
[NOTES: This research brief format, designed by myself, is an initial document to market research agencies. Though the research study is now over, brand names have been changed to safeguard the client’s confidentiality].

1. DESCRIPTION OF TASK:

To research both QUALITATIVELY and QUANTITAVELY the standing of Brand X Cement in relation to 3 types of customers, falling into 3 distinct product related categories, and arrive at some conclusions as to their needs, expectations and problems in relation to the products as well as the company. Specifically, opinions and preconceptions as to packaging and the international connections of the company are to be elicited.



2. BACKGROUND INFORMATION:

Market trends, environment:
It is currently an extremely volatile climate for cement companies. After a long period of relative inactivity, cement companies in the market have suddenly woken up (perhaps as a result of the infrastructure investment boom), and new companies have launched. In the process Brand X has seen its shares drop as a result of the expansion of the total market.

Current positioning OF COMPANY: 
Brand X stands for quality. If a job needs to be 100% dependable, Brand X Cement is used.

Key customer benefit, strengths: 
Quality, guaranteed by BS 12 1991 standards certification and ISO 9002 company and manufacturing practice.

Weaknesses:

Pricing strategies and dealer servicing, leading to a non-availability of the products. This was the reason for the recent launch of a more affordable general-purpose cement alongside the flagship brand- Brand X2.

Market opportunities:

This is the purpose of this research study- to find and capitalise on market opportunities.

Desired positioning:


The dependable and quality driven one-stop shop for all cement needs.

Supporting facts:




Competitor COMPANIES:
Company A, Company B, Company C, Company D

Competitor COMPANY positioning:
Company A (the most active company) is transparent, and its brand/s drive the positioning. All the other companies do the same- Brand X is the only company sharing a corporate identity with a brand name.



3. PRODUCT PROFILE:

Market share:

Positioning:

Key Benefit to customer:

Weaknesses:


BULK CEMENT:

--

Is accepted at the moment as the best bulk cement available.

Consistent quality from source; totally sealed transport system for maximum quality and freshness; cost

May not be available in required volumes
BRAND X:

--

Has a recognisable name and pack, but is under fire from active competitors

Consistent quality (BS 12); affordable cost

Not readily available
BRANDX2:

--

The ‘alternative Company X cement’

Value for money cement for general purpose work

Quality problems if used for concreting and heavy work

4. TARGET CUSTOMER:

Age:

Income: 

Sex:

Language:

Religion/ ideology:

Location:

Education:

Occupation:

Needs in relation to product::

Expectations in relation to brand:

Habits:

Likes and dislikes:

Preferred medium:
40+

25000/- pm

Male / Female

English

-

Colombo

Degree, B Arch

Architect, Senior Manager

Absolute dependability

Quality and dependability, but price is a factor

Cultured, probably individualistic and choosy

-

Direct Mail
20 – 70

5000/- pm to 25000/- pm

Male

E/S/T

-

Colombo, suburbs, cities

O Levels

Builder, Contractor

Quality cement at an affordable price

Consistency, availability, discounts (if dealer)

Typical hard-nosed Mudalali

-

Press, radio, TV
20 – 70

5000/- pm to 10000/- pm

Male

E/S/T

-

Colombo, suburbs, cities

O Levels

Mason Baas

Affordability

Availability, discounts (if dealer)

Typical hard-nosed Mudalali

-

Press, radio, TV

5. COMPETITORS:

Market share:

Positioning, associations:

Key Benefit to customer:

Weaknesses:


Company B

--

Yellow?

--

No image
Company A

Brand A dominates

Strong, red and black

Availability

Umbrella brand for failed brands
BAGGED IMPORTED CEMENT

--

Various

Cheap

Quality problems, availability, consistency

6. SUPPORT INFORMATION:

Specific brand properties:

Company X logo

Images/ symbols: 


Blue colour and typography (green for Brand X2)

Metaphors:


Metaphor X for Brand X, Mountain for Brand X2

Tone of voice:


Friendly, down-to-earth, humorous

Media constraints:


---------

Any other issues: 


Dealer promotions and relationship with dealers needs to be explored.
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