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THE SUMMARY IN BRIEF

Really great produds and really hugesuacesses don't come from focus
groups And if you simply rely ontrial and error, or guesswork, you'll losefar
moreoften thanyou’ll win. Now, there's a solution: Rule Devdoping
Experimentation(RDE), the first systemized, disciplined,solution-oriened
bushes processof expaimentation.

In Sdling Blue Elephants RDE s creatorsreveal how to systematically
design, test and modify alternative ideas, packages, producs andsevices,as
well ashow to disaver offeringsyour cugomers will be passionae abouteven
if theycan't articulatethe need, much less the solution.

Moskowitz and Gofmanshowreadershow RDE works as well ashow the
proaess has sucealedin companies ranging from Hewlett-Packard to
CampbellSoupCo.,from MasterCad to Maxwell House Theinformation
gleanel from RDE shelslight on wha a compary hasto doto ridethewave,
get thenextsd of cusomersand anticipate the future.

Theauthorshave sydemizal their approa&h, striking a beautiful balance
amonga readadle scientific foundaion free from mind-nunbing statistics, fea
turing handson experiencewithout that bootcamp or coachedfeel and princi-
ples— plus case histories —tha areentertaining and enlightening.

INTHIS SUMMARY, YOU WILL LEARN:

» How RDE revealsthe “hiddenrules” tha will define your nextbreak
throughprodud.

» How to crede prototypesha answe theright quesions,fast.

» How to use automatedoolsto streamline your research process andget
actonabk realltsin just days

» How to extend the value of RDE throughoutyour enire enterprise.

» How companiessuch as Maxwell House, Vlasic andPregoall usedRDE to
their advantage

* Whatthe newsadenceof Mind Genomics can do for RDE.
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THE COMPLETE SUMMARY: SELLING BLUE ELEPHANTS

by Howard Moskowitz and Alex Gofman

Introduct ion

You justreceiedanassignmat to launcha newcredit
card for your bark. How do you make consumergpick
your offer out of hundredsof look-dikes?Your markeing
depatmentswgeded conductinga survey of atargeted
groupof consumers. As you canguess,thereaults of this
market researchiurn outto be predictable: The consumes
want 0 percert APR, no annualor transaction fees, ard, of
course,a number of meaningfulexpensve bendits tha
are easyfor themto earnandredeenm.

Canyou act on thesefindings?Are theyfeasible?Can
your company afford the solution? The chdlengeis that,
in manycasesconsunerscannotarticulate exactly what
theynead, want or like. Is thereaway to solvethe prob
lem?In focusgroups,devebpeas and maketes are
often stymied, despie their beg efforts. Howevae, the
soluion comesquickly whenthe developersandmar-
keterstaketheir time to idenify andexpeimentdly
explorethefactorsthatcould drive consume interest —
whetherfeatures of a creditcard,sweetenerfor a soft
drink or specific messagdor an advetisemant.

Show the custamersse\eral sygematically designed
protatypes ard they will tell what theylike, what theydo
not and what doesnot makeany difference to them.Now
you havea clearway to createrulesfor winning offerings
or naw bestselling productsby combiningthosefeatures
into the beg possble combinations—evenif no con
surrer ever specifi cally testedthem.This is the processof
Rule Developmert Experimentton (RDE).

Different typesof RDE aresurprigngly similar to
eadt other.Theseare the stes to follow:

* Think aboutthe problemand identify groupsof fea-
turesthatcomposehe targetproduct(offering, etc.).

* Mix andmatchthe elemerts accordingto a specal
expermentaldesign(a schemaof puttingtogeher ele-
ment3 to createa set of prototypes. Thisis typicdly
doneautamatically by atool thatcreaesa uniqueindi-
vidual design planfor eachrespondat, resultingin
individuad modelsof utili tiesfor each respondet.

» Show the prototypesto consumes. Thisis usually
anautomatedWeb surveyor tasteexacisein afadlity .

 Analyze results (build individua modek) usinga
regresion moduk. This andysis is automated. RDE
tools provide a table of utilities(individual scoresof
elements), the building blocks of your new producs.

* Optimize

* Idenify naurdly occurring attitudind segmentsof
the popultion tha showsimilar paterns of the utilities.

* Apply the generdedrules to crede new products,
offeringsandso on.

RDE breeds market sucess throughknowledgeby
clearly and dramatically revesling how speeific factors
drive consumer acceptance and rejection. Bestof all,
RDE presaibes for busness wha to do, ratherthanjust
leaving suggestionsashypoheses. m

Hewlett-Packard Shifts Gears

During the late 1990s, HP faced a sustined erosionof
its position in the market, despite thefact that its produds
were comparable or even supeior to thos of itsrivals It
faced its most daunting chdlengeamong future cugomes:
teers and young adults. HP decided to retool its devdop-
ment ard marketing strategyto build anewdedsion-
making structure, which it envisional as follows:

» Bazdon evidene, not suppositon.

(cortinuedon page3)
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Hewlett-Packard Shifts Gears
(continued from page 2)

» Applicableto awiderangeof marketing issues.

* Fast, streamlined,inexpeng/e andaccessiblenot
only to the marketers,but alsoto enginees, designers
andanyoneinvolvedin making dedsionsaboutprod
ucts, marketsandpromotions.

» Capalte of generatingacionable rulesto resolvethe
problem, not just stateit.

HP useda specilly createdproprietay Web pané that
identifi ed specffi c problems struduredthemand put them
into the RDE Intemettool. The systen performedon
“automatic,” mixing andmatchingthe feauresof HP’s
ideasto creae vignettesandpresanting them by Web sur
vey to respndenss for evaluationThe RDE autormatically
genegrated acionale rulesaboutwhatconsumerdiked
ard didn’t, and advised whatto sayto themto trigger
interestin the product, howto sa it andto whom. =

For additional information how RDE helped HP, go to:
http://my.summary.com

Maxwell House’s Calculus
of Coffee

Theoldeg known exanplesof RDE comefrom food
and drink. Gereral Foods(now pat of Kraft Foods,Inc.)
usedRDE to understandcoffee. New rulesaboutthe
tongue of the coffeedrinkeremergedandthis disciplined
— andnot always popuar — experimentationled to
more profits and, of course market sucess

Prior to RDE, the earlywork on coffee blendingrelied
on elite experts with “goldentongues With changing
tastes ard coffeebeansvarying, Maxwell Housefound
itsdf lodking for a business-basksytem to guidethe cof-
fee blencer at the plant sotheir productwould bethe
same, highly accepable,andprofitable. A systemwas
neecedto protectthe corporation— it is the systemtha
incorporatesthe knowledge nat just afew potentially
hard-to-redaceexperts.

Anothe differencesetsthe stage for RDE. Thetimes
of thesinge “perfect coffee” arelong gone The mod
ernsocil phenomenormf coffee-drinking culture and
fierce competitionhaveresutedin aneve-growing
numbe of blendsandflavors.Globalization hasmade
the situation even more difficult to handle becausethe
tase of thecusbmerin everylocaity differs.

The hardestpartof the project wasthe effort to make
the product“right” — to improveit so thatthe brand
might survive to fight agah anothe day RDE worked
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Maxwell Houses Stepsin RDE
to Crack the CoffeeCode:

Step 1. Recognize the problem and decide to
take action to discover what specific problem the
company faces. One of their competitive audits
revealed that some of their products didn’t perform
as well as they should have.

Step 2. Create and test many systematically var-
ied test products. Product developers had to discov-
er what combination of beans and roasts would
appeal to their consumers. The work had to be sys-
tematic, not haphazard. The most efficient RDE-
based approach in product development requires the
developer to systematically vary the physical formu-
lation. Don’t be quick to judge. Test everything.

Step 3. Test the prototypes with consumers and
collect their ratings. Maxwell House researchers ran
taste tests, and the result was a data set that would
be used for more than a decade.

Steps 4, 5 and 6. Stack the deck for success:
Discover the different “tongues” in the population
(analysis, optimization and segmentation). A deep-
er finding revealed three different segments of con-
sumers, depending on their liking of bitterness. All
three groups in this taste test said they wanted a
rich, robust cup of coffee. In their minds, the coffee
they wanted was strongly flavored, but their defini-
tion of “strong” was different. This was a key learn-
ing from RDE. Management concluded it was not a
product problem alone; it was a problem of differing
tastes as well.

Step 7. Learn from the experiments: Discover
rules for better combinations of beans that make
superior coffee. Maxwell House created a coffee
model and used the model to synthesize the best
new coffee.

admirably, for it took the problem out of thatunbearable
situaion in which the solution could not be easily speci
fied andinstead presaibed a se of knowledge-building
steps. Maxwell Houseincreased coffee sales by more
thanl5 percentat the expens of its compditors. m

Dialing Up Delicious. Discoveries
FromVlasc and Prego

RDE goes beyondbetter produds to open enirely
new busines opporunities. TheVlasc Conmpany maker
of pickles for decades, had oneproblem: productknow -
edgeand preferences. Most people eat pickles,but not

(continuedon page4)
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Dialing Up Delicious: Disaveries From

Vlasic and Prego
(continued from page 3)

frequently.Furthernore, no oneis particularly brand
loyal to a pickle the way they areto coffee, cola or ciga-
rettes Vlasicbegan with compeitor taste tests, which
suggetedthatVlasic picklesweretagy but “some
thing” wasmissing But researches studied the data
thatescgpedeveryoneelse:Almog all the commaecially
awailable mass-merhandsedpickles on the grocery
shelftasted very weakor moderde. Yet morethan half
of the tage-testergavehigh-liking ratingsto the few
strong-tating picklesincluded in thetest.Produce
dewelopes andmarketershadinadwertently corcentrat
edtheir efforts on producinga pickle thatonly satisfied
only about40 perentof the market.

Using RDE, Vlagc creded 40 experimatally designed
prototypesandteged them with consumers.Thesetests
hit pay dirt, shaving clearevidencethatcustomersvant
ed a bette-taging, stronger-tatng pickle. But like
Maxwell House, Vlasic alsodismovered therewasn'tone
pickle cusbmer, but threedistind pickle customers:
evelybodywantda crunchypickle, but preferencevar-
ied between strong, medum andwed flavors. Shortly
afterward,Vlasic introducedits line of picklesvarying
from Low Saltto the Zestypickle, which turnedoutto
bethebeg-selling pickle to date.

Pada Saue asYou Likelt: A Story of Prego

The story of RDE with past sauce beginswith a dis-
appointingtastetestrun by Campbd Soup Co. If any-
oneknows tomatoesit's Campbell Soup, but atthetime
theywere feeling their way in the world of tomatopasta
saue, then dominatedby Ragu.The probleam was the
tasteof Ameica. It wasnot clear whatcustomersvant
edin a pastasauce.

Obs=erving andtalking to consimersin ther homes
reveala a startlinganddiscorcerting patern. Many
people said they would not leavethe produd intact the
way the companymadeit. Eachparticipantwanted to
sharepersonalizdrecipesTheyall docbredthe prod
uct soménow.

The productdeveloprnentgroupidentified six ingredk
entsthey bdievedto bedriversof liking, creaed 45 dif-
ferentcombinationsthatthe RDE design called for and
ran the study. The mostexciting result wasthatthere
werethreeclearsegnentsof pastasaiceconsumers,
andead could bewon overby a saucetha scred65 or
highe on a 100-poit scale .But there was muchmore
Whenconsumes wereaskedwha they wanted asthe
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nextgereraion of pastasaices, many suggeted sauces
with newingredients.

Using theknowledge asa springooard Pregointroduced
aline of paga saucesregubrtradiional spicy and oneto
appealto asggmentthatwanedtexture. Of those three, the
lag wasthe mog importart. At thetime, therewasno extra-
chunky pada sawcein the supemarket And mog pe@le
did nat evenknow they likedit untl theyhadtestedit.

Over the succealing years, Pregouseal this RDE
modelto “dial up” newsauces with ingredientss, justas
Generd Foods“dialed up” coffees and Vlasic “dialed
up” pickles Ragu watched Pregoinvadeits territory.
Pregos suaesschanged Ragu from a few saucesto
mary sauces, justto stay compditive. The sector that
had a few choices just 15 to 20 years agohas grown
into a burgeoningindudry by itsdf. Over the next
decade, thatnew categoryproved to be worth hundreds
of millions of dollars to Prego. m

How to Make PeopleFeel Good
EvenWhen They Pay More

The compeition to acquire spending cugomersis
fierceamongcredit cardissues. How can you makea
new card sucessul? Wha do you say to someondo
get him or herto apply for and use a credit card?What
type of rewards do you offer in a categorythathas
become pretty much of a commodity, with bankafter
bank coming up with credit card ideas and adverise
ment? Ultimately, mostefforts fail .

Credit Cardsin Hong Kong: How HSBC Figured
Out the Right Offer

Credi cad giant MasteCard, Inc. teamed up with the
Hong Kong ShanghaiBank (HSBC)to issuea co-brand
or affinity card conneted with the upcomingWorld Cup
in soccer, atopic-based opporunity to create a new
credit card. They hada two-week window. Thefoll ow-
ing steps show how MastaCad used RDE in a highly
competitive, nerve-wracking situation thatcalled for
quick, solid, results-oriented thinking and messaging.

Step 1: Ideation stage Idenify theproblem, getidess,
edit them and put the modified ideas into silos Keepin
mind that with an RDE study, the moreelements
MagerCard tested, themorelikely it would betha the
resuts would create a card that cusomers wanted.

Step 2: Combine the elementsnto short testconcefis
(mix-andmatch) andinstruct customersto rate these dif-
ferent combinaions. The RDE systematicallyvariesthe

(continuedon pageb)
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How to Make PeopleFeelGood Even When
They Pay More

(continuedfrom page4)

combinations In the ideationstage,thegroupcameup
with eight diff erentsilos, but the RDE expeaimental
design sekcteda specificthree,four or five silosfor a par
ticular comhnation andpre®ntal oneelementfrom each
sdectedsilo. Overtime, respondetstestel all elements.

Step 3: Execute the studyin Hong Kongandcollect
consumer data.The nicething aboutRDE is tha oncethe
designis selectedandinterviewsaresd up, the processs
auomatic, ragd andproductive. The credit cardstudy
took only threedays with a minimum of effort.

Steps4-7: Sowhatwaslearna andwhatwas the out
come?Theoutcomewasa creditcard laundedin time for
the World Cup. The cardachievel year-oneexpectations
in month one, ard did twice asmud in aqquisiion aswas
planned At that time, six bankslauncheddifferentWorld
Cupcads;only the HSBC MasteCad survived, thanksto
the fast,simple and inexpensiveRDE exercise

Jewelry for Mother’s Day

Shaw’s is oneof the companesownedby Sterling
Jewelers Inc. The objectiveof its RDE projed wasto
dewelopasetof messageshatwould increasethelikeli-
hoodtha a Shaws customemvould buy a significant
piecefor Mother's Day. The seconday objedive wasto
increag the mondary sizeof the purchase.

It hasbeenedimatedthatnearly 17 billion catalogsare
mailed to consuners everyyear — roughly 59 catalogs
for every man,womanard child in the United States.
How canabusnespersm makecatdog offeringsor
promotionsmoresucaessful?Are theremagic “Open
Seameé” wordsto tapinto the mindsof consumers?Are
theredifferentmessagesfor differentpeople?

The silos for this RDE were:customerpeaception, emo
tiond berefits, brandrecognition display deriptors,jew-
elry desciptors, customerservice inventoryasurance,
vaue andpromations, with atotal of 167 elemants The
art of RDE in messagings creatingthee elements.

Paticiparts werecontactedrom lists of cusomersand
cameinto the site, wheretheylooked at differentconepts
onthe computer screen.The goal was notto sell the par-
ticipanta pieceof jewelry, asmuchasit was to discower
wha messaunpg would bring the cugome into the store.

In jewdry, therearetwo radiclly differentmindsds:
optimists (segmentl) and pesimists (segment2).
Shaws wasinterestedin whatspeific messging would
drive the purchase.

After gatheing addiional informaton from the par-
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ticipans, the second step involved creaing a “decision
rule’” or method by which each participant wasclasst
fied belongingto oneof the segnents Thethird step
createdtwo mailing pieces, oneoptimizedfor the opti-
mists, andthe other for the pessimists. The fourth step
sd up four target groups:

» 10,0000ptimists who received a brochure
designea for optimists
e 10,0000ptimists who received a brochure
designed for pessmists
e 10,000pessimists who received a brochure
designea for optimists
e 10,000pessimists who received a brochure
designead for pessmists
Historically, thetypical mailing generdedabouta 1
percentresponsaate and an average purchase of
$1,339.Sending theright brochureto theright segment
increased the numbe of people buying (42 percent
improvement for optimistsand 27 percent improvement
for pesimists). Justas important, the sizes of the pur-
chases increased by sewral hundreddollars. =

Discover More About Your
Competitors Than They
ThemselvesKnow — Legally!

E-zines(electronic newsktters) were originally pub-
lishal in the fanzine tradition (enthusiasts writing about
a subject theylove), nowadays moste-zines arepub-
lished for profit. An e-zineis congdered to bethe most
effective online marketing tool with the highestreturn
oninvegment.

E-zines and Compsitive Inteligence What Works?

The strategy of deconstuctionisto look at what evey-
oneis doing and discover what works and whatdoesrit.
A fastseach on Googlereveds hundrels of different e-
zines and links to other similar material. It is simple to
acquire many public pieces of information about thetopic
that competitors publish.You might end up with hundreds
of thesesaeen shots, each with its own look and a seies
of different featuresandmessajing.

Thequestion for the Internd publishing companyis
which oneof thesedifferent ideasworks,andhow well?
It's a'so important to keepin mind thatthe materil put
out by different e-zine publishesis thar best guess.
Looking at compdition meanslooking at whatconpetk
torsthink will work, rather thanjug wild guessesabout
what might work.

(continuedon page6)
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Disover More About Your Competit ors

Than They ThemselvesK now — Legally!
(continued from page 5)

RDE cutsthesecompetiive Web sites into their com-
ponents (this processis calledconentanalysis of the
ideag anddetermineswhichideasredly work. The
companys ideasdo not haveto be used; theideas could
be creaed from focusgroupsand invention sessions.
The goal hereis notto create newideas,but rather find
outwhetherthe conpetitors— and,indeed, which spe
cific competitor— actualy gotit right. =

Rubik’'s Cube of Consumer
Electronics I nnovation

The RDE processnbracesandnurtures speed. Can
the whole approah be madeeven more democratic
fager and easiersothatanyone anywhere in the world
canuseRDE to understandhe mind of the consumer
virtually overnightor, say,within 24 hours?The answer
to streanlining RDE is yes

RDE at the Heart of a Streanlined, Combinatorial
Approach to R&D

An easy/ way to understandtreaniined dewelopment
is to imagine a scenaricandthen work bad to whatis
neededfor thatspecfic scenarm to happe. For exam
ple, onescenariofocuseson a start-up company in Asia

How Abacus Regructured the
Invention Process

Abacus used the following three principles to
restructure the invention process to make it simpler,
faster and less expensive:

Principal 1: Democratize — The RDE method has
to be based on an Internet tool that can be used any-
where, any time, by anyone — even by someone
with minimal experience.

Principal 2: Think genomically — Let RDE identi-
fy winning ideas from many different consumer elec-
tronics products and, by so doing, create a “data-
base of the consumer mind” for electronics. At the
same time, let the RDE experience generate other
ideas so that the consumer participant becomes an
active co-creator, not just a passive judge.

Principal 3: Think of innovation as recombina-
tion — After identifying the winning ideas in sepa-
rate, small and easily run RDE studies, combine
these winning ideas into a set of new-to-the-world
product concepts and test them in a final RDE studly.

Soundview Executive Book Summaries®

The conmpany, Abacus (real nane as well as product
name, Gameder, are disguied), isin the businesof
creating, commercializing and sdli ng off new consuner
electronics produds. After initial market researchthese
entrepreneirsdiscovered tha the majority of invenive
efforts followed a consistent pattern: scan the environ-
mentfor ideas bring newideas to conaimeasin focus
groupsaroundtheworld and then create prototypes.
Engineerswerein charge here, so the approachwas
devdop, measure laund.

Perh@sthere was a beter way. It first becameclear
thatconventiond ways to crede ideas weretoo slow.
Scaning the Internet revealed that people wereinvent
ing new producs and services for consuner electronics
at an alarming pace.

From Strategy to Spedfics How Abacus Did It
Here arethe seven stepstha Abacustook using RDE:

Step1: Crede or choosea geneal structure for silos
thatappliesto differentprodud aress.

Step2: Sded componat ideas to “mash together”in
the genomics-inspired system.

Step3: Invite potential custorrersto log onto a Web
site to participate.

Step 4: Create (automatcally) and testnew product
ideas with consumers. Paticipantsrate onecorcept after
another, pretty rapidly, without paying much attention,
giving thar “gut feding” abouttheideas. The strergth of
RDE isthat it works becausethe experimentaldesign
reveak what is important to the paricipant whether the
patticipant is even aware of thereasonsfor his choices.

Steps5-7: Learnresuts and gereraterulesfor acions.

FromAbacus’ view, the mashingexercise produced
mary interesting findingsand opporunities to creat a
new product The devdopers graspel the meanng
behind theinformdion:

1. Basic interest in Gamester is modeate for total as
well asfor segmats.

2. Abacuscan and should create different producs,
targeted to the segmats.

3. Abacushas usal its custonmer’'s mind to createa
produd.

Beaus Abacusmaded togeher propertes genomt
cally in asimple system, the paticipant’s “mind” is the
red tool tha creaesproduds, albeit throughthe help of
theWebprogran. =

For additional information on how Abacus was able to create new product
concepts with RDE, go to: http://my.summary.com
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Bridging Cool Design
With Hot Science

Unfortunately — andall too frequently— design
movessep@rately with the produd feaures,but failsto
focuson uses — or perhapseven ignoresthem for the
s&ke of “art.” Althoughthis designmight initially attract
same customer attention becaus it is sodifferent,it could
alienak the very peopleit wasmeantto entice Can RDE
ewlve fromworking with ideasto working with dedgns
sothe disciine it imposesn the proessenhancescre-
ativity in thedirection mostdesred by consumers?

RDE makesthe designer'yob easier andmoreeffi-
cientby calaulatingandanalyzing the algebraof con
sumerminds,albeitwith visud desgnsas thetest stim-
uli instead of verbaly expresedideas.

RDE in Action: MagazineCovers
for the ‘Fixer-Upper’

Eye-atchingmagazne cove's are a key driver of
newsstand sales. Thesecoversaredesgnedfor atleast
two purposesto establisi animageaboutthe magazne
by conveyinga look/feel, andto drive purchae and
readersip. A magaine covertha attract the buya’s
attenton in the critical momentwhen the buyerlooks at
the sdection, increaseshe chances thatthe buyerwill
reachfor the specific issue.

Oneexample deals with a magazne for the do-it-
yourself homeownerThe RDE chdlengewas to discov
erwhat aspets of the coverinvited therealerto consid
er buying a magazineon the newsstand. The RDE pro-
jectwas both strateyic (getrulesto make the edtorial
groupsmarter)andtacical (what'sup for theissuethree
monhsfrom now).

Eachfeaure of the magazne cove canbethoughtof
asatrangarency or a cakelayer. The conputerbrowse
suermposes thes transpareneisacordingto therecipe
dictated by the RDE designwhich creaesdifferentpad-
agesor magazine covers.Eachnew combinationdefined
by the RDE desdgn corresponds$o a new packageor
magazim cover. The participantneverseesthe individual
transparendes, just completemagaine coves.

What Doesthe Magazine Editor Ge& Out of a
GraphicsRDE?

Thefirst resuts emergedrery quickly after the RDE
serves automaticaly analyzedrespong paternsfrom
657 paricipants.Whenit cane to winning elements the
storywas primarily coverphotos To know exactlyhow
acoverwill engageareaderRDE uses a simple
method:measurdahetime elapsel betwveen the startof
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the expasure when a participantsees the cover; and
regponse whenthe paricipant rates the cover for inter-
est. RDE traces theregpons time to different magazine
elements (stare time).

Two othe questionsRDE cananswe:

1. Are there aspects of the magazine tha capture
attenion but are basically turn-offs?Thes arethe ele-
ment thathawe negdive interest but postive staretime.

2. Are there aspects of the magazine that peopk look
at for short periodsof time (not engaging) but areturn-
ons?We seethisin cover photos Peopledo not starea
lot atthe photos.Theylook at them quickly andthen
they makether dedsion. m

Mind Genomcs. Consumer
Mind ‘On the Shelf’

Today’s marketers and devdoper's need off-the-shel,
almog shrink-wrappel, sysematized knowledge—
organized insights aboutthe cugomea’s mind in specfic
topic aress. There is a need for daabaseinformation of
thetype RDE provides but not limitedto one topic area
or congrained by oneprodud.

Wha is sospeial abouta databas tha comprises
differenttypes of elements (produd feature, brand
name, emoton, avdlability and soon), a dabasethat
goes beyondoneprodud to enconpass many, anda
daaba® whos elements are already quantified by RDE
before anyonethoughtto ak? Is there a needfor the
encydopeda of the consuner mind that transcendsim-
ple informaion (wha exists) by adding a relevancemet-
ric to tha information (what is attradive)?

This encydopedia of the consungr mind is the foun-
ddion of the emerging new science of mind genomcs,
modekdon the sdaence of genomics and thetechnology
of informatics. The god of this newsdence isto beter
undestandhow peopk react to ideas by usng aformal-
ized, structured, fad-based approad). =

RDE Defeats Mur phy’s Law
and ‘Bares the Stock Markets

Open any newspager or newsmagaznetodayandyou
are certain to see sonrething written aboutenergy What
information do energy produces, public relationsagen
cies and advertising specidi stscrank out to the public?
How do theyded with aworld outside their control,
where they are confronted with messy situaionsand
haveto craft goodcopy on Web sites and in news

(continuedon page8)
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RDE Defeats Murphy’s Law and ‘Bares’ the

Stock M arkets
(continued from page 7)

release® They simply wantto use theright messaging,
appropriatefor their company,to influence public opin-
ion. Wha will RDE doto help?

With public utilities, messigingvaries rangirg from
spedfic informationaboutavailableproductsto thelan
guage of reassurace aboutthe utility. Thar Web sites
arecongructed both for persuamn and reassurane. We
looked at what 10 utili tiesweresayingaroundthetime
that California experiencedts rolling brownous.

For thetotal panel,no single PR-type messagestands
out. The only reasonal® messges talk aboutservice
andloweling bills. Thesewinning mesagesshauld not
comeasa surprise— they arewhateveryonewants.For
males it's aboutservice andmoney;for females,it’s
primarily aboutmoney The pay dirt for PR comesfrom
dividing theseconsunersinto three differentgroups.

e Segmentl wants adepedable savice.
e Segmnent2 want to take control.

e Segmnent3 wans to feel thatthey are chooshg a
utility thatgoesout of its way to help the disad-
vartaged,etc. This segnentis especially respon
siveto PR-typemessiges and represents a powe-
ful targetworth influenéng.

Behavioral Econamicsand Experimental Analysis
of Attitudes:Making SenseFrom the Vioxx Case

In 2004whenthe painkiller Vioxx (a blockbusteifor
Merck) waspossilly implicaedin heat attacks,anyone
holding pharmaeutical stockswasin for aroughride as
the stocks werebattered How could RDE apply in a sit-
uaion wheretherating is nolonger“aaeptnce, but
rather“sell versushold versusbuy” the stock?

If ashaeholderor a manage of a hedgefund readsa
vigndte aboutthe FDA statenentand corporde reac-
tion, andratesit in termsof his or her propensityto buy,
sell or hold the stockin quesion, is therearny way to
predict the likely future shardéolderresponsdgbuy ver-
sussell the stockfrom otherinvestorg?

Step 1: Define the problem and prepare the materi-
als. It is necesary to go beyord Merck’s Vioxx into
otherhigh-potencypainkillers, as well as over-the-
cownter (OTC) medicatiors. Next, gathe mesaging
information availablefrom corporae Web sites limited
to whataninvegor might find usingGoogleard what
might be afirst choice for a sharetolderor professional.
Thenreducethe informationto a limited setof phrases.

Step 2: Mix-and-match the
elements according to an
experi mental design to create  |fyou liked Selling Blue
a sd of vigndtes. Thisstep is Elephants, you’ll also
automatically doneby theRDE ~ like:
tool. Each vignette is accompa: - Cilizen Marketers by Ben
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nied by arating quesion asking
therespadentwhetherheor
shewould sdll, hold or buy the
stock based onwhat heor she
reals.

Step 3: Recruit and collect
the ratingsfrom the respon
dents In this study, oneof the
classificaion questions dealt
with the amountof moneyto
inveg sodat could be andyzed
by those with a high versuslow
net worth.

Step4: Analyze the results
of the study and identify what
messages in geneal drive
intent to buy or sdl a stoc.
Resullts show tha FDA mes-
sgyesby themsdves do not

McConnell and Jackie
Huba. “Citizen marketers”
are forming growing com-
munities of enthusiasts
and evangelists, getting
the word out about what
products they love or hate.

2. Outside Innovation by

Patricia B. Seyhold.
Innovation is what keeps
companies at the top of
their fields, and the best
way to innovate is to
involve customers in every
aspect of design.

. Treasure Hunt by Michael

J. Silverstein. The author
explores how people are
reshaping the consumer-
goods market by trading
down to low-price prod-
ucts and services, trading
up to premium ones, and
avoiding the boredom that
characterizes the middle.

drive buying or sdling. Brandsor companies play a
muchbigge role in expected buy/sdl ratings.Whatthe
company saysit will do can make a differenceto the
shaeholder. Agreeng with the FDA and putting sonme
type of caution onthedrug“quickly enough”can

increase expected buying.

Is ThereAny Limit to What RDE Can Do?

Soyou mustask, “Is RDE amagic bullet?” Onone
hard, in aworld of guessing, systendic experimentation
hasto win in the long run simply becuseit is fact-based.
There’s no reasm for the universeto changeits rules
becasesameone is making sysematic observéons. The
oddsare that RDE can do alot — boundel, of course,
by theingenuty of theuse. It will not make an artist
out of ahad andit will notreved the secrets of the
universe to someonewho prefers guessing to measure
mentand aimlesshypohessto disdplined factfinding.

Ontheother hand,RDE will deliver consstentsuc
cesssimply beauseof theway it's strudured. RDE
forces the use to think aboutalterndives in away that
createsa disdpline. Thinkingis critical. No mater what
people in corpordionssay, previousexpeiencedoesnot
aways predict wha will win and what will fail. When
people think, take measurements andlook at whatis
happening, theresthappensdlike magic. m




