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A Proven Packaged Goods Approach Reveals

“Why Alémni Don't Give”s
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A Kim 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.

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

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

E W&W Fortune 500 clients include IBM, =
Bl ue Cross Blue Shield, MacyoOs,

Reebok, P&G, Cingular and Fidelity
Investments.
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R E S E A R C H

Procter & Gamble Mouthwash

Goal: F1 nd ttidyero nt hat
will motivate consumers to
ask their dentists for a
Peridex prescription




