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“
“ Fascinate is a riveting journey through the 

forces of fascination–how it irresistibly 

shapes our ideas, opinions, and 

relationships–and how to wield it  

to your advantage.” 

AlAn WeBBer 
Founding Editor, Fast Company
Author, Rules of Thumb

This is a transformative work, a beautifully 

written book that will forever change the way 

you see the world. I loved it. Let me be really 

clear: you need to buy this book, devour 

it, absorb it and then buy copies for your 

colleagues. A lot of copies.”

SeTH GODIn  
Author, Linchpin



Why are you captivated by some 
people but not by others? Why do 
you recall some brands yet forget 
the rest? In an overcrowded world, 
how do certain leaders, co-workers, 
and family members convince you 
to change your behavior?

Award-winning advertising executive turned brand innovation consultant 

Sally Hogshead reveals why fascination is the most powerful way to influence 

decision making, more influential than marketing, sales, or any other form of 

communication. “Without fascination,” she writes, “we can’t sell products, 

persuade shareholders to invest, teach students to read, or convince our own kids 

to stay off drugs.” Her new book, FASCINATE: Your 7 Triggers to Persuasion 

and Captivation, (HarperBusiness; February 22, 2010; hardcover) is a heavily 

researched and engaging look at what captures our collective attention and how 

we can create fascination in our lives and livelihoods.

Drawing on original research (a Kelton Study conducted specifically for the book) 

and covering a wide swath of disciplines, from history to neuroscience, Hogshead 

discovers unexpected patterns and parallels. She explains how the Salem Witch 

trials began with the same fixation that spawned the popular television series Sex 

and the City, and how Amazon.com uses the same tactics to lure book buyers that 

animals in the Amazonian jungle use to lure their prey. She demonstrates that the 

frenzy over Dutch tulip bulbs in 1636 perfectly mimics the 2006 real estate bubble. 

And, how a billion-dollar “Just Say no” program actually increases increase drug 

use among teens, by activating the same “forbidden fruit” syndrome as a Victoria’s 

Secret catalogue.



At the heart of the book 
are seven triggers—deeply 
rooted primal means of 
arousing intense interest.   

YOUR SEVEN FASCINATION TRIGGERS ARE:

lUST
Why we’re seduced by the anticipation of pleasure

MYSTIQUe
Why we’re intrigued by unanswered questions

AlArM
Why we take action at the threat of negative consequences

PreSTIGe
Why we fixate on rank and respect

POWer
Why we focus on people and things that control us

VICe
Why we’re tempted by “ forbidden fruit”

TrUST
Why we’re loyal to reliable options



Together, these seven triggers form a strategic approach to what is often viewed 

as inexact science. The book teaches us how to determine which of the seven 

triggers best fits our need, and then explains how to activate that particular trigger 

in the right way. 

The seven triggers can help organizations and executives become so fascinating 

that client loyalty increases, profitability improves, and the best employees never 

want to leave.

 

Part history, part pop culture, with a heavy dose of what messages mean in 

business today, FASCINATE has its finger on the pulse of our distracted nation 

and offers a firm hand for organizations and individuals struggling to be heard and 

remembered in a cluttered world. 

Sally Hogshead is a speaker, author and expert on radical innovation who works 

with both Fortune 500 brands and startups to uncover smarter, faster and more 

creative advertising.  recent launches include products for Godiva, Cole Haan and 

nike.  She is also the author of RADICAL CAREERING: 100 Truths to Jumpstart 

Your Job, Your Career and Your Life (2005).  
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Growing up in my family, earning attention wasn’t a recreational pursuit. 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 tactics, 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.  She went on to win three gold medals in the Olympics. The height of 

my achievement up to that point?  Gold stars for fingerpainting.

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

demands a more 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 the high stakes marketplace.

In our distracted and overwhelmed world, everything— including you, your 

communication, and your relationships— competes to attract attention. 

Fascination plays a role in every type of decision-making, from which brands you 

purchase to which songs you remember, from which person you marry to which 

employees you hire. Anything can become fascinating, anything at all, if you 

activate the right triggers around it.

Whether you realize it or not, you’re already using fascination triggers. The 

question is: are you using the right triggers, in the right way, to get your desired 

result? This book will show you how.

SALLY HOGSHEAD    on   HOW SHE CAME FASCINATED 
WITH FASCINATION



Kelton research is a global public opinion company that works with more than 30 

Fortune 100 companies. In a survey commissioned for this book, Kelton launched 

an in-depth U.S. market survey of 1,059 Americans over the age of 18. The goal 

was to define the role of fascination in people’s lives, measuring it in tangible 

terms. Sample results:  

Women will spend more to be 
fascinating than they spend 
on food. In fact, women will 
spend more to be fascinating 
than they spend on food and 
clothes combined.
•  Only 9% of employees say their bosses are “extremely fascinating,”  
    but 96% of parents say they’re fascinated by their own children.

•  When asked how far they would go for a fascinating life, 60% 
    of people said they’d be willing to bend their morals, standards,  
    or loyalties.

•  People would rather be fascinating on a job interview than a  
    first date.

•  A fascinating personal life is 3x more important than a fascinating   
    work life.
 

THE KELTON FASCINATION STUDY



A fascinating brand can charge more than an un-fascinating one, up to 4x as 

much. People also will pay a premium for brands that activate desired triggers. In 

the presence of a fascinating product, 80% of people report a strong emotional or 

physical response.

People will play a 
great deal of money 
if you can help them 
become fascinating. 

People will play a 
great deal of money 
if you can help them 
feel fascinated.

1
2
On average they will pay $288 per month to be the most fascinating person in the 

room. Five percent will pay more than $1000 a month.  

TWO TOPLINE FINDINGS



You take a really deep look at the history of fascination – where it 
came from, what it means. Was looking back at this history helpful 
in defining what fascination means today and how we can use it?

In ancient Rome, fascination was feared as an ungodly force of attraction.  
During the Renaissance, dozens of writers warned of its power to seduce 
people into wickedness. In the Salem Witch Trials, the villagers believed that 
only witches could commit such an evil crime. Fascination isn’t a new bag of 
tricks; it’s as old as civilization. But now, today, we need it more than ever in 
our distracted environment.

I agree with the ancient Romans: Fascination is a primal, irresistible 
attraction. But it’s not witchcraft, and it’s not an exclusive talent for the 
charismatic few. It’s a tool we can all learn and master.

Which organizations have successfully used the seven triggers to 
make themselves fascinating to their customers? 

Ever had a shot of Jägermeister liqueur? (If not, imagine taking of swig of 
Robitussin mixed with kerosene.) It’s hard to find anyone that actually enjoys 
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the bittersweetly harsh taste. But yet, sales have increased 40% per year since 
1985. Why? The mystique trigger. Jägermeister has brilliantly fostered myths 
that it contains all sorts of secret and forbidden ingredients: elk’s blood, 
opiates, Valium, and other unmentionables. Whatever floats inside those 
green-tinted bottles, one thing’s for sure: After a few shots, your memory of the 
evening’s events could also be an unsolved mystery.

Another example: The IRS brilliantly manipulates the alarm trigger. This 
trigger has a unique ability to compel people to do things they otherwise don’t 
care to do, in order to avoid consequences. Tax forms are not considered 
widely fascinating. However, if you haven’t completed them, they become 
positively riveting on April 14. How does the IRS convince you to willingly 
hand over a percentage of your income? It clearly defines consequences, 
heightening the immediacy with a deadline. The same principle applies to all 
kinds of everyday behavior: studying for an exam, dieting, stopping for red 
lights, even staying faithful to a spouse.

You talk about the seven triggers to fascination – how does 
someone figure out which of those triggers matches their need?

Each of the seven triggers sparks a different type response. Choose which you  
trigger to apply, depending on your goals:

If you trigger lust you’ll draw others closer. They will crave your message,  
wanting more and more of your product.

MYstique tempts others to discover everything about you. They’ll be 
intrigued, and actively seek information.

AlArM compels others to behave more urgently. They’ll quickly take action  
in order to avoid negative consequences.

A message with prestige elevates you above others, inspiring  
covetousness or envy.



By triggering poWer, you will exert control over your environment. Others 
will defer to you and your message.

With vice, your message will tempt others to deviate from their usual code of 
conduct. They’ll act outside of standard habits or norms.

With trust, your message will comfort others, relax them, and bind them 
more closely to you.

As a whole, is it more difficult to create fascination in an 
overcrowded, information laden world such as ours?

BBC News reported, “The addictive nature of web browsing can leave you 
with an attention span of nine seconds - the same as a goldfish.” Apparently, 
we’re all developing a sort of cultural ADD, only paying attention to the 
shiniest objects. But if this is true, how can we possibly develop lasting, 
loyal relationships if we only have nine seconds to break through? We need 
more than nine seconds to compete. Marketing doesn’t have the answer (or 
we wouldn’t spend $620 billion spent every year  to get generally mediocre 
results). We need a new way to persuade and influence.

sallyhogshead.com
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Today, it’s not enough to have 
a great idea. Great ideas fail 
every day. 
Brilliance is irrelevant, if nobody is listening. It’s not enough to have a great 

product, even the best product, if you can’t attract the right audience. (Just ask 

dead brands such as Pontiac, Circuit City, Gourmet magazine, or Saturn.) The list 

of failures goes on and on. So what do the winners have in common? Quite a bit, 

as it turns out. 

Around the globe, throughout 
history, all fascinating messages 
share consistent patterns.

GOLD HALLMARKS OF A FASCINATING MESSAGE

•  Provokes Strong and Immediate Emotional Reactions

•  Creates Advocates

•  Becomes “Cultural Shorthand” for a Specific Set of Actions or Values

•  Incites Conversation

•  Forces Competitors to Realign Around It

•  Triggers Social Revolutions

The ability to fascinate is not a random product of luck or timing or charisma— it  

is a manageable discipline, with specific criteria. By applying the tools in Fascinate, 

you can more effectively direct your audience’s decision-making. 

Sally Hogshead teaches how to predict what fascinates your audience, 

and why it fascinates them, and most importantly, how to make your own 

messages more fascinating.


