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PRESTIGE

STAND TALL IN THE WORLD.

YOUR ADVANTAGE IS ABOUT RANK, 
AND ELEVATING YOUR POSITION TO 

THE HIGHEST LEVEL. YOUR BRAND SPEAKS
THE LANGUAGE OF EXCELLENCE.

When your Advantage is Prestige, you have a brand that shines;
in fact, Prestige brands glow in the dark. People can’t help but be
drawn to Prestige for status symbols. Whether established or up

to the minute, humble or high end, Prestige brands communicate 
exclusivity, achievement, and value.

YOUR BRAND PROFILE    
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 � Brand Defined: Prestige

 � Five Adjectives That Matter

 � How Brands Use Prestige

 � How Prestige Fascinates

 � More Fascinating Facts About  
 Prestige

IN THIS PROFILE
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Athletes have medals. Bake-off champions display blue ribbons. 
Twitter stars have Klout scores. Mary Kay’s top employees drive 
pink Cadillacs. Children collect autographs from Mickey and 

Minnie at Disney World. Girl Scouts wear badges on uniforms. 
Proud fathers of newborns have hospital bands. Alcoholics 

Anonymous members mark sobriety with medallions. 
Scholars frame Phi Beta Kappa keys.

Prestige is the mark of excellence, in every form. Fancy logos 
and designer brands might come to mind when thinking 

about excellence, but that’s merely the obvious side of 
this respected Advantage. It’s the line that forms when local 
hero signs autographs. When Sephora gives exclusive early 

access to its top customers. When collectors show off a signed 
Jackie Robinson baseball from their childhood.

Prestigious people evoke admiration, competition, and envy. 
Among corporate circles, fascination might be triggered by a 

framed Princeton diploma or an invitation to speak at a 
TED conference. In high school, the same status might result 

from winning a round of the Skyrim video game. Both represent 
achievement, and carry implied “value” to the group.

Your Prestige brand was born to be admired.
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“PERFECTION CAN ALWAYS 

BE IMPROVED”

IT’S NOT ENOUGH TO BE GOOD. PRESTIGE 
BRANDS LIKE YOURS  HAVE TO BE BETTER 

THAN OTHERS. BRING ON THE COMPETITION 
PRESTIGE STANDS ABOVE THE REST.

EXAMPLES OF PRESTIGE 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 PRESTIGE BRAND IS:
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AMBITIOUS  RESULTS-ORIENTED

RESPECTED

ASPIRATIONAL ELITE
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THESE ARE YOUR ADJECTIVES, 
DON'T JUST HAVE THESE 

QUALITIES – USE THESE WORDS.

Your Prestige brand is a small catering service that serves a 
select clientele:

“We pride ourselves on our stature as a respected partner to 
our clients. We are results-oriented when it comes to our 
reputation, ambitious to earn the designation of an elite and 
dependable resource, known not only for the delight of our 
cuisine but also for our discretion. We aspire to great heights 
and expect our clients to demand that of us.”

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

Example 1

Example 2

Perhaps you are in the private banking sector and you are
communicating with a future client:

“Your financial bedrock is built upon our aspiration to be 
the best financial professionals you’ve ever had the pleasure of 
working with. We are results-oriented in our approach to an 
elite and select clientele. Ambitious, diligent and respected 
among our peers, we have a dedication to excellence that stands 
above all others.”
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Let’s say you are a Prestige brand that makes leather satchels:

“A Dunstan bag is the mark of an ambitious individual. 
Make no mistake about it. Dunstan bags carry the belongings of 
results-oriented souls who also shoulder the mantle of respect 
amongst peers. We are elite because we are the best. That is why 
the Dunstan name is respected around the world by those
who own our bags and those who aspire to do so.”

Example 3

p
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PRESTIGE
ADVANTAGE IN MARKETING

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

1. INCREASE PERCEIVED VALUE.
2. SET A NEW STANDARD.
3. DEVELOP EMBLEMS.
4. LIMIT AVAILABILITY.    

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 excellence.
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INCREASE PERCEIVED VALUE.

Just as beauty is in the eyes of the beholder, 
value is in the mind of the consumer. But 
how do you put it there? 

Your car loses value when you drive it off 
the lot, the DVD player is obsolete with 
the introduction of the next technology, 
and this season’s must-haves become next
season’s has-beens. But that never stops 
Prestige from gripping consumers and 
investors. If we value the newest, the latest, 
and the greatest, we most likely value its 
second cousin, exclusivity. On the right 
day, and with the right mix, you can use 
Prestige to increase perceived value and
therefore increase prices. This isn’t a new 
concept. The Dutch were already quite 
good at marketing tulips this way in the 
1600s.

Pillar No. 1

SET A NEW STANDARD.

Setting a new standard doesn’t just change 
people’s perceptions of a company; it 
shifts its entire category. Once set apart, a 
prestigious brand will have no alternatives,
merely inferior substitutes. 

Grey Goose and Black Magic 

When Grey Goose vodka was introduced, 
it threw down the ultra luxury vodka 
gauntlet. The price tag, literally double 
that of other vodkas on the shelf, was 
unthinkably high. Yet more incredibly, the 
price was established before the bottle was 
designed, before the distillery was named, 
and even before the vodka recipe itself was 
invented.

That might seem like putting the cart 
before the goose, but not only did Grey 
Goose define a new ultra premium vodka
category, it closed the largest-ever single 
brand sale when Bacardi bought the spirit 
for $2 billion after its first eight years. 
Instead of dogfighting with others to gain 
status, it simply forced the entire category 
to realign.

Pillar No. 2
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DEVELOP EMBLEMS.

Long before the establishment of Dior and Gucci, societies were fascinated by Prestige. 
In ancient times, coveted badges included coats of arms, specific colors, modes of 
wearing hair, wreaths, shoes, lineage, burial practices, certain seats, and insignia 
of office. In certain African tribes, scars prove one’s bravery and valor. In Western 
societies, a fat, pale body once indicated wealth and success, because only outdoor
manual laborers were tanned and thin; today, a tanned, thin body is a status symbol 
associated more with a spinning class than with spinning a combine harvester.

What’s Your Emblem?

Just as they paid absurd prices for tulips 380 years ago, people today pay absurd prices 
for logos. Prestige emblems can cost a few billion dollars (a private island on the Palms 
of Dubai), or a few cents (a nifty new stamp), but they usually have little or no intrinsic 
value. Regardless of price tag or economy, these principles remain the same. Emblems 
themselves will change over time, but the human fascination with emblems will not.

Emblems fulfill a deep, instinctive need because they say something about us. The 
psychologist Abraham Maslow calls this “esteem”: the need to feel important, respected, 
and recognized as an achiever. We satisfy this need by communicating our value to the 
world around us.

During the Japanese real estate boom, Ryoei Saito, an industrialist, paid world-record 
prices for a Van Gogh and a Renoir; then he announced he planned to be buried with 
his paintings.

Simple or elaborate, all Prestige emblems share a degree of unattainability. By 
developing symbols of value, your brand can strengthen consumers’ participation and 
commitment. Make people eagerly work to acquire and show off emblems. So it only 
makes sense that once companies develop emblems of value, they should protect those 
emblems at all costs.

Pillar No. 3
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LIMIT AVAILABILITY.

In 1837, at age sixteen, Louis Vuitton began his apprenticeship, crafting trunks 
designed to withstand the rough carriage rides of the time. His artisanal craftsmanship
lives on. Today, rather than discount its unsold bags, LV shreds them at the end of 
every season, limiting their availability. Now that’s style.

License to Drive

You might think of a license plate as a tedious piece of metal, something to be 
tolerated. A “vanity plate” or “prestige plate” can turn this up a notch, giving others 
something like yuhatin or hisnhers to ponder while idling in traffic. (Think about those 
for a moment.)

How else could a lowly license plate be transformed into an orange ticket by applying a 
heavy dose of Prestige? How about a $14.3 million price tag? No, the plate isn’t made 
of solid gold, and it doesn’t contain plutonium rocket fuel. It features the number 1. 
In the oil-rich and car-obsessed culture of Dubai, license plates are a matter of personal 
pride. Most plates have five digits. But the lower the number, the higher the price tag.

Price tags often rise along with scarcity. In return, scarcity leads to exclusivity. Luxury 
brands trade on a simple premise: a higher price tag isn’t a barrier to purchase, but 
rather an incentive. Reports the New York Times, “In some cases, manufacturers 
adjust prices upward to make sure that their goods hang in good company, displayed 
alongside prestigious luxury brands.”

Limiting availability isn’t just confined to Persian Gulf emirates and chic boutiques. 
In many cities, prestige can be described in five digits: the zip code.

Pillar No. 4
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SHARE THIS:

You might not think of a number as a brand. Yet anything can become a brand, when 
it builds a strong connotation. For instance, you probably know 90210. But you might 
not know 31561 (Sea Island, Georgia), or 11771 (Oyster Bay, New York). These zip 
codes have reached the status of brand names to those in the know because they’re 
among the most expensive. Those five digits communicate volumes of Prestige. Realtors 
report that increasingly, new residents “shop” for these numeric brands more fervently 
than for the house itself. In Long Island, the post office has received a flood of requests 
for neighborhoods to be annexed into more demographically desirable zip codes.

By making something rare, you can elevate its perceived value. For instance, doctors 
who steadily have a six-month wait for an appointment are perceived as more exclusive 
than those who can fit you in before 3:00 p.m. today. Schools that accept only 10% of 
their applicants can charge higher tuition than those recruiting people off the streets. 
I’ve been part of several product launches that artificially limited the availability of 
a product. However, limiting availability works only when people get something 
worthwhile in exchange. Every detail must justify the heightened cost.

While a snazzy zip code may certainly impress many people on the return address of a 
letter, in many instances, prestige is more about actions than purchases. Like respect, 
some of the most desirable status symbols must be earned.

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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PRESTIGE IS... PRESTIGE IS NOT...

✓ Accustomed to raising the bar

✓ Focused on specific outcomes

✓ Dedicated to excellence

✗ Hesitating to form an opinion

✗ Hiding from publicity or exposure

✗ Content to accept situations as they are

p
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HOW

PRESTIGE
FASCINATES

WHY IT’S IMPORTANT TO EXPRESS YOUR 
PRESTIGE ADVANTAGE

Prestige is the coveted university with a miniscule acceptance 
rate, the real estate company with a competitive spirit and 

realtors highlighted in the trade press, Häagen-Dazs with its 
premium ingredients.

If we aspire to the idea of high quality, excellence, or exclusivity,
Prestige allows us to physically connect with objects that bleed those
values. We’re fascinated by how clothing, cars, neighborhoods, banks,
and universities can act as an extension of our values. And Prestige 
has an uncanny way of instantly elevating status. We may not get too 
many second looks in our beat-up old Chevy, but our Lexus hardtop
convertible sends a message loud and clear.
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It’s the interior design firm with the famous clientele, or the 
consultant with a long waiting list. The product development 
company IDEO designed an insulin injector that looks like a 
Montblanc pen rather than a medical tool. Instead of being 
purely practical, this medical device now attracts with Prestige. 
Prestige tells the world what we value while simultaneously 
increasing our perceived value.

p
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MORE FASCINATING FACTS ABOUT

PRESTIGE
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Prestige brands are not necessarily in the luxury category, 
but are more scarce than other brands.

Prestige correlates to perceived value, which correlates to 
higher prices.
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Over-use of Prestige can be perceived as showy.

Prestige brands tend to have an internal culture that is 
competitive and exclusive.
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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


BRAND FASCINATION PROFILE REPORT                Copyright ©How To Fascinate® and Sally Hogshead. All Rights Reserved.              22

BRAND PROFILE REPORT

P
R

E
S

T
IG

E

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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