
Marketing through times of
economic downturn....
Some tips from the Silverback



So many plates spinning! Even more than
usual right now!!

There's no doubt we are in uncertain
times, so if you're wondering what your
next marketing steps should be, this may
be of interest to you...

If you run your own business, you'll know
exactly what this image is all about...

Over the last few weeks I've been discussing some important marketing tips to help you
approach and navigate through potentially uncertain times. I've pulled all these tips into
this one guide. I hope it helps...

Businesses that increase their advertising during a recession experience higher sales and
market share during or after the recession.

Whilst competitors are cutting back, you can take advantage and maintain and build your
brand presence.
But you must adapt and change your message to make it relevant to the current economic
situation.

It does work.... for example, Virgin Atlantic took this approach and launched their 25th
anniversary campaign ‘Still Red Hot’, during the recession of 2008. It’s estimated to have
contributed 20% of their overall revenue during this time.

Retain, maintain or increase your marketing spend...



Consumers look favourably on brands who are responding to a crisis in a helpful yet
authentic manner.

While brands are cutting their budgets, creative comms are more important than ever.

During times of heightened emotions, many brands re-evaluate their messages. Empathy
often equals effectiveness when talking to customers, especially in a time of crisis.

During the 1920's Disney focused on these emotions, in a time where people were trying to
escape their harsh reality, in 1928 they introduced a mouse character with several
animations, who we now all know and love!
.

The more a brand spends on advertising vs its competitors, the more it will grow. 
(sounds obvious right!)

During downturns, maintaining this share of voice will help to avoid an expensive recovery.

In almost every recorded instance, a brand with a positive ESOV will gradually grow its
share of the market to a level that will eventually match its share of voice.

in 1990-91 recession, McDonald’s decided to drop its advertising budget and Pizza Hut took
advantage of this.

While McDonald’s sales declined by 28%, Pizza Hut’s grew by 61% thanks to their 
 continued spend.

Excess share of voice...

A little but of empathy goes a long way...

Being realistic, sometimes, in some categories, there may be no choice but to cut all
advertising to conserve cash.

However, if resources are available then the arguments that favour brand building are
stronger and money should be spent.

Think eye-catching initiatives that reflect the mood of the times.

Consider some shorter spend...



Consumer needs change when there is an economic downturn, you need to know what your
customers need right now and make any adjustments accordingly.

For example supermarkets 'own brand', once aimed at those on a low income, the levelling
effect of a grim economy means today own-brand is popular with everyone.

So much so that upmarket grocer Waitrose got in on the act, launching its "essential"
range as a response to the recession.

Strategic changes to targeting...

We are all having to think about where and with whom we spend our money...

Whether we like it or not, customers have changed, they are now risk averse, uncertain
of the future and keen to save, all of which may lead you to reconsider your positioning.

Covid was a prime example of this with gym chains offering online workout subscriptions,
and commercial airlines carrying freight.

Netflix have done this successfully, offering their service by streaming through services
like Xbox, allowing themselves to reposition and attract new customer bases.

Step back and look at brand position...

Thanks to the rampant inflation we’re experiencing, there is a particular pressure on price
increases right now.

If you need to increase your prices, just play it straight and let your customers know
exactly what and why it is happening!

I'm holding all prices with no price increases at all, my reasoning for doing this is simple,
we are all in the same boat right now, and we all need to stick together.

when seas are rough....HOLD FAST

 
Increasing prices...



The full impact of advertising is seen over time, which helps explain why brands that
maintain or increase their spend during a recession are rewarded in the months and years
to follow.

Lots of evidence shows that slashing advertising will hurt sales during and after the
period but those who increase their spend, especially relative to competitors, will grow
sales and share of the market faster, which will continue to be seen for months and
years to come.

If you would like to chat about any of the above, your marketing, or talk about your social
media just get in touch... 

I always offer a half hour chat free of charge for all new clients, sometimes that's
all you might need. 

We need to become all about purpose.

During periods of financial crises , acts are far more important than ads and the normal
rules of marketing may not apply.

All brands should aim to become purpose-driven, putting aside their short term profits
where possible to focus on doing what is most helpful and in the public interest.

Starbucks did just this after they fought for survival after the 2008 recession –
shifting the focus back to making customers feel welcome and cared for.

Purpose and meaning....

Cause sometimes you just feel tired, feel weak
And when you feel weak, you feel like you wanna just give up

But you got to search within you, and try to find that inner strength
And just pull that shit out of you

And get that motivation to not give up, and not be a quitter
No matter how bad you wanna just fall flat on your face and collapse 

- Eminem -
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