     

must-have prinCiple #8: 
restart Your engine
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2. stoCkpile neW assets
The emphasis here is on new. Don’t just keep chasing the same routine 
goals; instead, go outside your area of expertise. Don’t rely on the same 
old formulas for success to find ways to excel.

Name an area in which you should restart your engine by stockpiling 
new assets.

                                                                                                                                                      

                                                                                                                                             

                                                                                                                                                     

3. aspire to Be the dumBest person in the room
Hire people that scare you (a little). People who are smarter than 
you, and can one day exceed you. Working with smart people is the 
single most important way for you personally to improve, and for your 
organization to raise its own bar. If you’re smart, you’ll get dumb.

Name an area in which you should restart your engine by aspiring to be 
the dumbest person in the room.
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What is the must-have in your own life?

Being a must-have is not about keeping your job, or getting just one 
more customer.

It’s about expanding your career. 

Not just putting your head down and getting through a chapter of 
time, but about keeping your eye on what’s possible in your life.

Do not slog through it. 

Do not waste your life focusing only on your career. 

Do not get so fixated on survival mode that you lose sight  
of what’s possible.

Starting tomorrow, name three steps you could take to become a      
must-have in your customers’ lives. 

1.                                                                                                                                                  

2.                                                                                                                                                  

3.                                                                                                                                                  

What is the must-have in Your joB, Your Career, and
Your liFe?

must-have prinCiple #9: 
piCk Your oWn liFe’s must-haves
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BeCome the “must-have” solution For Your 
Customers and Your CompanY

must-Have Principle #1:
Find new Ways to add value
1. Insights
2. Ideas
3. Inspiration

must-Have Principle #2:
Build a more tangible presence
1. Who You Are
2. What You Deliver
3. Why It Matters

 
must-Have Principle #3:
pinpoint Your team’s assets, identify Which 
are Within Your Control, then maximize the 
hell out of them
1. Skillset
2. Experience
3. Reputation
4. Mindset
5. Network

must-Have Principle #4:
expand Your relationship reach
1. Go beyond the business card
2. Next, find out their needs
3.  Then get involved in their conversations
4.  Expand your reach with strategic social 

media

must-Have Principle #5:
decrease uncertainty
1. Specificity
2. Accountability
3. Tangibility

must-Have Principle #6:
jumpstart innovation
1. Reduce risk
2. The right guarantee
3. Define deliverables
4. Get credit for follow-through

must-Have Principle #7:
overdeliver and outperform
1. Execute exceptionally
2. Act urgently
3. Invest strategically

must-Have Principle #8:
restart Your engine
1. Get ready to become obsolete
2. Stockpile new assets
3.  Aspire to be to be the dumbest  

person in the room

must-Have Principle #9:
pick Your own life’s“must-haves”
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Every company, no matter how established, must continually reinvest and 
reinvent in order to stay fascinating. While a marketing campaign might be
a short-term focus, the real goal is to sustain your persuasion for decades.

1. Build a “FasCination mindset” Within Your 
organization

Remember that point about avoiding a committee mentality? Here’s 
where it comes in again. Fascination must be a goal in itself for any 
communication-driven organization, a goal that requires resources and 
support from the C-suite all the way through the ranks. Who is your Chief 
Fascination Officer?

Growing up in my family, earning attention wasn’t a recreational pursuit. 
I had to become my own Chief Fascination Officer. It was a matter of 
survival. Like any youngest child, I had to compete with older siblings 
for attention. By toddlerhood I’d honed numerous strategies, from the 
strategically-executed tantrum to the art of asking “Why? Why? Why?”

But then, when I turned seven, I was forced to raise my game. That year, 
my brother was accepted into Harvard, and my sister was the #1 swimmer 
in the world in her event… and went on to win three gold medals in the 
Olympics. The height of my achievement up to that point? Gold stars for 
finger painting.

It was then that I learned my first lesson in fascination: 

a Competitive environment demands a more           

hoW to extend FasCination long-term
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Captivating message. 
Perhaps it won’t come as a surprise that I went into marketing. Now, 33 
years later, I create messages for companies that must earn attention in 
highly competitive environments.

In a distracted and overwhelmed world, everything— including you, your 
communication, and your relationships— competes for connection. 
Without fascination we can’t sell products off shelves, persuade 
shareholders to invest, teach students to read, or convince our own kids to 
stay off drugs.

2. ContinuallY evolve
Ongoing fascination demands that you offer new options, solutions, 
and experiences. You have to keep re-launching it over and over, like a 
wave pool; if you’re not constantly setting off the wave, it disappears. In 
a culture constantly exposed to increasingly extreme images and ideas 
and lifestyles, badges that were once lunatic fringe can quite quickly 
become mainstream. (Remember when tattoos were counter-culture?) Your 
own evolution can be in the tiniest increments.

Advertising helps you stand out in a competitive environment. (Every 
marketer knows that, right?)

But as it turns out, marketers didn’t invent advertising. Flowers did.

University of Florida biology professor David Dilcher wrote, “flowering 
plants were the first advertisers in the world. They put out beautiful petals, 
colorful patterns, fragrances, and gave a reward, such as nectar or pollen, 
for any insect that would come and visit them.”

Plants offer other lessons in marketing survival. For instance, the Amazon 
jungle might look like it would be a desirable place to live, if you’re a plant. 
It’s lush, exotic, flourishing, with plenty of water. But with thirty million 
species in the rain forest, vegetation grows so thickly that each plant to 
must fight to gain food, protection, and even a slender ray of light. 
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plants aCt like marketing managers: developing unique 
adaptations, designing spinoFF extensions, and seeking 
unConventional niChes.

The more crowded an environment, the more competitive it becomes, and 
the harder each individual must work. Flowers must fascinate insects, and 
companies must fascinate customers, in order to survive. 

So what are you doing to not just keep up, but stay ahead of, the 
competition?

3. earn CrediBilitY
Not all fascinating brands are credible. (But my guess is that you’d prefer 
to be perceived as credible, yes?) With the rise of transparency online, 
credibility of the “non-expert” is becoming more trustworthy than that of 
the “paid-expert.”

Of all 7 Fascination Advantages, Trust is the hardest to earn, the easiest to 
lose, and the most valuable to hold.

Yet the Trust Advantage is founded upon consistency and repetition. 
Brands such as Kellogg’s and McDonald’s have earned Trust through 
decades of sheer repetition. So how can a brand build consistency without 
investing hundreds of millions in marketing dollars for countless repeated 
exposures to a logo and message?

Here’s a genius little example:

On the side of a bag of microwave popcorn, where other brands might 
have put a big ol’ gaudy star that lists all the reasons why you should buy 
another package of that popcorn, Newman’s Own Organics did something 
that brilliantly invokes an immediate sense of Trust.

Here’s a picture of what they did, cut directly from the popcorn bag: 
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in Case You Can’t read the text, here’s What it saYs:
the loCk on the door

The lock on the door could take a direct hit from a cannon ball and not 
snap. The “Keep Out” sign is painted freehand in sinister red paint. The 

minute you come around the corner, the guard 
dog growls and the motion detector sets off some 
old stage lights Pop’s got rigged up in the trees. 
Nobody, I mean nobody, gets into the popcorn 
shack without his permission. That is unless you 
know that Pop never fixed the broken pane on 
the back window and the dog sleeps inside on full 
moons.

Now I know it’s wrong to steal and even worse 
to steal from one of your parents, but I’m taking 
the Robin Hood approach on this one. Pinch 
from those who shamelessly hoard, share with our 
organic farmers and multiply this bounty for all. 

Anyway, by the time he finds out what happened, he’ll be taking all the 
credit.

Enjoy and let’s keep this secret to ourselves!

Signed, Nell
Nell Newman

What a wonderful little story. Its cozy, familiar tone makes us feel as 
though we’ve had a personal relationship with Nell for generations. In the 
second half of the story, Nell makes us co-conspirators in her fun: “Now 
I know it’s wrong to steal” and “let’s keep this secret to ourselves.” (There, 
Nell Newman sprinkles in a little dash of the Innovation Advantage with  
her popcorn.)
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The yellowed paper, the typeface, and the handwritten signature at the 
bottom of the letter all make this feel as though it’s from a longtime 
friend. She’s earning our Trust. It’s delightful to find fascination examples 
like this: simple, inexpensive, and endearingly clever.

Think about your own brand’s story and personality. Use your existing 
materials, such as your packaging, to tell your story (even if it’s a new story) 
and thereby increase this precious form of fascination. 

4. invest in relationships
How can you back up your commitment to relationships? Can you back it 
up with your policies in untraditional ways? 

Here’s an example from outside the insurance industry:

Sears offered a first guarantee of its kind: For any tool bearing the 
Craftsman name, the guarantee wasn’t one year, five years, or ten years as 
other competitors offered; it was a lifetime replacement guarantee. This 
promise reached out to the edge of the bell curve, becoming a powerful 
badge, and sustaining long-term relationships with consumers.

5. teaCh Customers hoW to share their FasCination

Give people tools to talk about you.

Create a community of people who talk about you all the time, adding 
to your social currency, keeping top of mind awareness, and continually 
carving a bigger place in their hearts and minds. Give people ways to help 
spread the love. The more connections you make, the more opportunities 
you have to fascinate more people, and thereby to expand your sphere 
of fascination.

In the time it takes you to read this, fourteen new social platforms, six 
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new social monitoring tools and thirty-eight new check in services will 
launch. Maybe only thirty-seven. My point is that the media landscape, 
particularly the social media landscape, is always changing. It really is all 
about the tools and how you can use them. So rather than give you a few 
suggestions about what to do in order to help your customers share their 
fascination, I’m going to list 7 common mistakes of social media wimps. 

In other words, steer clear of this list:

Fear oF CritiCism
Hey, it’s easy to censor yourself. But resist the urge to play it too 
safe. Playing it safe on social media is like trying to make a splashy 
cannonball in a swimming pool without getting wet. Seriously, it 
makes no sense. The whole point is to put yourself out there so that 
you spark attention and earn relationships.

serving overCooked White riCe
Are your updates so watered-down and bland that nobody wants 
to read them? Blecchy. Yuck. Social media is your opportunity to 
get spicy— to reveal quirky opinions, flaunt your offbeat history, 
and highlight your unexpected experiences. If you’d rather avoid 
these things, well, to be honest, you’re probably better off putting 
your marketing efforts into a traditional paid media strategy such as 
billboards or radio.

oversharing
Really, it’s great that you just ate leftover fish tacos for lunch. Awesome. 
But if you’re trying to reinforce relationships with customers and 
acquire new ones, is this culinary repeat really the message you want 
associated with you? No? Then find a message that works hard on your 
behalf, by reinforcing your personal brand. While it’s fine to give us a 
few glimpses into your personal life, remember why you’re in 
social media in the first place. 
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Give a really clear idea of who you are for your customer, and why 
you matter.

making it all aBout You
Yes, you can use social media to sell. Absolutely. But don’t do it in an 
obnoxious or consistently blatant way. Otherwise, you’re building your 
ego, not your relationships. The whole point of posting, tweeting, and 
blogging is to get people revved up and raring to participate with you.

ConstantlY regurgitating other people’s Content 

Don’t rely only on repeating and retweeting other people’s content. 
That’s a crutch, one that stops you from developing your own unique 
point of view. (That said, if you occasionally read a genius insight from 
a colleague, or see a startling piece of news, bring it on— we want to 
know about it. Especially if you add your own dash of spicy insight.)

anti-soCial Behavior
It’s called “social media” for a reason: it’s social. Don’t lurk in the 
corner. Express the full spectrum of human communication: Talking, 
playing, teasing, praising, asking, flirting, speculating— and on 
occasion, even critiquing or condemning, when it’s appropriate to take 
a strong stand.

trYing to Be all things to all people
If you are all things to all people, you mean nothing to anyone. 
Establish a point of view, and then deliver on it, backed of your 
inimitable experience, attitude, and knowledge— and charisma.

6. keep it real
Don’t fake it. True fascination is not hype; it builds upon natural, innate 
strengths. Whether you’re a business owner, or a lone employee running 
an office, or a priest leading a parish, the purpose of fascination is to 
communicate in a way that more effectively serves your mission goals. 
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You can’t fascinate from inside an ivory tower.

Remember the situation Toyota found themselves in a couple years ago? 
Remember how fiercely they tried to protect their brand and only later 
came to the realization that they needed to open beyond the degree to 
which they were legally responsible?

That fiasco not only cost the company money, it cost their loyal customers 
money, too. In the wake of the negative news about Toyota, those people 
who traded their cars in actually got 6% less than the notoriously high 
Toyota trade in standard. In the end, the situation cost Toyota billions of 
dollars in recall expenses and company value. 

The question is, have they regained their stature? Do you still think about 
the Toyota from two years ago or do have moved on? Do you think 
their entire consumer base has? How much of the problem could have 
been avoided if Toyota executives had been more transparent from the 
beginning - after all, they built their reputation on Trust.

FasCination requires Courage, FoCus, and a Willingness to 
experiment. don’t let it get too preCious. don’t preserve it 
like a China heirloom.

Fascination thrives when you let it out to stretch its legs, to exercise it at 
every possible moment, to explore on adventures. Give it room to fail. Let 
it get dirt under its fingernails. Let it live and breathe.

onlY When You identiFY and emBraCe Your 
FasCination advantage Can You, and everYthing 
You stand For, Captivate the World.

Being fascinating over the long term starts with discovering 
what it is that makes you fascinating in the first place. Do 
that now.
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sallY reveals hoW to take aCtion and use Your 
FasCination advantage

The number one action step that you need to take is to build your business 
around your personality. 

The goal is not to become successful in your company; the goal is to build 
the company that allows you to naturally succeed.

The more that you can use your natural personality advantages in doing 
this, the more it feels effortless, and the more you can reach your ultimate 
potential.

At How To Fascinate HQ, we want to help people go deeper, because it’s 
not enough to just understand the theory, we want you to be able to apply 
everything you have learned and really change your results. We want you to 
get 10X better results than you currently have. 

here is What i Want You to do right noW:

Go and keep referring back to your Fascination Advantage report. You can 
go ahead and purchase more assessments for your employees, and for your 
partners, so you can begin to really understand how the world sees your 
employees, your team members, your partners, your clients, and everyone 
else that you do business with. You can do so at www.HowToFascinate.com. 

If you have questions about this program or additional resources, coaching 
and mastermind programs, please send us an email at 
Hello@HowToFascinate.com.

We would love to hear how you’re using this information to begin to change 
your business, to change your life, and to change how the world sees you.

http://www.howtofascinate.com
mailto:start%40howtofascinate.com?subject=
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