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. o watch your messages, or ,
captive MM“MMMWM%E@ avoid you, delete %o:«wﬁwb wﬁc
%»EH am folder. You know the guy at the m; )
BQMMMEMH%% Yeah. Don't be that guy in yoy,,. ma
A of your Ewlnnn.bm as spam, by ;

value out of it - - - %:.& T mwwa.. ,
Jfyou're not adding value, you're just taking y, o
The schoolmarm’s B»%m%.ﬂm ProCessis nomzﬁ,
labor intensive. For big br: m.nm& itusually goes some
Fly around the country doing weeks of research, 1

, meeting. Fly for more research. Meet again, Wz

brief. Create ads. Fly to test those ads. Buy med

more media. And more media. Hit your audiep,
until they buy your product. Repeat. ;
This formula used to work quite efficiently, By
you need to find a slightly unfair mmﬁnﬁmmo.. i

abo
migh

You can go through these intricate steps to differentiate y

Or you can get in the express lane.

Which do you want? Schoolmarm or m_..o;,mc.w

Let’s put down the prissy pointer mn.&nw an
wand. We're about to perform Emnrmc.n%,«ﬁ
Fascination is a fearsome force of _.bmﬁmb

be taken lightly: I¢ spellbinds your listeners
you, binding them to yoy, hypnotizin
§m§8& this. So did the witches .M.m% _4 ! 4
&Bnmmw“““oai rm.ﬁ to .wo.nm_mi___ [
ge, or stick out i

tion s@ a cold-fish handshake 4
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THE SCHOOLMARM AND THE SORCERER

. ourself on people, pull them toward you. 49%3 wn»mﬁ.
n%?:mmw\m@m that people actually want. Instead of barging in on
e @nonnonom attention spans, you're enticing the right people

pecome more deeply involved with you.
to
son from the Most Popular Brand Nobody Likes

More Les e
93 't always be better than the competition. But

Your company can

can be different. :
d if you follow the example of Jigermeister, you can trans-

eemingly ordinary (or even foul-tasting!) products into

%Oﬁ
An
form evens

nee tickets. .
oammana,m an example of how I applied this myself (in a somewhat

ironic way)- ; o
I first shared the story of Jigermeister in the original edition
of Fascinate. Shortly after the book was published in 2010, I gave a
keynote speech for thousands of .Bwn#nﬁoam in Toronto at an event
named the Art of Marketing. I was nervous. Not only was I a rel-
atively new speaker, but I was. mﬂoﬁo@ﬁo«mwomw immediately after
someone I admired tremendously: Seth Godin. I'd followed his
writing and thinking for years. e A :
- Now, if you've never given :
who is ,Prmﬁo.ﬂ ) t
make matter




