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Consumer Research Approach Reveals

oWNhy Al umni Donot
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A Kim Wallace and Harry Washburn, founders and principals of the
firm, both come from a strong background of consumer goods
marketing (General Foods, Noxzema, Colgate Palmolive, Gillette)
at top New York ad agencies.

E University of Massachusetts, Amherst
(Class president)

E Kim Wallace joined the Radcliffe
Seminars faculty in 2002.

E Phillips Andover, Dartmouth College,
Harvard Business School

E Harry Washburn 20 years of teaching
at Harvard University Extension
School.
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CASIE Cﬁnfeueme

* Looks great? * Feelsright? *Logical choice?
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Thinking, reasons, answers,
details, numbers, outside experts

Words:An Thi nk, hear
logic, future, know, plan,
under st and?o




Visual; Quick decisions;
Features and benefits of giving?

Wo r d See, lodk, show, picture,
f ocus, perspect |




COMMEIEBSQG%@

Ready, fire aim. Team
leader/player.

Wo r dIseel, sense, touch, hit,
t ackl e, Wl n, t ea




Use Emotional Messaging Supported
with Logical Factoids and Visuals

. FEELINGS (60%)

1t feels

2.

=" VISUALS (20%)

Al t-1 ooks i

LOGIC (20%)

3Rt makes
sense to give
becauseé. 0




ThoughtSCAN  New Orleans Area University

Determine most powerful brand identity and a strategy to
communicate with alumni to increase involvement

Objective

Data Source Online surveys among 3,546 alumni

Question AWhat would increase your involved with the University? o

Trigger Words Frequency
New 174
Orleans 158
Rebuild 142

ThoughtScan

ARebuilding New Orleansi s cr i ti cal . o
Trigger Words Al 6l 1l gi ve tebullsigeddrotrtt tbegy t he
ANew Orleansi s a | ewel . Bring 1t Dbai

AThe University reports that
| mme d i dgetinge tfiumbsup. 0 A Bmmwo Wier me
public relations campaign has off, engaging staff, alumni
and the community with a focused direction and energy.




Mghts CAN ®

@’gj

Software analysis reveals
how to frame messaging
and key otri ggejr




Typical Questions

1. In your own words, what would you say to recommend XYZ ?
2. Which brand position resonates most powerfully? Why?
3. Which organizations do you plan to support over the coming year?

4. What would be most important if giving to XYZ? (Commanders,
Visualizers, Thinkers)

5. (If gave) In your own words, why did you give?

6. (Non donors) What would increase your likelihood of giving?

7. Reasons for giving?

8. Reasons for not giving?

9. If you hit the lottery and gave to XYZ, where would you want it to go?
10. What would you do to increase alumni involvement?




Mhts CAN ®

R ESEAT RTC H

Top Ten College Surve
Goal: Assess

perceptions and By
participation.




XN ZAETHAUMS)
Assemble the Words

Queestioni: Astidel fooniifiararial SE szt s,
whythavend yoea feld dompelbed to givee?

| don't feel the need to give back to XYZ because | gave a lot of money while
| was going there. | just graduated, and | certainly feel no need to sink more
money into the school - furthermore | think XYZ is going in the wrong direction
- both with its new academic and extracurricular policies. | just don't feel my
contribution can make an impact and, frankly, | don't understand where all the
money goes. | don't have extra money to give to a school that | don't always
feel the best about giving and | wonder if they really need the money. That's
the primary reason why | don't give to XYZ, and because | don't have a lot of
surplus funds. | don't like just giving $5, so | would rather not give at all until |
feel | can do more. | don't have a job yet, in grad school, also | feel the XYZ
has enough money, & enough people to donate. The years there just weren't
my happiest ones, for reasons apart from XYZ, so | don't often feel compelled
to "give". XYZ simply must do something about its continuing plunge in the
rankings (rather than simply dismiss it once again). Frankly, others need the
money far more than XYZ. Why give to them? Do they really need the
money? Other causes are more in need than XYZ.




Key words Analyzed

Q. Aside fram finandalreasons) whycdond |

you @jixee tto XWZ?

SR LEE

>

XYZ

ieugntScan

166

no

25

need

39

doesnot

87

money

55

more

53

give

49

school

78

feel

49

alumnus

29

college

60

given

25




TrioueniClusiisr

Assemble the Words

Queestioni: Astidel fooniifiararial SE szt s,
whythavend yoea feld dompelbed to givee?

XYZ probablyd o e s n 6 tmome mmena@y. | don't feel the need to give back
to XYZ because | gave a lot of money while | was going there. | just
graduated, and | certainly feel no need to sink more money into the school i
doesnodot ne.dtlinkid6Znsedyo e s meédt financial support- both
with its new academic and extracurricular policies. | just don't feel my money
can make an impact and, frankly, | don't understand where all the XYZ Fund
money goes. | don't have extra money to give to a school that | don't always
feel the best about giving and | wonder if they really need the money. That's
the primary reason why | don't give to XYZ, and because | don't have a lot of
surplus funds. | don't like just giving $5, so | would rather not give money at
all until | feel | can do more. | don't have a job yet, in grad school, also | feel
the XYZ has enough money. T h e yneatl tha r@adney. The years there
just weren't my happiest ones, for reasons apart from XYZ, so | don't often
feel c¢compel momay. Fraokly,"otharsvpmliably need the money far
more than XYZ. Do they really need the money? XYZ d o e s meédt more
money.




Perceptual Audit I
5 @)

Q. How strongly do you agree

el
with the following statements? \ x)
Agree Strongly

XYZ0OsS mission I s st i72%
The quality level of faculty remains high 70
The XYZ Reports keeps me informed 54

0d send my childrem2toc
read quarterly email reports 34
enjoy attending reunions 33

t 0s cl ear what t he 2KY/Z




ThoughtSCAN Top Ten College

Objective Deter mine why al umni

Data Source Online research among over 2,000 alumni

Question AnWhaveynwou gi ven
VERBATIMS SCAN FREQUENCY
doesnot 87

ThoughtScan need 39
money 55

AXY Z d o eeally beed the moneyo

ThoughtTalk AOt her char i tneed the pan®ylma v le \o

W&WG6s findings hel ped XYZO0s t «
and solicitations on the need for support, as well as

Results connecting the XYZ Fund to the most meaningful benefits.
XYZo0s terrific staff efforts
participation and cash pledges (over 20%).
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Objective

Day/Boarding School

Determine the school™%J

Data Source

Five (5) focus groups plus 100 one-on-one surveys among
parents, students, faculty and administration

Question

nwWhat would you say to recomme

ThoughtScan

Trigger Words Frequency
student 76
centered 28
Involvement 23

ThoughtTalk

Ever yt histndpotsensered, from staff t
Our ®d¢tuaes bn helping studentsf i nd t heir
| tds cool to be smart stucgente!l. o T

Results

CASE awarded them Best Written School Magazine, beating
out many prestigious schools (Dartmouth, MIT, Harvard,
Boston University, etc.).




Test Messages For/Against Giving

Argument Auditr eveal s t he most powe
and arguments pro and con giving.

E Isolates strongest "{X»
N

reasons to take action on
an ailded and unaided
basis.

E Uncovers perceptual
barriers

E ThoughtScan analysis of
Atrigger wordso




Leading University: Alumni Research

Stepl.Q. What 0s Yy o ur nokneakingr
a financial contribution to XYZ university?

Trigger ThoughtScan
Words Frequency

money 271
paying 205
loans 163
still 130
no 118

ol o6still paying off myloans. 0O
ol Imanweeyf or t hat . o




Argument Audit Reasons for Giving (aided)

'.

Step 2. Q. Which of the
following might Increase
your interest in supporting
the university?

New faclilities are being built for students 75%
Increased U.S. News & World ratings 69
New alumni center (networking/careers) 54
Major companies use our coop students 53
Incoming SAT admission scores are rising 34
Grads are U.S. leaders in their fields 41
University team sports more competitive 24




Argument Audit (unaided barriers)

Step3.Q. What 0s t he key r ¢
you h a v _eaordributed to XYZ university?

Trigger ThoughtScan
Word s Frequency

donot 136
feel 38
like 26
giving 24
connected 39

old on 6t fee.lé t ed
odondot feel o0l Vi I Vi ng




Argument Audit Where Giving Goes (unaided)

Step 4. Q. If you hit the lottery and were
contributing to XYZ, where would you want it
to go?

Trigger ThoughtScan

Word s Frequency
scholarships 460

coop 129
new 64

center 58

Mo stuelent scholarships would beexcellent. 6
N eaumnicenterf or net wor ki ng

0
0

24



Maijoi Uniegssiyy AN minDO0igeeith

Objective Determine how to improve alumni relations and giving

Data Source Online, telephone and mailed surveys among alumni

Question AWhy hav ecgolttibutgdotuo t he uni ver si

Trigger Words Frequency
donot 136
feel 38
like 26
giving 24
connected 19

ThoughtScan

H o nredlly feel connectedwi t h t hem. 0O

ThoughtTalk Honotiikégvenl. o

The alumni development program has now been branded
to increase involvement with Husky Pride. Coop and
scholarships heavily featured in the alumni magazine.

* New Alumni Center funded by alumni.




R ES E A R C H

Brown University

Determine the
most powerful brand
posditiiconicand N
phraseo:among a

C
|




Employs the classic thumbs up rating to find
winning branding, messaging and tag lines. More

Importantly, whyt hey win I n const.
words.

IVY LEAGUE UNIVERSITY BRAND POSITION
O 2 ThumbsUP B 2+1 ThumbsUP

gi= E=—w

Independent Opens Unlimited Core Values Career
Minded Doors Possibilities Contacts




ThoughtSCAN  Brown University

Objective

Determine the most powerful Db
phraseo to motivate alumni to
League university

Data Source

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

AWhat would you say in a catch phrase to motivate fellow

Question alumni to stay involved with the University? o
Trigger Words Frequency
Life/lifelong 74
ThoughtScan Connected/ions 58
Alumni 49
AStay 1 nviofe.veed f or
ThoughtTalk Al t Olsfe. foor
A Lifelong alumni Connections. 0O
AA Lifelong Connectiono | mpl ement ed by B
Results Association. Reaction among staff, alumni and current

students is quite positive. 8






