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‘But How Does It Make You Feel?’

By JEfrREY BALL
Staff Reporter of Tz WALL STREET JOURNAL

At first glance, DaimlerChrysler AG's
new PT Cruiser looks like a massive gam-
ble. Set to go on sale starting at about
£16,000 early mext year, it's part 1920s
gangster car, part 1950s hot rod and part
London taxicab. DaimlerChrysler touts the
vehicle as a sure-fire “segment buster”
that combines the room of a minivan with
the flair of a sport-utility vehicle and the
practicality of a small car.

Huh? Privately, the company concedes
that even some of its top executives—the
same pegple who helped mastermind such
hits as the original minivan and the macho
Ram piciap truck—think the PT Cruiser is
strange looking and would never buy one.
In the latest focus groups, 41% of con-
sumers who saw the PT Cruiser loved it
and 26% hated it, according to Joseph N.
Caddell, DaimlerChrysler's general pro-
duct manager for small-car operations,
That’s a high negative for such an impor-
tant product.

But that volatile response is exactly

what the former Chrysler Corp. intended,
The PT Cruiser—the mitials stand for Per-
sonal Transportation—is the company’s
first vehicle designed entirely through an
unconventional market-research process
known as “archetype research.” It is over-
seen by a 57-year-old French-born medical
anthropologist named G. Clotaire Rapaille,
Since first learning of the process about
five years ago, Chrysler, now effectively
the American arm of DaimlerChrysler,
has shifted much of its market-research
program over to the Rapaille method, It
was developed by Dr. Rapaille when he
was working with autistic children in
Europe and has been used by such compa-
nies as Procter & Gamble Co. and General
Motors Corp.

In 2 business with billions of dollars of
product investment on the line, Daimler-
Chrysier hopes the process will help it
“instifutionalize the insight,” says David P.
Bostwick, director of corporate market
research and the company official most
closely involved in Dr. Rapaille’s work.
“Being successful by chance is Las

Vegas,” he says. “Being able to replicate
your success by understanding it, that's
bustness. That's good business.”

The goal of the PT Cruiser development
team, which began work before Chrysler
merged with Daimier-Benz AG, was a big
one: create & vehicle that mixed retro and
futuristic and attracted a “cult” following
like Volkswagen AG's redesigned Beetle,
says Dr. Rapaille. He drives a black

and a green Rolls-Royce, in addi-
tion to a white Chrysler minivan.

The process began with a series of free-
wheeling, three-hour focus-group sessinns
i the U.S. and Europe. Participants were
asked, with lights dimmed and mood
music plaving, W drift back to their child-
hoods and jot down the memories invoked
by the prototype PT Cruiser parked in the
room, After the sessions, Dr. Rapaflle and
a team from Chrysler pored over the
stories with orange and yellow highlighter
pens, sleuthing for the emotion sparked by
the vehicle. Dr. Rapaille calls it “the
reptilian hot button.”

All this struck many on the PT Cruiser
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