


MC CANN - ERICKSON  (THAILAND) LTD.
.

Marketing Communications Brief

Document : ...................................................... Da te prepared : ...................................................................

Product :. .................................................... Prepared by :. ..................................................................

Campaign :. ................................................... Budge t year : ...................................................................

Document is divided into two Sections. Firstly, ‘THE SITUATION’ which covers

general economic and specific market conditions into which the Communications

will be conducted.

Second Section deals specifically with the imporant factors in the

MARKETING COMMUNIATION  RECOMMENDATIONS’.

s_E_cTLoN  1 : THE SITUTATW

GENERAL ECONOMIC CONDITLONS

Affecting client market (eg inflation, cost of living, interest rates etc.)

!PKUSTRY  MARKET  TRENDS

1. Expanding, factors or contracting.

2. Significant facfors in :

S e l l i n g  m e t h o d s .

Distribution.

Retailing.

3. Government or trade restrictions.
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HISTORY OF SALES AND MARKET SHARE:

Previous Year Latest Year

Brand Volume Value Share Volume Value Share

Client : .

Major

Competitiors: . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .

.  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .

Others : ................................... ........................................... ....................................

..................................... ....................................... ....................................

TO-TAL. ..........................................................................................................................................................................

Comment Sales on long-term trend.

CLIENT’S CURRENT ADVERTISING AND MARKETING

Product

Budge t

Message

Media

POS

Trade Policies (Deals, etc.)

MAIN COMPETITIVE ADVERTISIN’G  AND MARKETING

Product

Budge t

Message

Media

POS

Trade policies (Dals, etc.)

(If there is more than one competitor, list information under the same headings

as above.)
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PRODUCT EVALUAT~ONANDPF_TLTIVE  STATUS

C!ierC!bmd

Brands

i. Preformance

ii. Price

iii. Packaging

iv. Summaries Client’s Product

strengths and weaknesses

in market compared with

competitors

Cam_petitors

Current ~5~332 (a) Pmdticat~~

Sex:................................................ ............................................

Age Groups:. ............................................................................

Socio-economic:. ......................................................................

(b) IXent’s Brand

.......................................

..........................................

.........................................

Geographic areas: ................................................................... .........................................

Seasonal variations:. ............... ................................. ..................................

INFO_RMATLON  GAPS AND RESEARC_H  RECOMMENDATIONS_.

Informationrequired  for decisions Recommendations~o_n_holv  best to get it.

CLlENT CONSIDERAUQ~NS

Marketing policies

Production Factors
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ii. Media Production

Other Production print, display, etc.

iii. Resaerch

iv. Merchandising Support (where appropriate)

v. Researves

Total B . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .

To ta l B . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .

Total B . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .

Total B . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .

To ta l B . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .
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flls~sLa~uflls?Jlu .................... IJIW

1.6 dl%~iludl-sns .................... IJIW

=aauw"8u .................... IJIW

3. 1 ....................................................................................................................

3.2 ....................................................................................................................

3.4............. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .
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