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The Objectives of the research is to study the characters of the
employee in Housing Products Companies (Clients) and their advertising
agencies which effect their efficiencies. Communication Role in Marketing
Communications strategic Planning between the clients and their agencies
Media use and Promotion strategy and Communication problems in their Co-
operations are also examined» The key informants are marketing management
and their Client services. Theory of Communication Process and Interpersonal
Communication is the conceptual framework for analysis.

The results are 1) The attributes of the Clients and their advertising
agencies were accepted by them each other attitudes and perceptions are
different, Mostly advertising agencies have to adjust much more than the client
side for efficiency. 2) Communication Role in Marketing Communications
Strategic Planning several factors which may cause or effect the planning-:
attitudes”taste, relationships, schedule planning, and continual monitoring
3) Communication Problems come from interpretation, Bias, Adjustment, Client's
expectation, system in Advertising Agency organization, Decision-Making of the
clients.

It is found that main courses of problem com from the lack of
experiences and knowledge in Advertising field on the side of the clients and
different skills of each other. Timing for preparation and Decision - making
solving problems. Morever, the advertising agency has not enough specialization
in strategic planning.
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