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Whether you believe we’re seeing the green shoots of recovery or a ‘dead cat bounce’, John Ogilvie of Network VEKA says attitude has a major effect on your sales.
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Confidence in a crisis
Like swine flu, confidence (or a lack of it) spreads fast. Just as the H1N1 virus has raced around the globe, so a sense of hopelessness has spread though the world’s economies. Doubt and despair are infectious. 

There’s no shortage of bad news. Every new forecast, report and survey offer new reasons to abandon hope. Output falls in some sectors would have been unimaginable two years ago. The latest analysis from the Construction Products Association makes sombre reading, anticipating output down a further 16% this year and a slow, uncertain recovery. 

Sticking your head in the sand isn’t an option. You can’t ignore news just because it’s bad. That said, “gloom” and “doom” walk hand in hand. Pessimism is self-fulfilling. The knock on effect of everyone expecting the worst and cutting back means the worst is inevitable. 

Other things being equal, the difference between businesses that survive and businesses that don’t can be as simple as a difference in outlook. The glass may be half-empty. But if you are going to survive you need to compete for the half that is still there. Give up and you’ll go thirsty – and may go under into the bargain. 

Brand leaders generally gain more from buoyant markets than other brands. That’s why it’s worth being number one. But brand leaders are meant to lead, a responsibility they owe the market and their shareholders. Some rise to the challenge and everyone benefits, others lead in easy times but hunker down when it is rough leaving everyone to suffer more than they should. For want of leadership, individual and market leadership, whole sectors are marooned and do worse than others. 

Businesses that radiate confidence - actively marketing their products to stimulate demand, engaging customers to create opportunities – aren’t simply competing for the half a glass that is still there. They are a fundamental part of the recovery process. 

Network Veka fabricator Glazerite Windows Ltd, for example, has always followed two effective and simple strategies to ensure its continued growth in the marketplace; listening to customers, and a sustained investment programme.

“Now, more than ever, it’s important to listen to and work closely with customers,” explains Jason Thompson, Glazerite’s Director. “Finding out what they need to stand out from the crowd and giving them extra tools with more specialist products or marketing initiatives gives installers confidence in their ability to sell.
“Our investment programme means we’re constantly improving our service, with higher quality standards, new products and improved delivery times. The opening of our new South West Division was a prime example of this, and we have many more exciting plans going into 2010.”
Just as despair can spread rapidly through a market, so can hope and ambition. Before the economy can recover, optimism must return. The faster confidence returns, the faster markets will get back on their feet. That’s why it’s important we recognise the impact individuals and individual businesses can have and the power they can exert to re-energise a sagging market. 
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