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Iwas on the phone with a client
the other day who said to me,
“Well, my orders are holding up

but I’m hearing so much bad news
about the economy I’m worried
about spending too much money
on advertising”. Business was good
and he was still considering a small-
er ad budget! The simple fact is that
much of the archery industry’s mar-
keting work has been running on
smooth, flat ground for a number of
years, making it relatively easy for
everyone to run in the “pack”. Now,
we round a curve and to our sur-
prise there’s a hill right in front of
us. We don’t have time to stop and
rest because the guys that are in
slightly better shape will leave us in
the dust. 

You gotta keep running.

Think, for a moment, about the
time and money you’ve invested in
creating your brand. Years of strate-
gizing and planning and money
spent to get the word out there: nur-
turing consumer confidence in your
products, honing your message and
defining your customer. That’s an
investment, friend, and considering
it as an expense can be very costly
because right about now you’re look-
ing for ways to cut expenses. If mar-
keting is in the expense catego-
ry…move it out of there!

There are a myriad of studies
supporting the concept that busi-
nesses should continue to market
in lean times. A March 3rd article
appearing in the Harvard Business
School’s on-line Working
Knowledge by professor John
Quelch states: “Brands that
increase advertising during a
downturn can improve market
share and return on investment.”
Quelch further states three other
marketing keys that include: 1) A
close look at early-buy allowances
and generous return policies to

motivate distributors to stock a full
line of your products. 2) Attention
to the fact that price cuts will
attract more attention that promo-
tions in lean times and 3) CEO’s
need to spend more time with cus-
tomers and employees.

Jake Swearingen, writing for
BNET Intercom cites a survey of 154
top executives most of whom
agreed that marketing in bad times
is a good move. Classic successes
include Proctor & Gamble rolling
out Ivory soap during the Great
Depression; Intel launching “Intel
Inside” during the 1990-1991 reces-
sion and Wal-Mart’s famous “Every
Day Low Prices” campaign that
broke just as the .com crash was
heating up in 2000. 

The same study out of Penn
State’s Smeal College of Business

also adds that you must be ready for
this type of marketing. Your compa-
ny needs to understand and be vest-
ed in the power of marketing (no
beginners in tough times). Other
factors include the “nerve” to do it,
and finally, the capital.

Digg.com is a web site dedicat-
ed to marketing input from a huge
variety of sources. A recent article
by Tony Baker, radio talk show host
and Oklahoma’s leading internet
marketing expert with over 1000
clients states, “A series of six studies
conducted by the research firm of
Meldrum and Fewsmith showed
conclusively that advertising
aggressively during recessions not
only increases sales but increases
profits. This fact has held true for all
post-World War II recessions stud-
ied by American Business Press
starting in 1949”.

Will customers be more careful
about their purchases in the cur-
rent climate? You bet they will.
Should you shift marketing dollars
toward mid-priced items in your
line? Probably. You should also con-
sider pruning out the products that
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don’t contribute to the bottom line
and focusing on those that do. 

Consumers, on average, can
name between three and five prod-
ucts in a given category. Ask them to
name three toothpaste brands and
they’ll say Crest®, Colgate® and
then they’ll probably struggle to
name a third. Ask a bowhunter to
name five bow brands and he might
say Mathews®, Bowtech® and
Hoyt® and then a couple more after
some thought. Maybe you’re lucky
enough to be one of those top three
brands consumers can recall,
maybe not. Chances are, those
companies will be “visible”, from a
marketing standpoint, right on
through the downturn (they have
the nerve and the capital), but what
about the “lesser” brands.

Many times, customers who own
“lesser” brands are voracious in their
efforts to defend their decision. If
they own a “Shoot-Good” bow they
may be a terrific ambassador for the
product and the “Shoot-Good” com-
pany. They visit the web site, review
the catalog, stop by your booth at the
show. They can quote your specs ver-
batim and read every word of every
ad you run. Your marketing is
focused on a quest for new cus-
tomers, but you often loose sight of
the fact that many parts of your
effort REINFORCE a sale that has
already been made. Studies have
shown that Chevy owners read
Chevy ads. It validates the decision
to own the product and makes them
feel good about their choices. The
lesson to extract here is that taking a
large ax to your advertising budget to
cut back on “expenses” can put far
more that projected sales on shaky
ground. When you disappear for
any length of time from the market-
ing scene, you not only jeopardize
future sales, you also risk the best
sales force you have…current own-
ers. Don’t let them lose the faith!

Now is the time to re-examine
your plans for the coming months if
you haven’t already. You may find
you MUST cut back, but be judi-
cious in your efforts to maintain the
company brand. Perhaps start your
fall campaign with full pages and
then follow with 2/3 page ads
instead of full pages. Try some
guerilla marketing on You Tube or
start a blog. Buy fringe or rotators
on TV or even consider affiliate
buys in strong markets. Cross mar-
ket your web site by trading links
with other companies. Dig for inex-
pensive ways to keep the brand
vibrant but make sure you have the
needed visibility to weather the
storm in the key magazines, web
sites, and TV channels. When the
whole thing is over you’ll emerge
victorious on the downhill side of
the hill…and you’ll still be running
with the pack.

Editor’s Note: Jim Ising has been
involved in marketing and advertis-
ing hunting products for over 20
years and has also owned an out-
door products manufacturing com-
pany. His experience on “both sides
of the desk” makes him uniquely
qualified to offer advice and coun-
seling to mid-sized companies fac-
ing the daunting challenge of being
noticed in an evermore crowded
and competitive environment. Jim
is an avid bowhunter and accom-
plished angler based in north
Florida.
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