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  ñWhy Alumni Donôt Giveò 



  Representative Education Clients  

INDEPENDENT SCHOOLS  

Å Brooks School  

Å Choate Rosemary Hall  

Å Lawrenceville School  

Å Middlesex School  

Å Northfield Mount Hermon  

Å Pomfret School  

COLLEGES & UNIVERSITIES  

Å Babson College  

Å Bard College  

Å Barnard College  

Å Bentley College  
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COLLEGES & UNIVERSITIES  

È Boston University  

È Brown University  

È DePaul University  

È Hamilton College  

È Harvard Business School  

È Muhlenberg College  

È Northeastern University  

È MIT  

È Tulane University  

È University of Illinois  

È University of Massachusetts  

È Vanderbilt University  

ÈWPI  



Co-Authors  

Å Top 1% in sales at Amazon.com 2011 

Å Published in 4 languages 

Å 3 Decision Making Profiles 
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                                         Kim Wallace Harry Washburn 

  

 ñLively, lucid, smart and on target. Iôm  impressed.ò 

 Ted Levitt, Dean Emeritus, Harvard Business School  

 

 ñ The most pragmatic book on consumer marketing in years!ò  

     Amazon.com  

 



Backgrounds  
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ÈKim graduated from the University                                                  
of Massachusetts, Amherst (Class                                           
president).  

ÈRadcliffe  Seminars  faculty 2002.  

ÈADWEEK  Columnist  

 

 

 

 

 

 

ÅKim Wallace and Harry Washburn, founders and principals 
come from strong consumer goods marketing at top New York 
advertising agencies: DDB  (Avis), Lintas SSC&B (Noxzema) 
NCK  (Colgate Palmolive).  

 

 

 

                                                                                         

                                                                                    Kim Wallace 

 

ÅHarry Washburn has over 20 years teaching experience at 
Harvard University Extension School .  

ÅBenton & Bowles ( General Foods cereals )  

ÅPhillips Andover, Dartmouth College, Harvard Business 
School  

 



 A Consumer Research Process  

5 

        

   I . 3 Focus 

Groups Staff, 

Alumni and/or 

others   
  

III. Online Surveys 

of Constituents to 

Validate Initial 

Findings 

IV. Thought 

Scan Report 

Verbatims  

 

   V. PowerPoint Report    

Findings with ñTop 10ò         

Action Recommendations 

 

Action 

Program 

II. Videos  

 

 

                             



Proprietary Verbatim Analysis Software 
Reveals Message Patterns and  

ñTrigger Wordsò 



Car Wash Association: Branding  

Problem  
Determine how frequent car -washers justify the 
expense   

Data Source  Intercept interviews at car washes  

Question  
ñWhat is there about getting your car washed often 
that justifies the price?ò  

ThoughtScan  

VERBATIMS  WORD FREQUENCY  

feels                                              122  
good                                              89  
better                                            256  

ThoughtTalk  
ñI actually feel better  when itôs been washed.ò 
ñI feel good  when my car is clean.ò 
ñCall me crazy, but it drives better  when  clean.ò  

Solution  

The National Car Wash association issued a press 
release covered by hundreds of publications 
including the Wall Street Journal . The new web site 
is www.cleancarfeeling.com  
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Three Decision Profiles  



CASE Conference  
Car Buying Modality Quiz  

 

  

    

  

 

 

 

 

  

  * Feels right?  * Looks great?   * Logical choice? 
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 Thinkers  (20%) 
  
                                         Steve Jobs 
ÅThinking, reasons, answers,            

details, numbers  

ÅCareful, thoughtful decision-making                                     

ÅWords: ñThink, hear, sounds, logic, 
future, know, understandò 

   

 



Visualizers  (50%)  

ÅQuicker decisions 

ÅInterested in the features   Ralph Lauren           

and benefits of giving 

ÅWords: ñSee, look, show, picture, 
focus, perspective, impressionò 
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