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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, General Colgate Palmolive, 
Gillette, General Mills) at top New York advertising agencies. 
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Education Clients
È Babson College

È BayPath Junior College

È Bentley College

È Berklee College of Music

È Boston University

È Brown University

È Curtis Institute

È Des Moines University

È Emmanuel College

È Harvard Business School

È Merrimack College

È MIT

È Northeastern University

È Pomfret School

È Radcliffe Seminars

È Skidmore College

È Stonehill CollegeUT Austin

È University of Illinois

È University of Massachusetts

È Quinnipiac University

ÈWorcester Academy

ÈWPI
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òWhy People Donõt Buy Thingsó

Å50,000 Interviews 

Å10 Years Research

*  3 Decision Making Modalities

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



Three Evaluation Profiles



Commanders (30%)



The COMMANDER 
Profile

ÅñJust Do itò
ÅAthletic.  Ready, fire,  

aim. Team leader/player



The COMMANDER Profile

ÅCommander words:

ñWhat makes you feel best 

about giving?ò

ÅFeel, sense, grasp, 

touch, hit, grab, handle, 

tackle, win, team, power, 

people, friend(ly), heavy 
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Objective
Determine the most powerful advertising message to 

increase leads.

Data Source
450 telephone interviews nationally among Outward 

Bound graduates.

Question ñWhat have you said to recommend Outward Bound?ò

ThoughtScan

VERBATIMS SCAN FREQUENCY

grow(th) 126

personal 88

experience 57

ThoughtTalk

"You'll grow as a person."

ñThe experience helps you understand yourself.ñ

"I grew personally through the experience."

Results

Outward Bound was conceived in 1941 to instill self-

reliance in British seamen threatened by German U-

boats.  Using a Personal Growth Experience promise, it 

is now the #1 adventure-based education program in the 

world.  It works.  80% of students want another course.

Outward Bound: Advertising Strategy



Visualizers (50%)



The VISUALIZER 
Profile

ÅñWhat you see is what 
you get.ò

ÅVisual, quick, creative

ÅNo nonsense

ÅFeatures and benefits



The VISUALIZER Profile

ÅVisualizer words:

ñLetôs look at the big picture to 

see how your gift can make a 

lasting impression.ò

ÅSee, show, picture, clear, 

look, watch, focus, 

perspective, impression
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Objective Determine the most powerful brand position for PUR

Data Source Telephone Surveys (verbatim comments)

Question
ñWhat interests you most about buying PUR Water 

Filters?ò

ThoughtScan

VERBATIMS SCAN FREQUENCY

worry 237

off 196

light 173

shows                                            164

ThoughtTalk

ñThe red light shows when the filter needs changing.ò

ñThe automaticshut-off saves me worrying.ò

ñThe light means worry about drinking contaminants.ò

Results

Product positioned as the ñOnly Water Filter that Alerts 

You When Full,ò capturing a 48% market share within 12 

months. 

PUR Water Filter: Visualizer Brand Position



Thinkers (20%)



The THINKER Profile

ÅñI think, therefore I am.ò
ÅRené Descartes

ÅThinking, reasons, answers, 

details, numbers, plans, 

education



The THINKER Profile

ÅThinker words:

ñWhat do you think would be the 

use of alumni gifts for long term 

results?ò

ÅThink, logic, future, plan, 

sounds, know, understand, 

hear, steps, discuss numbers
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Objective Find the triggers to motivate viewers to pledge more money

Data Source Telephone surveys with WGBH Boston non-giving viewers

Question ñWhy havenôtyou made a pledge?ò

ThoughtScan

VERBATIMS SCAN FREQUENCY

think 46

give/ing 32

about                                              23

ThoughtTalk

ñI think theyôre doing well without my pledge.ò 

ñIôd have to think about it!ò 

ñYou never realize how much you love something until itôs 

gone.ò 

Results

A new on-air TV campaign was developed incorporating the 

trigger word ñthink.ò The trigger phrase was, ñIf you think 

your pledge is unimportant, Think Again! Fewer than two 

out of ten viewers support WGBH. òMail-in pledges 

increased 91%.

Public Broadcasting: Thinkers
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3 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


