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Backgrounds

A Kimball Wallace and Harry Washburn, founders and
principals come from strong consumer goods marketing at
top New York advertising agencies: DDB (Avis), Lintas
SSC&B (Noxzema), NCK (Colgate Palmollve) Benton &
Bowles (General Foods) . &

E Kim graduated from the University
of Massachusetts, Amherst (Class
president).

E Radcliffe Seminars  faculty 2002.
E ADWEEK Columnist

Kim Wallace

A Harry attended Phillips Andover, Dartmouth College,
Harvard Business School

A Benton & Bowles Advertising ( General Foods cereals )

A Harry Washburn has over 20 years teaching experience at
Harvard University Extension School
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W&W Consumer Marketing Experience
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Education Marketing Clients

INDEPENDENT SCHOOLS

COLLEGES & UNIVERSITIES
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Brooks School

Choate Rosemary Hall
Lawrenceville School
Middlesex School
Northfield Mount Hermon
Pomfret School

Worcester Academy

COLLEGES & UNIVERSITIES
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Babson College
Bard College
Barnard College

Boston University
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Brown University
DePaul University
Hamilton College
Harvard Business  School
Muhlenberg College
Northeastern University
MIT

Radcliffe Seminars
Stevenson University
Tulane University

University of lllinois
University of Massachusetts
Vanderbilt University
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A Time -Tested Process

Grotplsz:oétjaﬁ‘f (”"0\ I3 Online Surveys
Parents Alumr’li :> A j> of C_:onstltu_e_nts 0
Students, Et wrS validate Initial
’ ' \ J Findings —
V. Thought (V. PowerPoint Repo&
Scan Repor Findings wi|t fadionp 100
Verbatims :> Action Recommendation Program

- J

o



Mgh tSSCAN ®

Proprietary Verbatim Analysis Software
Reveals Message Patterns and

iTrigger Wordso



Car Wash Association: Branding

Problem Determine how frequent car -washers justify the
expense
Data Source Intercept interviews at car washes
. AWhat i1 s there about getting )
Question that justifies the price?bo0
VERBATIMS WORD FREQUENCY
feels 122
Ih_nghtSCAN good 89
better 256
Al act fecbdettey when i1t ds been was
ThoughtTalk nl fgeodl when my car is clean. o
nCal | me crazy,betteutvhien dci eas.
The National Car Wash association issued a press
Solution release covered by hundreds of publications

including the Wall Street Journal . The new web site
IS www.cleancarfeeling.com

[ve)




Problem

Brown University

Determine the most powerf ul
alumni to become more involved

Data Source

Staff and alumni focus groups, one-on-one telephone
interviews plus online surveys among over 2,000 alumni

Key Question

AWhat would you say in a tag line to motivate fellow
alumni to stay involved with the University? o
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