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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, General 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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Educatiom Clasrss

Babson College
BayPath Junior College
Bentley College

Berklee College of Music
Boston University
Brown University

Curtis Institute

Des Moines University
Emmanuel College
Harvard Business School
Merrimack College

MIT

m m m m m m e memem

Northeastern University
Pomfret School

Radcliffe Seminars
Skidmore College

Stonenhill CollegeUT Austin
University of Illinois
University of Massachusetts
Quinnipiac University
Worcester Academy

WPI
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A 50,000 Interviews
A 10 Years Research

* 3 Decision Making Modalities
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the logical
approach to
selling."
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The CONMNAANDER
Profiibe

AJﬂlst Pait” Do |

“Athletic. Ready, fire,
aim. Team leader/player




COMMAANDEIR RYidtile
ommander words:

ANat makespau keel besty o U
atout giving?g i vi ng?o
“fFeel, sense, grasp,
touch, hit, grab, handle,
tackle, win, team, power,

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

Objective :
Increase leads.

450 telephone interviews nationally among Outward

Data Source Bound graduates.

Question AWhat have you said to recomm
VERBATIMS SCAN FREQUENCY
grow(th) 126

ThoughtScan personal 38
experience 57

"You'll grow as a person."
ThoughtTalk NThe experiencehel ps you understand
"I grew personally through the experience."

Outward Bound was conceived in 1941 to instill self-

reliance in British seamen threatened by German U-
Results 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.
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The VIEBUAILIZER
Profiibe

AﬁWMhtaydbu sgedsuwhat e e
you get.” O

“Visual, quick, creative

“NOo nonsense
““Features and benefits
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Visualizer words:

AL_é&t’s Jook at the big picture to
see how your gift can make a

lasting impression.” o

“See, show, picture, clear,
look, watch, focus,
perspective, impression




" ThoughtSCAN
PUR Water Filllwy: WisswdlieeBBiada dPBasibion

Objective

Determine the most powerful brand position for PUR

)

Data Source

Telephone Surveys (verbatim comments)

Question AWhat I nterests you most about
Filters?o
VERBATIMS SCAN FREQUENCY
worry 237
ThoughtScan off 196
light 173
shows 164
AnThe ligheshowswhen the filter nee
ThoughtTalk AThe autsbuhaftsaves meworryi ng. O
A T hlight means worry about drinking contaminants. 0
Product positioned as the AQnl
Results You When Full , o0 capturing a |4§
months.







The THINKERPPoGfile
}&iﬂ think, therefere | am.h e

“René Descartes

“Thinking, reasons, answers,
details, numbers, plans,
education




THINIKERPPoOfile
T hinker words:

ANat eot youdhink woaldibe the
use of alumni gifts for long term
resuis@”l t s ? o

“Think, logic, future, plan,
sounds, know, understand,
hear, steps, discuss numbers
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Objective

ThoughtSCAN  Publiic Basdhastheg: Tiilkiars

Find the triggers to motivate viewers to pledge more money

Data Source

Telephone surveys with WGBH Boston non-giving viewers

Question AWhgaveynw@ou made a pledge?o0
VERBATIMS SCAN FREQUENCY
think 46
ThoughtScan giveling 37
about 23
A thinkt heyo6re doing well without
~ A : : |
ThoughtTalk r~1l 0 d htaivkeabotuta t ! o
AYou never realize how much vy
gone. O

Results

. increased 91%.

A new on-air TV campaign was developed incorporating the
trigger word fAthink. o fillhfe ytoru
your pledge is unimportant, Think Again! Fewer than two

out of ten viewer Maibinpglegdges t WG




3 Decision Making Modalities

< LOGICAL (20%)

n | ¢thmklédal | gi ve

FEELINGS (30%)

Al dfealditke gi vi

VISUAL (50%)

d se@\ohty |

A
shoul d gi ve

o




