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Babson College
Bard College
Barnard College

Bentley College
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Boston University
Brown University
DePaul University
Hamilton College
Harvard Business  School
Muhlenberg College
Northeastern University
MIT

Tulane University
University of lllinois
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Vanderbilt University
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“Lively, lucid, smart and always on target.”
—Tod Levis, Professor merita, Harvard Desines Schoo
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Co-Authors

ATop 1% in sales at Amazon.com 2011
APublished in 4 languages
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Backgrounds

A Kim 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).

~

E Kim graduated from the University
of Massachusetts, Amherst (Class

president).
E Radcliffe Seminars  faculty 2002.

E ADWEEK Columnist Kim Wallace

A Harry Washburn has over 20 years teaching experience at
Harvard University Extension School

A Benton & Bowles (  General Foods cereals )

A Phillips Andover, Dartmouth College, Harvard Business
School
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A Consumer Research Process
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Mgh tSSCAN ®

Proprietary Verbatim Analysis Software
Reveals Message Patterns and

iTrigger Wordso



ThoughtSCAN "
Car Wash Association: Branding

Determine how frequent car -washers justify the
Problem
expense
Data Source Intercept interviews at car washes
: AWhat iIs there about getting )\
Question that justifies the price?bo0
VERBATIMS WORD FREQUENCY
feels 122
ThoughtScan good 39
better 256
Al actfecdettey when 1 toO0s been was
ThoughtTalk Al fgeodlwhen my car i s clean. o
nCal | me crazy,beteuwwhienh dcil eas.
The National Car Wash association issued a press
Solution 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

"Now I can see

nght Brain: th_e big PiCtl,lre
inselling'
/ VISUALIZER
"[ think thisis
thelogical :
approachto
selling." "You canfeel
B the power of
Mid Brain:

3 -.,i.‘ / these selhng

COMMANDER techniques."



CASE Conference
Car Buying Modality Quiz

* Feels right? * Looks great? * Logical choice?
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Thinkers  (20%)

Al'hinking, reasons, answers,
details, numbers

/BCareful, thoughtful decision-making

ANords:ﬁThink, hear , S
futur e, k now, under

Steve Jobs



Visualizers  (50%)

AQuicker decisions

AntereSted In the features Ralph Lauren
and benefits of giving

ANords: See, look, show, picture,
f ocus, perspective



