65 FASCINATE, REVIOEU ANL VFEUVAIED

How do certain brands fascinate you? How can your brap, df
cinate others? To succeed in an attention-starved world, you Emm,
understand how fascination applies to your job, your com o
your family, and your relationships. And finally, you must cMMbN
stand the implications of living in a fascination-driven world o

in which the ordinary dies a slow death.

You already possess much of what you need to become m
fascinating, and in today’s environment, you have no chojce _u:ﬂog
use it. Intelligently applied, fascination will give You a too] to
influential than branding, more persuasive than Propaganda K
lasting than brainwashing.
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Make Your Brand Impossible to Resist
Fascinations cover the gamut of human behavior, from sublime t
m.QE.mrmmo&v from frivolous to world-changing, yet all can be cate oo
rized as one of seven different modes of communication: Hsboﬁaws.
Passion, Power, Prestige, Trust, Mystique, and Alert. Fach of mrmmm
has a different attitude and style, a different voice and vocabulary,
Rather than be confused by the options, we’ll go mﬂmw-grmwm
through the process. We’ll align all your communication with osm
.EE.: point, like a North Star. Instead of randomly stumbling on
ideas, or reinventing the wheel each time you write an ad, you'll
Mo.%»w%m a mﬁmwwvv?mﬁ% plan. Whether you are an analytical
ma:m:m MMoMH HMHMMMM mnm_va you'll find it much easier to develop
g plans when they follow a system.

As you read the descriptions of each Advantage in the chapters
wrmﬁ follow, pay close attention to the lists of five adjectives. You can
literally use these words to describe your brand to your _.mom_ cus-
tomer. ﬂ.:mv\ can become the starting point for your marketing copy:
\m:moﬁ .smﬁm:om_ Innovation brands are forward-thinking, entre-
MQEM”MEM .\UO_\Q_ mt%:m\:& and S.m\.o:mc\. A brand whose primary
ge Is Innovation might use these words to describe itself:
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f 2&&-3.:»3@ visionary company that offers surprisingly bold
v 0

_ |ps the prand speak the language of creativity.
he

A prand with the Alert Advantage would look to these adjec-
o organized, detailed, efficient, precise, and methodical. An

preneurial leaders.” Incorporating these adjectives

tive
Alert br
of an Inn
fvery of &¥€7
mn\.mm in the
peak the language of details.

and’s marketing copy should sound very different from that
ovation brand. “We guarantee organized and detailed de-
y order.” Or, “our agents are the most efficient and

. industry.” These adjectives steer the communication
p
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granding for All . . :
«pranding” is often seen as marketing’s fancier cousin. Many small

pusinesses believe, mistakenly, that only those with large budgets
can do branding. This is understandable, since usually only orga-
nizations with impressive experience or budgets can afford a brand
campaign.

I have a different point of view. I believe that everyone should
be able to create a great brand, without a big budget or extensive
expertise.

The purpose of the Fascinate System is to give you a simple,
practical process for establishing the overall voice of your brand.
By getting clear on how you describe yourself to your prospects
and customers, you can streamline your creative process. This will

also help you and your team keep all messaging on track, so you
can unify your efforts. i

It’s time to perform a little marketing witcheraft of your o
and spellbind your audience. Don’t worry, there's a clear syste
You’re about to understand your marketing in a new way, an
alize how your ideal customer sees you at your best. The proce:

is almost like alchemy, transforming ordinary products into gol

Our first Advantage is Innovation, the language of creativit

How could you captivate with Innovation? Let’s find out.




