
Marketing tools for survival

In times of growth and prosperity everyone thinks 
that they know how to deploy their marketing to 
best effect. When times get tough, many think 
that they can reign in their marketing activities 
and save money without impacting the business. 
Wrong. 

In times like these, strategic marketing 
is critical to sustaining business success and 
profitability. Not that marketing will help you 
to ‘buck the trend’ and continue to grow in a 
recession. What marketing will do is help you 
through tough times with minimum damage 
and ensure that you can capitalise on any 
opportunities that do arise during the downturn.  
It will make sure also that you are fit and ready 
to capitalise on the upturn.

Marketing is not just about promotion 
and advertising. It is a strategic approach to 
managing a business for greater profit and 
is critical, especially when times get tough. 
Marketing will allow your company to make the 
right strategic choices and decisions in terms of 
focus and resource deployment. Fundamentally, 
it is about developing lasting profitable 
relationships with customers who prefer to do 
business with you, because their experience 
with your brand is most positive. 

The relationship and the brand experience 
must be sustainable through good times and 
hard times, when the customer needs and values 
your support even more.

So what are the key things you need to do 
right now to conduct a critical review of your 
marketing strategy? First, ask yourself the 
following questions:

Have you identified segments comprising 
groups of customers with similar needs, 
behaviour and value drivers?

Customer relationships
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•Marketing is not just about promotion 
and advertising

•Value-based marketing starts 
with identifying who are your real 
customers

•It means gaining a detailed 
understanding of the needs and value-
drivers of customers

•Using the right marketing tools could 
improve profitability by upto 20%
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Lasting relationships: will help firms through the downturn

An economic downturn is not the time for companies to start 
cutting back on their marketing activities, argues Phil Allen
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