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ALERT

WE’RE COUNTING ON YOU.

YOU ARE A RULE FOLLOWER. 
YOUR BRAND PERSUADES US BY

DEFINING DEADLINES AND DETAILS. 
YOU STAND GUARD FOR US.

Alert is like a surgeon’s checklist. Alert eliminates mess. 
It organizes. It categorizes. It implements. Alert lives 

inside spreadsheets and annual reports. With its mastery 
of precision, Alert drives urgency and clarity. 

Alert is the language of details.

YOUR BRAND PROFILE    
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 � Brand Defined: Alert

 � Five Adjectives That Matter

 � How Brands Use Alert

 � How Alert Fascinates

 � More Fascinating Facts About  
 Alert

IN THIS PROFILE
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Black or white? There is no gray. Yes or no? There is no maybe. 
You might have heard the expression “Don’t miss the forest 

for the trees.” Alert makes sure we don’t miss the trees. And the 
twigs.  And the grains of soil. And each and every spot on each 

and every leaf. Alert adds detail to the details.

Your Alert brand was born to be definitive.
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DOTTED AND T’S ARE CROSSED.

As an Alert brand, you don’t just include details — you 
revel in them. You give meaning to otherwise meaningless 
information. When your brand speaks the language of details, 
your communication is methodical and exact.

EXAMPLES OF ALERT BRANDS

p
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Can a single word matter? Yes, when it differentiates your 
company in the marketplace. Your marketing copy should be 
as original as everything else about you. These five words can 
unlock your point of difference and your value in the minds 
of your customers or clients.

YOUR ALERT BRAND IS:
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ORGANIZED DETAILED

EFFICIENT

PRECISE METHODICAL
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DON'T JUST HAVE THESE 

QUALITIES – USE THESE WORDS.

You have a small home maintenance business that caters to 
clients with second homes:

“We are dedicated to caretaking your home with precise and 
methodical service. We are rigorously scheduled and organized. 
You can expect definitive maintenance calendars and detailed 
communications. We are as efficient with your energy and your 
expenditures as we are with our own. Rest easy. We are on watch.”

We’re going to give you some examples so you can 
understand how powerful a tool these five words are:

Example 1

Example 2

You are a marketing professional in the fixed income group 
of a financial firm:

“We assure you that the experience of our brand will reflect our 
fundamental approach. We are organized. Detailed. Efficient. 
Precise. Methodical. You will find that these traits assure you 
an unprecedented window of clarity and a profound commitment 
to diligence.”
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Example 3

Fascinating Fact:

Alert brands communicate with facts and data.

p

Your company is a national vehicle repair company, often 
used by insurance companies for claims. This is your 
marketing material

“We know the experience of vehicle repair is stressful and 
sometimes frightening. At VRP you will know exactly what to 
expect from your service with us. We are methodical - your 
vehicle will be thoroughly evaluated. We are detailed and 
organized - you will clearly understand what repairs are needed 
and how they will be done. We are precise - our repairs are tested 
mechanically and electronically. And lastly, we are efficient 
because we know that an item rarely included in anyone’s budget 
is vehicle repair.”
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IN THEIR MARKETING

Alert brands use these four pillars to support 
every action in their business and marketing:

1. SWEAT THE SMALL STUFF.
2. CREATE URGENCY.
3. DEFINE CONSEQUENCES  
 AND DEADLINES.
4. USE RATIONAL FACTS.

Develop messages that consistently deliver at least three of 
these four pillars. Before you send that email, or publish that 
ad, check back with these four pillars. If you don’t have three 
out of four, push your ideas further in order to speak the 
language of engagement.
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SWEAT THE SMALL STUFF.

Details are a very big deal if you’re speaking the language 
of detail. Problems arise when people fail to pay attention 
to little details. Appointments are missed.

Payments show up late. Typos glare from important 
documents. Or worse, patients get the wrong medication, 
or flights aren’t synchronized. If your company deals with
complex systems, sweat the small stuff before things spin 
out of control. Examine defects. Execute minutiae.

Consistently following the details reinforces your brand 
identity, indicating an uncompromising commitment to 
specific standards.

Even creative and powerful brands track the smallest 
details. Steve Jobs once called a senior executive on a 
Sunday because he noticed that the yellow gradient of 
the second “o” of the Google logo didn’t show exactly 
right on the iPhone display. Google itself is no less 
finicky. When choosing a shade of blue for a toolbar, 
Google tested forty-one shades to see what tested best.

Pillar No. 1
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CREATE URGENCY.

Generations ago, humans experienced danger at every turn. A five-second burst of 
energy allowed us to act quickly. We experience this same involuntary response today, 
even when there’s no immediate mortal danger. A stressful thought alone is enough to 
set bells ringing and survival juices pumping, prompting us to act.

We work hard to eliminate dangers in our environment. We sterilize, we vaccinate, we 
declaw, we bubble-wrap. We do this because under the spell of Alert, we feel a strong 
sense of urgency to act.

3 . . . 2 . . . 1 . . . Buy!

Maybe you’ve had this happen: It’s late at night, you can’t sleep, and you find yourself 
watching an infomercial, or maybe QVC. A spokesperson holds a snazzy new Blend-o-
Matic blender for your kitchen, or a Hang-o-Matic picture hangers. She announces 
that she has just one hundred Hang-o-Matics remaining at this price, so whatever you 
do, call now (!!!).

You don’t need a Hang-o-Matic picture hanger — you only a few minutes ago found 
out what one is — but because they’re apparently all about to be gone, forever, never to 
be available ever again, you, like millions of other people, might find yourself pausing 
to say, “Well, hold on now, maybe . . .” Infomercials demonstrate how Alert gives 
rational incentive for irrational decisions.

Scarcity invokes the fear that if we don’t buy now, someone else will snag that last 
reservation, that last appointment, that last spot at a webinar. The window of 
opportunity is closing. The sale finishes tomorrow. Deadlines force people to make 
a decision in order to avoid missing out, or losing potential options.

Pillar No. 2
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Ever booked a flight because there was only one seat left? The travel site Booking.com 
uses Alert to prompt immediate action. First the company points out that there are 
only two rooms left in the hotel you’re considering. Then you notice that the latest 
booking was one hour ago. Finally, a notice flashes up that fifteen people are currently 
looking at the same hotel.

Another example: Gilt.com is a flash-sale site, transforming a leisurely afternoon at 
the mall into a thrilling and urgent need to buy now. Slashed prices and plummeting 
availability indicate how many products are still in stock, heightening the urgency. 
With a surge of adrenaline, people shop until they drop (all their money, that is).

When your audience is stuck in apathy, invoke urgency or scarcity and nudge them to 
make a decision. eBay mastered this technique, whipping bidders into a frenzy during 
the final countdown phase of a hot auction.

What if the person who’s stuck in apathy is . . . you? If you need to direct a specific 
action, deadlines create focus. If you’re a procrastinator, Alert can be your best friend.

At what point does a procrastinator stop procrastinating?

Do your customers procrastinate before a purchase decision, or a contract renewal? 
When a deadline is comfortably far away, procrastinators don’t feel enough urgency 
to merit attention. As the deadline looms, the consequences of missing the deadline 
become more imminent. Studies show that’s when Alert reaches a critical mass, and 
the task becomes fascinating enough to motivate immediate action to avoid the 
consequences.

Increasing perceived danger increases fascination. However, there’s a law of diminishing 
returns at play. If Alert gets dialed up to the point of panic, the benefits diminish. The
body sweats and trembles in the presence of Alert, and at a certain point, the brain 
shuts down and we lose the ability to problem solve. Neuroscience shows that after the 
fear system of the brain kicks into overdrive, decision making stops. We stop thinking 
creatively, and we start reacting purely out of fear. Whether real or perceived, Alert 
brings a sense of readiness, or even danger.

In the face of too much pressure, with consequences that are too great, people can’t 
perform. They simply shut down, thrust into a frozen deer-in-headlights confusion. 
For instance, a political message is no longer fascinating if citizens are paralyzed.

For a customer waffling about a decision, an Alert message can tip him over to your 
side. Define consequences, and ratchet them up for failure to act — but stop before 
the customer becomes paralyzed.

http://Gilt.com
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DEFINE CONSEQUENCES AND DEADLINES.

At the airport, you might not enjoy following the rules of the TSA. But you do, in 
order to avoid negative consequences. The TSA publishes its most “distinctive” finds 
to its Instagram account. The craziest items confiscated by the agency have included 
knives hidden inside enchiladas, razor blades stuffed into greeting cards, and three 
pounds of hard drugs wrapped in soft, raw beef.

Want to persuade a client to take a specific action? To urge your prospect to sign on the 
dotted line? Or to direct your kids to clean up their room? Alert is here to help.

Consequences usually follow a similar formula: “If you don’t do this, then that will 
happen.” For instance, “If you don’t pay your taxes, then you will go to prison.” 
Another example: Kids aren’t always so fond of cauliflower or Brussels sprouts. Many 
parents (including me) persuade kids to eat veggies with this classic Alert warning: “If 
you don’t finish your vegetables, you can’t have dessert.”

You experience this every day. That feeling when your computer freezes (and you 
haven’t backed up the hard drive recently)? That’s what makes you take action to avoid
consequences. If you don’t stop hitting the snooze alarm, you’ll be late for work. If you 
don’t train for that marathon, you’ll fizzle halfway through. If you paint your house
chartreuse, your neighborhood association will get cranky. And so on. Alert prompts 
us to act, and to act a certain way.

Many public health and safety campaigns warn us of the negative consequences if 
we don’t follow their advice. Life insurance companies also use scare tactics to sell 
insurance — what would happen to your loved ones if you pass away? Would they 
have to sell the house because they lost their main breadwinner?

Alert isn’t about threats. It’s often about the negative effects of not taking action.

Pillar No. 3
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USE RATIONAL FACTS.

Early in my career, I learned many wondrous things. I found out about a new way 
to send messages from one computer to another across the World Wide Web, called 
“email.” Another big a-ha was hearing about a new campaign being developed for milk. 
This campaign focused on the rational need to keep milk in the house, combined with 
an irrational fear of going without. The tagline was dead simple: “Got Milk?” These 
two words identify a brilliant human truth: we’re more fearful of running out of milk 
while eating chocolate chip cookies than we are fearful of having weak bones later in 
life. The threat of crippling osteoporosis might eventually encourage us to drink more 
milk, but the threat of running out of milk while eating chocolate chip cookies sends 
us dashing to the convenience store.

Prevent problems before they’re problems.

You don’t want to run out of milk, and your kitty doesn’t either. Amazon has an 
automatic pet food dispenser made with built-in sensors to measure the amount of pet 
food remaining in its container. Before Kitty’s kibble runs dry, the new supplies arrive. 
Running low on toilet paper? Press one of Amazon’s Dash Buttons, and get double-ply 
at your doorstep.

What problems should your brand anticipate and prevent? The answers can be 
surprisingly effective and inexpensive. For instance, in advance of a noisy job, one 
roofing company put notes on each neighbor’s door, along with a set of earplugs, 
apologizing in advance for the disturbance, along with a set of earplugs.

How about your brand? Even if you prevent the same details as your competitors, 
package them in a new way. What information are you already tracking about your 
customers or market? Even people who don’t tend to be numbers oriented will still 
become fascinated when you transform raw data into a plan.

Pillar No. 4
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Alert shows us how details can be spellbinding. After all, practical doesn’t have to be 
boring.

SHARE THIS:

https://twitter.com/intent/tweet?text=4%20ways%20my%20Innovation%20brand%20can%20%23fascinate.%20Get%20your%20profile%20http%3A%2F%2Fbit.ly%2F1WVawGU%20%40SallyHogshead&original_referer=https://clicktotweet.com&related=tweetdripapp
https://www.facebook.com/login.php?skip_api_login=1&api_key=966242223397117&signed_next=1&next=https%3A%2F%2Fwww.facebook.com%2Fsharer%2Fsharer.php%3Fu%3Dhttp%253A%252F%252Fwww.brandfascination.com%252F&cancel_url=https%3A%2F%2Fwww.facebook.com%2Fdialog%2Fclose_window%2F%3Fapp_id%3D966242223397117%26connect%3D0%23_%3D_&display=popup&locale=en_US
https://www.linkedin.com/uas/login?session_redirect=https%3A%2F%2Fwww.linkedin.com%2FshareArticle%3Furl%3Dhttp%3A%2F%2Fbit.ly%2F1WVawGU%26mini%3Dtrue%26title%3DMy%2520brand%2527s%2520FOUR%2520PILLARS%2520guide%2520how%2520my%2520brand%2527s%2520fascination%2520guides%2520our%2520marketing%2520and%2520business%2520strategies.%2520Get%2520your%2520FOUR%2520PILLARS%2520here%2520with%2520the%2520Brand%2520Fascination%2520assessment%253A%2520http%253A%2F%2Fbrandfascination.com%2F
mailto:?subject=&body=My%20brand's%20FOUR%20PILLARS%20guide%20how%20my%20brand's%20fascination%20guides%20our%20marketing%20and%20business%20strategies.%20Get%20your%20FOUR%20PILLARS%20here%20with%20the%20Brand%20Fascination%20assessment%3A%20http%3A//brandfascination.com
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ALERT IS... ALERT IS NOT...

✓ Clearly stating the facts

✓ Delivering practical solutions

✓ Communicating the consequences    
    for inaction

✗ Focusing on gut instinct to make decisions

✗ Vague or wishy-washy

✗ “Just for fun”

p

Fascinating Fact:

Established brands with a long history are unlikely to use 
Alert to fascinate customers. In our decade of research, the 
brand that scored lowest on Alert was a hundred-year-old 

global life insurance company.
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WHY IT’S IMPORTANT TO EXPRESS YOUR 
ALERT ADVANTAGE

Alert logic usually goes something like this: There is a limited 
quantity (scarcity). Unless you act now (urgency), you’ll lose your 
opportunity (consequence).

The more clearly a message explains why action is needed, and the 
greater the evidence, the more urgently people focus on the message.
By defining the threat of inaction, the Alert message prompts action.

For example, tax forms are not widely considered 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 the 
consequences of not following the deadline. All you have to do is sign 
on the dotted line . . . but do it now.

Fire drills might be boring; however, if someone shouts “Fire!” in a
crowded theater, we’ll use whatever means possible to flee the threat.
Consequences determine the level of action.
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“I’ve Fallen and I Can’t Get Up!”

Many products prevent negative consequences. Their marketing 
usually demonstrates just how badly things can go without the 
product. Think of advertising for car seats, self-defense classes, 
liability insurance, and, of course, LifeCall. In the face of dire 
alternatives, consumers perk up and consider the consequences 

of inaction.

Who needs to be practically perfect in every way, other than 
Mary Poppins? The electrical contractor firm with a two-

thousand-page health-and-safety manual. The pension provider 
warning that you’re not saving enough in your IRA plan. The 
antivirus company Norton warning against scams, fraud, and

other security threats. The legal firm that wins by drilling 
through minutiae.

Messy vs. Meticulous

Alert is not random, abstract, or emotional. This fascination is always
crystal clear. Waterford Crystal takes its crystal clarity seriously. 
Factory workers shatter imperfect serving bowls and wine glasses on
the hard factory floor, inviting visitors to smash 99-percent-correct
pieces into a thousand shards. By throwing misfits to the floor, the
brand keeps imperfect pieces from drifting to the off-price mall.

When positively applied, Alert is important for achieving constructive
goals. By communicating clearly with your audience, you can more
specifically shape its behavior. It’s a simple equation: Alert shows us a
direction. We act.

Fascinating Fact:

Dentists score highest in the Alert category.

p
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MORE FASCINATING FACTS ABOUT

ALERT
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Alert brands are unlikely to experiment.

Technology firms use 40% more Alert than other 
industries.
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WHAT'S NEXT?
FIND OUT WHAT MAKES YOU FASCINATING.

Now that you know what makes your Brand fascinating,
discover what makes your personality impossible to resist. 
Sally Hogshead developed the Fascinate test by using her 
experience in branding to reveal How the World Sees YOU®. 
Join over a million others who are using their Fascinate 
profiles to improve their communication and make 
memorable impressions everyday.

p

https://www.howtofascinate.com/store/fascination-advantage-assessment
https://www.howtofascinate.com/store/fascination-advantage-assessment
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THE LEGAL STUFF… we’ll keep this quick for hyperefficiency!
No amendments, alterations or changes may be made to this document or the underlying Fascinate® Test without first 
obtaining the express written permission of How To Fascinate or Sally Hogshead.

Fascination Advantage®, Discover How The World Sees You®, and How To Fascinate® are registered trademarks of 
How To Fascinate and/or Sally Hogshead. One-Hour Personal Brand, Ultimate Personal Brand, each of the 7 Fascination 
Advantages, and the 49 Fascination Advantage® Archetypes are trademarks of How To Fascinate and/or Sally Hogshead. 
All other trademarks and copyrights are property of their respective owners.

Copyright ©2022 How To Fascinate® and Sally Hogshead. All Rights Reserved. Reproduction is prohibited without express 
permission of How To Fascinate or Sally Hogshead.
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