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Introduction & Background

ÈHarry Washburn 20 years teaching  
Harvard University Extension School. 
(Andover Academy, Dartmouth 
College, Harvard Business School) 

ÈKim Wallace (left) joined the Radcliffe 
Seminars faculty in 2002. (University 
of Massachusetts, class president)

ÈW&W Fortune 500 clients include IBM, 
Blue Cross Blue Shield, Macyôs, CBS, 
Reebok, P&G, Cingular and Fidelity 
Investments.

ÅKim Wallace and Harry Washburn, founders and principals of the 
firm, both come from a strong background of packaged goods 
marketing (General Foods, Noxell, Colgate Palmolive, Gillette, 
General Mills) at top New York advertising agencies. 
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òWhy People Donõt Buy Thingsó

Å50,000 Interviews 

Å10 Years Research

ÅVisualizers/Commanders/Thinkers

ÅHow to Overcome Logical Resistance

ÅHow to Create Emotional Bonds

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

target. Iôm impressed.òïTed 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
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Decision Making Modalities

LOGICAL (20%)

ñ I donôt think Iôll give éò

FEELINGS  (30%)

ñI donôt feel like givingéò

VISUAL (50%)

ñI donôt see why I 

should giveéò



New verbatim analysis 

method isolates 

òtriggersó 
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Procter & Gamble Mouthwash

Goal: Find the ñtriggerò that 

will motivate consumers to 

ask their dentists for a 

Peridex prescription


