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	In the latest instalment of his monthly Marketing Matters column, John Ogilvie, Managing Director of Network Veka Ltd, shows how marketing can work more effectively in a downturn.
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The first cut is the deepest
In my last column I talked about keeping your foot to the floor even when you’re ‘thinking the unthinkable’. The credit crunch and slowing housing market have quickened the effects of saturation of first-time replacements in the window industry. With several big names imploding since January, many firms will be reducing costs in anticipation of further churn. Marketing budgets are often the first to be cut - but if you don’t market a business, you don’t get sales. 
In fact, an economic downturn can be a time to seize the chance to truly focus your marketing and improve your strategic position. Although the industry is going through difficult times, not everyone is doing badly. What’s important is to look at who’s doing well (and some are doing very well indeed), and why. Wise companies will fight like crazy to grow their customer base in a slump, not just defend it. 

By maintaining your marketing budget during a recession and making it work harder you can keep your company’s voice heard, and keep market share. At the very least you should keep your spend and effort above your competitors’.
A lot of downturn marketing comes back to the 80/20 rule. You need to concentrate on the 20% of your customer base that will deliver 80% of the profit. For example, the over-50s are still spending freely, and larger or premium conservatories are doing well. You can’t afford to spread yourself too thinly; focusing your efforts and money on targeted communications (whether adverts, direct mail, PR or e-campaigns) will deliver better results. You shouldn’t change what works just because the outlook is gloomy – but you can take the chance to make it work more effectively.
Many firms are tempted to create another brand (often budget to add volume) as a route into another market, or a way out of a decline. But every new brand or sub-brand you invent requires support and building up. They can fragment your message and dilute your marketing effort and spend. The effect is compounded in a downturn because consumers place more emphasis on value when they’re spending money. They don’t want to risk investing in a brand they don’t know or don’t know anything good about. 
In any times of uncertainty consumers flock to trusted brands that focus on security and solidity. There’s a lot of opportunity for these to pick up business. But you have to offer better service and products – and you have to talk about them. 

And don’t be tempted to cut prices unless you cut costs as well – homeowners won’t abandon you if they are committed to your brand. 
Once you know your 20%, find out who your competitors’ 20% are and go after them. Take advantage of smaller, struggling rivals and target their customer base. Steal market share too – consider buying out competitors to maintain or increase your growth.

To view and download previous Marketing Matters or to submit any topics you’d like to see addressed in future columns, visit www.marketingmatters.521621.com
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