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 Kelton Research is a global public opinion company, leading research 
with more than thirty of the Fortune 100(c) corporations, including 
McDonald’s, Target, and Pepsi. Twice it has been named “fastest-
growing market research consultancy” by Inc. magazine.

Kelton led Sally’s deep-dive analysis of 1,059 Americans on fascination. 
The survey included questions on the relationship between fascination 
and decision making regarding:

 n brand choices
 n careers
 n relationships
 n personal branding

GOAL: To define the role of fascination in our lives, and measure 
it in tangible terms. We studied the ways in which fascination can 
be a shortcut to persuasion, and the ROI of making a brand more 
fascinating.

The Kelton Fascination Study sought to determine:

 n How much fascination is worth in terms of dollars
 n How much more people are willing to pay for fascinating 

products
 n Which employees are most engaged and engrossed at work
 n How leaders can fascinate their employees
 n What exactly determines if a message, or product, is fascinating
 n How demographics affect a person’s levels of fascination
 n What behaviors and actions people exhibit when they are 

fascinated
 n The resulting research offers a breadth and depth of insight (a 

four-inch-thick binder of exceedingly small type, to be exact).
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 SAMPLE TOP-LINE FINDINGS ON FASCINATION AND 
BRANDING

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

 n They will pay an average of $288/month to be the most 
fascinating person in a room.

 n 5% will pay more than $1,000/month.
 n In addition to paying more, they’ll invest more energy in you and 

your product.

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

 n A fascinating brand can charge more than an unfascinating one.
 n People also will pay a premium for brands that activate desired 

Advantages.

Women will spend more to be fascinating than they spend on food 
and clothes combined.

 n An average of $338/month to be the most fascinating person in 
the room

 n roughly 15% of their net income

Fascination is an intellectual, emotional, and physical response.
 n People report physical, intellectual, and emotional responses to 

fascinating products
 n Sometimes even an “adrenaline rush”

People will go to surprising lengths to have a more fascinating life.
 n Spend a sizable percentage of their take-home pay to feel more 

engaged and immersed
 n This represents a tremendous finding for brands.
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  n If brands can help consumers have a more fascinating life, they 
can charge more.

Brands should make the truth fascinating, rather than fabricating a 
myth.

 n 64% of people are more interested in fact than fiction.
 

FASCINATION AT WORK: FOR MANAGERS, EMPLOYEES, 
CO-WORKERS, AND CLIENTS

Fascinated employees are:
 n More engaged with their work
 n More loyal to their bosses and companies.

There’s no such thing as “one-size-fits-all” fascination
 n Employees are all fascinated differently, based on their personality 

Advantages.

We’re at our peak of fascination with work while in our forties.
 n This group becomes more engrossed in their work than the rest of 

the population.
 n 55% of them say they are fascinated at least once a day and 

sometimes more.
 n Replacing “expensive” employees with cheaper, younger talent 

could end up costing more than enhancing the workplace 
experience for experienced players.

Only 9% say their bosses are “extremely fascinating.”
 n The majority of people don’t find their bosses even mildly 

fascinating.
 n Management training to help leaders engage and inspire can help 

workplace morale

As you think about yourself and your team, remember this:
sTand ouT oR don'T boTheR!
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 There’s a direct relationship between income and the Power 
Advantage.

 n People who make under $50,000/year are half as likely to be 
fascinated by the Power Advantage as those who make over 
$50,000.

 n Critical for leaders trying to influence young employees and 
administrative staff

 n We can teach you how to use methods beyond the standard Power 
Advantage

The Trust Advantage shapes relationships, but not necessarily 
decision-making.

 n For example, mid-level managers are less worried about telling 
the truth than other professional segments.

Fascination changes by generation at work.
 n Generations are fascinated differently by work, and by personal 

life.
 n It’s important to evaluate which Advantage to use with each 

group to influence behavior
 n you must also customize for their age and professional level
 n Priorities change throughout our careers
 n 18 - 29-year-olds think having a fascinating career is more 

important than a fascinating personal life
 n C-level employees say they’re more fascinated with their spouses 

than any other group

One last interesting bit:
 n People would rather be fascinating on a job interview than a first 

date
 n Yet married employees are more likely to be “extremely fascinated 

at work” than their unmarried counterparts
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 LOOKING BEYOND ThE NuMBERS

When we looked deeper than the numbers, the study revealed more 
about people than we anticipated. What began as a quantifiable study 
about the ROI of fascination became a look at how people feel about 
themselves and their lives in general.

The numbers tell us about the role of fascination in our:

 n Ambitions and insecurities
 n Love lives and work lives
 n Private lives and personal brands
 n Their respect at work
 n Their passionate connection to their children

On the very first page of the Kelton Fascination survey, at the top of 
the first page, participants read the following opening statement:

For the purpose of this survey, we are describing fascination as an intense 
captivation. When something is fascinating, it captures your attention in 
an unusually intense way. It’s more than “interesting.” It distracts you from 
other things around you, and makes you want to pay complete attention. 
You might be fascinated by a favorite book, a project at work, or even a 
new love. Note that when something is fascinating, it is not inherently good 
or bad, only that it captures your full attention.

By the end of the research, it became apparent that in terms of the role 
fascination plays in our lives, it’s more than described above.

The respondents told us that fascination is a fundamental part of our 
relationships and our quality of life. It affects how hard we work, who we 
marry, even how we feel about ourselves.

When fascinated, we’re more likely to learn new ideas, to love our work, 
and live more fully.



The LegaL STuff…
No amendments, alterations or changes may be made to this document or the underlying Fascination advantage® 
assessment 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, and 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 © 2012-2015 How To Fascinate and Sally Hogshead. all Rights Reserved. Reproduction is prohibited without 
express permission of How To Fascinate or Sally Hogshead.


