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today’s average 10 year old uses more
advanced communications technology
than NASA had available for the moon
landing. Think about how that effects
your marketing strategies. . .
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hen �pple introduced the �acintosh, everything
in the process of creating advertising changed...
overnight.   oday, with the advent of smart phones,
i�ods and tablet computers are creating another evolution that
is changing the way people communicate on every level.

�oth printed and electronic communications efforts now demand
a total rethinking of application.   o further intensify matters,
the two must integrate flawlessly.


ur �o��uni�ations ed�e is the a�ilit* to inte�rate
�oth �resh ideas and inno'ati'e !lannin� with the
te�hnolo�i�al !rowess that is re"uired �or our
�lients to �e heard in toda*�s �ar�et!la�e.

 hat statement is endorsed by the fact that we have
done so for a very impressive list of clientele,
many of whom have trusted our +udgement for over
twenty�five years. �n short, we not only kept pace,
but anticipated the steps to stay ahead.
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 he ne9t consideration needs to be specifically 
directed to what is e9pected to be accomplished.

 hen logically, how much is available to make
this take place.  > e are all aware that funds will
be spent.   he =uestion is not only how much,
but rather, how well.  �ractical budgets are an
essential contributor to success.  �t makes little
sense to conceive a program only to discover
that so much more could have been done if only...
> ven worse is to find that your budget limitations
have been e9ceeded.

> verlooked by many is the plan... a complete plan.
> e believe strongly that time invested in plan
development is a critical element in a successful
advertising effort or marketing campaign.

> inally, defining client competition is critical,
knowing who is competing for your client> s
market slice is essential to program success.

+ e �now *ou are not loo�in� to sa'e !ar+
let us hel! *ou �e �irst on the leader �oard.

t starts with understandin� the �lient and
the !rodu�t or ser'i�e �ro� their uni"ue !ers!e�ti'e.
+ n our 'iew+  no one �nows �ore a�out what the* do
than the �lient.
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> e offer a full range of services from fulfilling
a need that can not be practically carried out with
in> house capabilities, to ground> breaking national
marketing efforts that include every aspect of a
complete program.  > hich brings us to a point.

> ur ability to provide a broad spectrum of
marketing capabilities is nearly endless. > ver the
past twenty> five years we have produced results for
businesses at every level from start > up companies to
well > known > ortune > > >  corporations.

s *ou ha'e read throu�h this !ie�e+
un"uestiona�l* *ou noted so�e o� the
�lientele that we ha'e ser'ed.
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+ e are + + + +  + + + + + +  + + + + + + + + + + + + + + .
+ et to + now us... *ou will �ind that

                                

MSC Brochure 12pg_Layout 2  12/6/12  2:2)  PM  Page )



. . . presents opportunity to pioneer products
that will shape the environment of our planet.
> very aspect of the world marketplace is being
scrutini > ed or soon will be. > ew innovative
concepts that are earth friendly are already
in the pipeline, on their way to revolutioni> e
everything from transportation and the way that
we build, to the packaging of our food supply.

> f particular significance is the awareness of
how this growing generation of technology is
challenging communication in the marketplace
for the buyer. > otice that the word prospective
is not in play.  he public is going to buy green
products.  he =uestion is whose, and how you
convey the message across that your brand is
the preferred choice.

> ain > treet > ommunications is already in the
mi9 and is currently servicing clients who are
on the leading edge of this new technology.
 hey have selected our capabilities because
of our background of >  hinking > reen> .

> n short, > > >  has a most impressive store of
e9perience relating to the > > reen > arketplace>
in terms of both planning and implementation.

+ nowled+ e and the e+ + erien+ e to use it
. . . that is a winnin+  + o+ + ination.

                     ca      
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> >  > est > ain 9treet
> linton, > ew > ersey > > > > >
> hone>  " " " ." " " ." " " "
> a9>  > > > .> > > .> > > >
> mail>  info> mscinteractive.com
www.mscinteractive.com

      

. . . a privately owned company that is
totally dedicated to the creation and
implementation as well as the tracking
of advertising and marketing strategies
for national> international corporations
engaged in product sales, information
processing and image development.

> dditional information may be had
either through our website or calling>  

" " " ." " " ." " " "

> ain 9treet > ommunications is
a proud recipient of both a > > > >
> latinum and > > > >  > old > ar> om
> ward for marketing e9cellence. 

MSC Brochure 12pg_Layout 2  12/6/12  2:2)  PM  Page 11



) 2) 12 Ma)   Street Co) ) u ) cat) o ) )  C) )  to )  ) )

MSC Brochure 12pg_Layout 2  12/6/12  2:2)  PM  Page 12




