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	In the latest instalment of his monthly Marketing Matters column, John Ogilvie, 
Managing Director of Network Veka Ltd says those who slash their marketing 
spending could be cutting their own throats.
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When the going gets tough, the tough keep marketing.

Are we in recession? A quick glance through the business pages of the broad sheets shows the extent to which a great many commentators are still preoccupied by this fruitless question and all its associated technicalities. Talk about missing the bigger picture. 

If the roof of your house is ripped off during a violent storm, does it matter whether, strictly speaking, it was a Severe Gale or a Hurricane that did the damage? Of course not. Now is not the moment to start grappling with the finer points of the Beaufort Scale. Your roof is in next door’s garden. You need to DO something about it. 

The economy in general and the building trade in particular are experiencing one hell of a storm right now. That much is obvious. It doesn’t matter what we call it. What matters is what we DO about it. Not least because the first reaction of most companies facing difficulties is to start making cuts where they can least afford them. 

Marketing budgets are perhaps the prime example of this. Slashing your spending on marketing and PR can appear to offer an all-too-tempting means of reducing your outgoings without affecting the core operation of your business. In reality however, the consequences can be dire. 

It’s important to recognise the difference between trimming and cutting your marketing budget. The traditional model for a sensible publicity budgets involves 90% of resources being allocated to tried and tested approaches to marketing. These are the things we all know get results: advertising, direct mail, positive press coverage and so on. The remaining 10% can then be spent on more experimental stuff – things that are worth trying on the basis that if they work, the impact could be huge. DRTV (direct response television) would probably fall into this category as far as most businesses are concerned. It’s something to try when you can afford to fail. When you can’t afford to fail, it’s something to trim.  

Trimming is good. So now’s the time to say goodbye to the crazy 10%. However, cut beyond this and you’re in danger of cutting your own throat. Time and time again we see how the companies that emerge from the tough times are the same companies who stuck to their marketing guns when things got rough. Marketing is essentially a conversation you have with your customers and potential customers. Stop talking and the people you’ve been trying to talk to will stop listening to you and start listening to someone else. 

In this respect, today’s stormy conditions represent an opportunity as well as a threat to business. Some companies will cut their marketing money. In doing so they will leave the door wide open for sharper outfits who continue to spend on publicity (albeit perhaps more prudently) to start a conversation with their customer. You don’t need to know whether it’s cumulonimbus or a stratocumulus: the point is every cloud has a silver lining. 

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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