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What people say

and what they do

are two different things!
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Introduction & Background

ÈKim Wallace and Harry Washburn, founders and principals of the 
firm, both come from a strong background of packaged goods 
marketing (General Foods, S.C. Johnson, Noxell, Colgate 
Palmolive) at top New York advertising agencies. 

ÈDiscovering actionable breakthrough answers is what keeps 
W&W clients ahead of the game and leaders in their fields. 
Clients include Blue Cross Blue Shield, Harvard Business 
School, Christmas Tree Shops, Reebok, P&G, Cingular, Citibank, 
Hewlett-Packard, MGH, MIT Sloan School and Fidelity 
Investments.

ÈWallace & Washburn Inc. 
founded in 1976 in Boston, MA 
has been in the forefront of 
researching emotional versus 
logical decision-making. Visual Elements

Feelings

ThoughtScanThoughtScan
Logical Reasons
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òWhy People Donõt 
Buy Thingsó

ÅBased on 50,000 interviews 

during 10 years of research

ÅRevealed that intuition, not logic, 

is the key influencer in decisions

ÅIsolated Visualizer, Commander

and Thinker modalities

È ñWhy People Donôt Buy Things is lively, lucid, smart and always 

on target. Iôm impressed.ò ïTed Levitt, Harvard Business School

È ñGet it while itôs hot. A cutting edge curriculum for connecting with 

customers.ò ïFast Company

È ñW&W present the science of sales and introduce a new way to 

sell.ò ïIBMôs ñBeyond Computingò Magazine

È ñAmazon.comôs highest 5 Star Reader Review! The most 

pragmatic book on consumer marketing in years.ò ïAmazon.com

È ñWhy People Donôt Buy Things picks up where ñpositioningò 

leaves off. ïJohn C. Ferries, former President-International, DôArcy 

Masius Benton & Bowles

Wallace & Washburn
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Wallace & Washburn Clients

È Bank of America

È Bard College

È Barnard College

È Berkley College of Music 

È Blue Cross/Blue Shield

È Brown University

È Boston Red Sox

È Boston University

È Choate Rosemary Hall

È Christmas Tree Shops

È General Foods

È Gillette

È Honda

È Harvard Business 

School

È Hewlett-Packard

È Homeland Security

È IBM

È J. Walter Thompson

È Lawrenceville School

È Northeastern University

È Pepsi Cola

È Okemo Ski Resort

È Procter & Gamble

È PUR Water Filters

È RIHGA Royal Hotel

È Rupert Murdoch Pubs.

È Tulane University

È Vanderbilt University

È Verizon



New verbatim 

analysis method 

reveals emotional 

òtriggersó
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You have possible damage to the bone, the tooth, you should 

do something about it in advance and try to stop it from 

ever reaching that point, and this is one way to do it. 

Certainly a deterrent to it, and so, yeah I would think that 

somebody who has that problem, that kind of a picture would 

catch their eye, especially is they saw red blood. I do have 

you know, if I brush my teeth hard enough or my gums, I do 

get bleeding sometimes. When I go to the dentist and I have 

my teeth cleaned, I bleed fairly well I guess. I do my share 

of it. I haven't been told that I have gum disease or 

anything, but I, you know, maybe that's something that could 

stop it from happening, if there's any indication at all 

that it might be there. That's something that if I thought I 

could use that and it would help the situation, sure. 

Without even thinking about it too much, and I think youé

The Words Assembled

Topic: Prescription mouthwash launch
Question: What would motivate you to take action?

Raw Verbatims1


