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Marketing in an Economic Downturn 
– Challenges and Opportunities:
Marketing in an Economic Downturn
Pratap Chandra Mandal, Indian Institute of Management, Shillong, India

ABSTRACT

The business environment is uncertain. It becomes even more turbulent during recession. This
uncertaintydirectlyaffectstheinvestmentsmadebyfirms.Firmshesitatetoinvestduringarecession
becauseofthebeliefthatthereturnswillnotbecommensuratewiththeinvestmentmade.Nevertheless,
therearefirmswhichdevelopstrategiesandinvestduringrecession.Thearticlediscussesvarious
strategieswhichfirmsmayadopttosurviveandalsoexcelduringrecession.Theadvantagesand
thedisadvantagesofthefollowingthosestrategiesarediscussed.Thearticlealsofocusesonfirms
which implementedstrategies toovercomerecessionandestablished themselves in themindsof
customers.Thisarticlemighthelpfirmsandpractitionersinidentifyingthemosteffectivestrategies
tobeadoptedforexcellenceduringaneconomicdownturn.
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1. INTRODUCTION

Successorfailureofaproductdependstoalargeextentontheeconomicconditionsprevailinginthe
marketplace.Theremaybetoughtimes,suchas2008-2010,inmanypartsoftheworlddepending
ontheeconomiccycles.Recessionisaphenomenonwhichaffectsallfirmsbymakingtheeconomic
environment uncertain which in turn affects the business environment. Companies tend to do
reducedfundingformarketingprogramsduringeconomicrecessions(Lay,Hewlin,&Moore,2009).
Companiesalsofaceintensepressuretojustifyspendingonmarketingprogramsduringtimesof
economicdownturn.However,somemarketerssurvivedoreventhrivedintherecession(Srinivasan,
Rangaswamy,&Lilien,2005).Companiesneedtodevelopstrategiestosurviveandthriveduring
timesofrecession.

Companiesmustalwaysbemovingforwardwithmarketingprograms,innovatingproductsand
services,stayingintouchwithcustomerneeds,andseekingnewadvantagesratherthanrelyingon
paststrengths.Thisisespeciallytrueinthetoughtimesofeconomicdownturn(Rollins,Nickell,&
Ennis,2014).Duringsuchtimesaccountabilitybecomesatoppriorityandreturnsoninvestmentare
expectedfromeverymarketingactivity(McGregor,Boyle,&Burrows,2009).
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2. STRATEGIES IN TIMES OF ECONOMIC DOwNTURN

Companiesneedtorethinkaboutthebestpracticesofmanagement.Someexperts(Hamm,2008;Haluk
Köksal&Özgül,2007)seemanagemententeringanewageofturbulenceinwhichchaos,risk,and
uncertaintycharacterizemanyindustries,markets,andcompanies.Experts(Hamm,2008;Martin,
2008)believethatturbulencecausedbyeconomicdownturnandrecessionshouldbeconsideredas
normal.Theremaybeperiodicandintermittentspurtsofprosperity.However,companiesshould
beequippedwellenoughtosustainandprosperduringrecessionorevendepression(Williamson&
Zeng,2009).Expertsforeseemanychallengesforthefuture.Theremaybenoassurancethatareturn
topastmanagementpracticeswouldeverbesuccessfulagain.

AccordingtoKotlerandCaslione(2009),marketersshouldalwaysbereadytofacetoughand
challengingsituations.Companiesshouldbereadywithautomaticresponseswhenthereareturbulence
andchaosintheenvironment.Theysuggestdifferentchaoticmarketingstrategiestosustaininthe
environment.

1. Securing Market Share from Core Customer Segments:Economicdownturnorrecession
isaphasewhenmostofthecustomersmayswitchtocompaniesofferingthelowestprice.So,
marketersneedtomakesurethatthecorecustomersegmentsarefirmlysecuredandthattheydo
notswitchtothecompetitors.Companiesshouldbepreparedtowardoffattacksfromcompetitors
seekingtheirmostprofitableandloyalcustomers;

2. Aggressive Campaign for Greater Market Share from Competitors:Allcompaniesfight
aggressivelyforalargermarketsharethantheircompetitors.Duringtoughtimesonlycompanies
offeringthehighestvaluepropositionatthelowestpricehavechancesofsurvival.So,inturbulent
andchaotictimesmanyofthecompetitorsmighthaveweakened.Acompanycanfindoutwhich
ofitscompetitorsareunabletowithstandthecompetitionbasedonwhethertheyareslashing
theirmarketingbudgetsandsalestravelexpenses.Insuchsituations,companiesmayputevery
efforttodeveloptheircorecustomersegmentsattheexpenseoftheirweakenedcompetitors;

3. Investment in Market Research to Know Customers Better: Every company is under
pressureintimesofeconomicdownturn.Eventhecustomersinthecoresegmentsmayswitch
tocompetitors.Intheseturbulenttimesitbecomesextremelyimportanttoknowthecustomers
toservethembetter.So,investmentsshouldbedoneinconductingmarketresearch.Companies
shouldreplaceold,tried-and-truemarketingmessagesthatnolongerresonatewiththecustomers,
withcommunicationswhichconvincethecustomerstoremainloyaltothecompany;

4. Focusing on and Maintaining the Marketing Budget:Manycompaniesconsidercuttingdown
costs by reducing their marketing budgets during an economic downturn. However, experts
(Williamson&Zeng,2009)believethatrecessionistheworsttimestothinkaboutcuttinganything
inthemarketingbudget.Thecompetitorsofanycompanywilldoaggressivemarketingtothe
corecustomersofthecompany.So,itbecomesimportantforacompanytoretainitscustomers
byincreasingitsmarketingbudget.Companiesshouldalsoinvestinattractingnewcustomer
segmentsduringthesetimesofturbulence;

5. Emphasis on Core Values and Focus on Safety:Consumersadoptacautiousapproachduring
turbulenttimes.Theyareconcernedmoreaboutwhethertheirmoneyisinvestedintheright
places.Theyneedtobeassuredaboutthesafetyandsecurityofthecompanyanditsproducts
andservices.Companiesshouldassuretheircustomersthatdoingbusinesswiththemissafe.
Companiesshouldalsosellonlythoseproductsandserviceswhichmakethecustomersfeelsafe;

6. Elimination of Marketing Programs not Working Quickly:Companiesshouldkeepaclose
watchontheirmarketingbudgets.Stakeholdersalwaysscrutinizemarketingbudgetsbothingood
timesandalsoinbadtimes.Companiesshouldeliminateineffectivemarketingprogramsbefore
competitorsspotthem.Otherwise,competitorsmaytakeadvantageoftheineffectivemarketing
programsofacompanyandcapitalizeonthem;



International Journal of Business Strategy and Automation
Volume 1 • Issue 1 • January-March 2020

48

7. Maintaining Prices of the Best Brands:Companiesshouldnotdiscounttheirestablishedand
mostsuccessfulbrandsintimesofeconomicdownturn.Discountingthebestbrandssendsout
negativesignalstothemarket.Oneindicationmaybethatpreviouslythebrandswerepricedtoo
high.Anotherindicationmaybethattheproductswillnotbeworththepriceinthefutureonce
thediscountsaregone.Acompanytryingtotargetprice-sensitivecustomersshouldcreatea
newbrandwithlowerpricestoprotectitspremiumbrand.Thisstrategywillhelpacompanyin
keepingbothvalue-consciouscustomersandpremiumcustomerssatisfied.Premiumcustomers
maystillbewillingtopayforthehigh-pricedbrands.Thecompanymayconsiderdiscounting
thevalueproductlineoncethedownturnisover;

8. Protecting the Strong Brands and Losing the Weak Brands:Companiesshouldfocuson
makingtheirstrongbrandsandproductsevenstrongerduringtheturbulenttimes.Atthesame
time,companiesshouldrethinkinvestingtime,energy,money,andresourcesonmarginalbrands
orproductsthatlackstrongvaluepropositionsandasolidcustomerbase.

Variouscompanieshaveanalyzedandunderstoodthedynamicandturbulentsituationsarising
duetoeconomicdownturn.Thecompanieshavedevelopedmarketingstrategiesandalsoexcelled
inthecompetition.

3. UNDERSTANDING THE CHANGES IN THE ENVIRONMENT

Dramaticchangeshavetakenplaceinthemarketingenvironmentovertherecentyears.Changeshave
takenplaceintheeconomic,natural,andtechnologicalenvironments(Rollinsetal.,2014).Marketers
hadtoadaptthemselvestoeconomicdownturnsandrecessions.Thesenewmarketingrealitiesmake
itmoreimportantthaneverformarketerstobeholisticinwhattheydo(Elliott,2009).

Marketershavetounderstandthechangestakingplaceintheenvironmentandrespondquickly
tothosechanges(Rollinsetal.,2014).Marketershaverealizedthatformanyoftheirproducts,the
coveted18-to34-year-oldagegroupistheirtargetsegment.Starwoodconductedmarketresearch
formorethansixmonthsinthebabyboomermarket.Afterthatthecompanylauncheda“styleat
asteal”initiativetoofferaffordablebutstylishhotelalternativestoitshigh-endW,Sheratonand
Westinchains.Thecompanyalsorealizedthatsomeofitsconsumersdemandedboththriftandluxury
simultaneously.Forthemitintroducedtwonewlow-costchains:Aloft,whichwasdesignedforurban
peopledesiringloftapartments,andElement,suitesforthepremiumsegmentwithalltheamenities
ofmoderndailylives,includinghealthyfoodchoicesandspa-likebathrooms(Welch,2009).

4. UNDERSTANDING THE PSyCHOLOGy OF CONSUMERS 
DURING ECONOMIC DOwNTURN

Psychologyofconsumerschangedduetorecession.Onerelevantquestionis:“Didnewconsumer
spendingpatternsduringthe2008-2009recessionreflectshort-term,temporaryadjustmentsorlong-
term,permanentchanges?”(Sullivan,2009).Someexperts(Sullivan,2009;Hamm,2008)believe
thatrecessionandtheresultingeconomicdownturnhaveforcedconsumerstobecautiousinjudging
theeconomicsituation.Recessionhasfundamentallyshakenconsumers’faithintheeconomy.Ithas
madethemwiser inevaluatingtheirpersonalfinancialsituations.Consumersexercisecautionin
mindlessspending.Willingnesstocomparisonshop,haggle,andusediscountsareslowlybecoming
thenorm.Otherexperts(Rollinsetal.,2014;Welch,2009;Deckler,2008)believethatrestrictionin
spendingresultedfromatemporaryeconomicconstraintanddoesnotreflectafundamentalbehavioral
changeofconsumers.Theseexpertsbelievethattheaspirationsofconsumersarethesameandhave
beensubduedbyrecession.Spendingwouldresumeoncetheeconomyimproves.
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5. UNDERSTANDING OF CUSTOMER REQUIREMENTS

Customersinvestcautiouslyduringtoughtimes.Customersmaytrytochangetheirwantsbasedon
whattheywillbeabletoafford(Layetal.,2009).Theymaychangetheirshoppingbehaviorsand
theplacesfromwheretheyshop.Duringtoughtimescustomersmayalsowanttoseeandhearfrom
afirmbasedonnotonlytheirrequirements,butalsobasedontheirindividualaffordability(Fine,
2009).Adownturngivesmarketersbetteropportunitiestolearnaboutwhatconsumersarethinking,
feeling,anddoing.Marketersalsoneedtoensuretheretentionoftheirloyalcustomers.Thismight
affectabrand’sprofitability(Quelch&Jocz,2009).

Firmsbringinanumberofchangesintheiroperationsforsurvivalduringrecession.Firmshaveto
decidewhetherthoseadjustmentsaretemporarytosuittherequirementsduringtoughtimesorwhether
theyarepermanentshifts(Fine,2009).ThisissueisexplainedwellbyEatonCEO,AlexCutler.He
urgesfirmstolookforwardduringarecession.Henoted,“Itisatimewhenbusinessshouldn’tbe
assumingthatthefuturewillbelikethepast.AndImeanthatinvirtuallyeverydimensionwhether
itiseconomicgrowth,valuepropositions,orthelevelofgovernmentregulationandinvolvement.”
(Bartiromo,2009).

Researchhas found that consumersbecome frugal in spendingduring tough times (Hamm,
2008).AsurveyconductedbyBooz&Companybasedon1000UShouseholdsfoundthatpeople
areinterestedincuttingbackontheirexpensesbyeatingathomemoreandsacrificingtheirhobbies
andsportsactivities.Thesurveyfoundthat43percentwereeatingathomemore.25percentwere
savingmoneybyspendinglessontheirhobbiesandsportsactivities(Hamm,2008).Consumers
whohaveexperiencedrecessiononcearewillingtocontinuewithsimilarlifestyleswhichtheywere
followingduringrecessionevenwhentheeconomyimproved(Fine,2009).Recessionhascaused
amajorshiftinconsumerconfidenceandtheirspendinghabits.Thiswasnotedbyaretailanalyst,
“Momswhousedtobuyeverymemberofthefamilytheirownbrandofshampooarebuyingone
bigcheapone”(Porter&Heim,2008).

Consumersalwayslookforthebestvalueatthelowestprice.Thisbecomesevenmoreimportant
duringrecession(Porter&Heim,2008).Consequently,thevalueprovidedbyacustomertoacompany
andtheprofitabilityobtainedfromthevalue-consciouscustomersmaybeaffectednegatively.So,a
companymightincurlossesunlessitunderstandsthepsychologyofitscustomersduringtoughtimes
(Jakob,2013).Companiesneedtomodifytheirmarketingprogramsbasedonnewinsightsgained
fromcustomers.Forexample,OldNavyhadtoabandontheideaoftargetingtheiryoungcustomers
withtrendierclothing.Instead,OldNavygeneratedhigherrevenuesbytargetingabrand-conscious
momshoppingforherselfandthefamily(Porter&Heim,2008).

CompanieslikeDollarGeneral,FamilyDollar,BigLots,andDollarTreewhichwerepreviously
considered as unfashionable, are gaining popularity. This popularity may be attributed to some
extenttotheeconomicdownturn.Thesefourbiggestplayersinthecategorygenerated$26billion
insaleswith20000storesandgrossmarginsof35percentto40percent(Hamm,2006).Pricesof
theproductssoldbythesecompaniesareverylow.Thepricerangeoftheitemssoldisbetween$1
and$10.However,thecompaniesdevelopedasimpleandsuccessfulstrategytoattractandswitch
customersfromTargetandevenWal-Mart(Fortt,2009).Thestoresofthesecompaniesaresmall
andeasy-to-navigate.Theyaresituatedinexpensiverealestatelocationswhereparkingfacilities
areavailable.Thecompanieskeptoverheadcostslowbylimitinginventorytomostlyinexpensive
overstocks,oddlots,andbuyouts.Thecompaniescutcostsbysimpleinexpensivestoredécorand
dependmoreonword-of-mouththanotherformsofpromotion.Thecompaniesalsorequesttheir
customerstopayinpersonandincash.Thishelpsthestorestoavoidtheexpenseofprocessingalot
ofcreditcardpurchases.Italsohelpsthestorestoavoidelaborateinternetmarketingorsupporting
asignificante-commercepresenceonline(Williamson&Zeng,2009).Sincethecustomerspayin
personandtakethedeliveriesthemselves,thestoresarealsoabletocutdowntheirdeliverycosts
(Quelch&Jocz,2009).
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6. UNDERSTANDING THE FACTORS INFLUENCING 
CONSUMER CONSUMPTION

Anumberoffactorsinfluenceconsumerconsumptionduringaneconomicdownturn.Marketersshould
studythosefactorscarefully.Occupationsofpeopleinfluenceconsumptionpatterns.Marketersmake
everyefforttoidentifytheoccupationalgroupsandtheirproductpreferences(Sands&Ferraro,2010).
Marketerstrytotailorproductsforcertainoccupationalgroups.Computersoftwarecompanies,for
example,designdifferentproductsforbrandmanagers,engineers,lawyers,andphysicians.

Recessionof2008-2009madeitclearthatboththeproductandbrandpreferencesofconsumers
aregreatlydeterminedbytheireconomicconditions:spendableincome(level,stability,andtime
pattern),savingsandassets(includingthepercentagethatisliquid),debts,borrowingpower,and
attitudestowardsspendingandsavings(Sullivan,2009).TheluxurybrandssuchasGucci,Prada,
andBurberryareaffectedthemostbyaneconomicdownturn.Marketersofsuchbrandsmaytake
precautionagainstsuchdownturnsbyredesigning,repositioning,andrepricingtheirproductsorby
introducingnewbrands.Theymayalsoprovidediscountssothatthetargetcustomersmaycontinue
toreceivevaluefromthebrands.

The purchasing power parity of consumers depends largely on disposable income, prices,
savings,debt,andcreditavailability.Aneconomicdownturnaffectsallthesefactorswhichdetermine
purchasingpower,willingness,andaffordabilityofconsumerstobuy.Therecenteconomicdownturn
of2008-2009clearlyindicatedthattrendsaffectingpurchasingpowercanhaveastrongimpacton
business,especiallyforcompanieswhoseproductpricesarehighandwhosecustomersareprice-
sensitive(Sullivan,2009).

7. REVIEw OF BUDGET ALLOCATIONS

Expensesincurredbyafirmmaynotchangebecauseofrecession.So,budgetallocationcanbea
stickyaffairformanyfirmsandwillnotchangewithchangesinthebusinessenvironment.Business
environment,ontheotherhand,maychangeveryfastwithimprovementintechnologyandseveral
other macro and micro-economic factors. For example, the vast penetration of the Internet, and
improvedfunctionalityofmobilephoneshavechangedthemarketingenvironmentdramaticallyin
therecentyears(Sands&Ferraro,2010).

Arecessionprovidesanyfirmwithanopportunitytoreviewitsbudgetallocationintheever-
changingbusinessenvironment.Itgivesanopportunitytounderstandhowthefirmhasbeenmanaging
theirexpenses.Reviewofbudgetallocationgivesanindicationofwhethermoneyhasbeenallocated
optimallytotherequiredareas.Itmayopenuppromisingnewoptionsandeliminatethoseventures
whichdonotgeneratesufficientrevenueandarenolongerprofitableforthefirm.Underperforming
areasmaybeidentifiedandeliminated,andtheresourcessavedmaybedeployedinotherpromising
ventures.

Firms have applied the above-mentioned strategy in areas like marketing communications.
T-Mobilecreatedspontaneous,large-scale,interactivecommunicationstoconveyitsbrandpositioning
that“Life’sforSharing”andgeneratedenormouspublicity(Tayloretal.,2009).Its“Dance”video
whichfeatured400dancerswasviewedmillionsoftimesonYouTubeandcommunicateditsbrand
positioning(Taylor,Nichols,Kerner,&Charbonneau,2009).

Firmshavealsoincreasedtheirexpensesonmarketingactivitiesduringrecession.Firmslike
Century21andRedRobingourmetburgersincreasedtheirInternetmarketingactivitiesduringthe
recession(Kirtiş&Karahan,2011).Thereareinstanceswherepatientsstoppedvisitingdoctorsduring
recession.InUSAmanydentistsrealizedthisandincreasedpersonalcommunicationswith their
patientsthroughanumberofmarketingcommunicationtoolslikee-mailnewsletters,personalized
callstosetupappointment,andevenTwittermessagestosharenewproductorservicedevelopments
(Kirtiş&Karahan,2011).
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8. INCREASING INVESTMENT DURING ECONOMIC DOwNTURNS

Marketersarguewhetheritisadvisabletoinvestduringarecession.Firmsbecomecautiouswhile
investingduringeconomicdownturns.Also,economicdownturnforcescompaniestoenterunexplored
territories.Evidencesuggeststhatthosewillingtoinvestduringeconomicdownturnshave,onaverage,
faredbetterandimprovedtheirfortunesthanthosefirmswhochosenottoinvest(Layetal.,2009).

Theamountofinvestmentwhichafirmdoesisimportant.However,whatmattersmoreisthe
mannerinwhichthatinvestmentismade.Firmsmakinginvestmentsduringtimesofrecessionneed
torealizethattheyshouldexploitthemarketplaceadvantagessuchasanappealingnewproduct,a
weakenedrival,ordevelopmentofaneglectedtargetmarket(Jakob,2013).Marketersneedtoanalyze
thepotentialupsideandpositivefeedbackofanincreasedinvestmentbeforemakingsuchinvestments.
Firmsshouldbeconfidentthattheywillbeabletoseizemarketopportunities.Therearecaseswhere
firmshaveinvestedduringrecessionsandgeneratedpositivereturns(Layetal.,2009).

General Mills was aware of recession. Nevertheless, the company increased marketing
expendituresforthe2009fiscalyearby16percent.Thisresultedinincreasedrevenuesby8percent
to$14.7billion,and increasedoperatingprofitby4percent.Thedecisionwasexplainedby the
CEOofGeneralMills,KenPowellas:“Inanenvironmentwhereyouhaveconsumersgoingtothe
grocerystoremoreoftenandthinkingmoreaboutmealsathome,wethinkthatisagreatenvironment
forbrandbuilding,toremindconsumersaboutourproducts.”(Fine,2009).UKsupermarketgiant
Sainsburyalsoincreasedadvertisingexpensesduringrecessionanditpaidoff.Sainsburylaunchedan
advertisingandin-storepoint-of-salecampaigncalled“FeedYourFamilyforaFiver”.Thecampaign
wasinlinewithitscorporateslogan,“TrySomethingNewToday”.Itencourageditscustomersto
buynewrecipesthatwouldprovidemealstofamiliesforonly£5(Boyle,2008).

9. COMMUNICATION OF VALUE PROPOSITION

Firmstendtobeoverlyfocusedonlyonpricereductionsanddiscountsduringrecession.However,
thismayaffectthebrandequityandpriceintegrityforthefirminthelongrun(Scarpelli,2009).
Duringrecession,itbecomesmoreimportantforanyfirmtoreinforcethevaluebyitsproductsand
brands.Thefirmshouldincreaseandclearlycommunicatethevaluetheirbrandsoffer.Firmsshould
communicatethebenefits–financial,logistical,andpsychological–providedbythemcompared
with the competition (Williamson & Zeng, 2009). Communication about value becomes even
moreimportantforexpensiveitems.Forexample,duringtherecentrecession,GEchangeditsad
messagesforthe$3500Profilewasher-and-dryersettoemphasizeitspracticality.Thecommunication
emphasizedtheuseofsoapandwaterperloadtoreducewaste.Also,theproductisgentleonclothes.
Thisextendsthelifeofclothestherebyincreasingthevalueoftheproducttothecustomers(Heim,
2008).

Duringrecession,customersbecomeconsciousaboutvalueformoneymorethanever.Marketers
shouldmonitorthepricesoftheirproductsregularlyandensurethattheirpricesreflectgoodvalue
fortheircustomers(Elliott,2009).Companiessometimesreducepricesfortheirproductswhenthey
understandthatthecustomersperceivethepricestobetoohighcomparedtothevaluetheyperceiveto
receivefromaproduct.Procter&Gambleadoptedsuchanapproachtoreducepricesincertainproduct
categoriesinwhichbrandswereperceivedascostingtoomuchcomparedwithcompetitiveproducts
(Heim,2008).Atthesametime,thecompanylaunchedcommunicationsabouttheinnovativeness
andthevaluedeliveredbysomeofitsbrandsandjustifiedthepremiumpricescustomersneedto
payforthosebrands(Heim,2008).AdsforBountyclaimedthatitwasmoreabsorbentthanother
brandsofpapertowels(Elliott,2009).HeadlinesinprintadsforOlayProfessionalPro-X’sIntensive
WrinkleProtocolproclaimed,“AsEffectiveatWrinkleReductionasWhattheDoctorPrescribed.
AtHalfthePrice.”(Elliott,2009).
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HamburgerHelper is another companywhich respondedwell to the tougheconomic times.
Launched in1971, the inexpensivepasta-and-powderedmixHamburgerHelperwasdesigned to
quicklyandinexpensivelystretchapoundofmeatintoafamilymeal.Anestimated44percentof
eveningmealsarepreparedinlessthan30minutes.Thereisstrongcompetitionfromfast-fooddrive-
throughwindows,restaurantdeliveries,andprecookedgrocerystoredishes.Basedonsuchtough
competition,itappearedthatHamburgerHelper’sdaysofprosperitywerenumbered.Thecompany
conductedmarketresearchanddiscoveredthatsomecustomersdonotwantthefastestmicrowaveable
solutionpossible.Customersalsowantedtofeelgoodaboutthemannerinwhichamealisprepared.
Somecustomersonanaverageprefertouseatleastonepotorpanand15minutesoftime.Based
onthisinformation,HamburgerHelperstartedintroducingnewflavorsofhamburgerstoattractthe
customerswithchangingtastetrends.Thecompanywasabletoincreaseitssalesby9percentin
2009evenduringtheperiodofeconomicdownturn(D’Innocenzio,2009).

10. FINE-TUNING OF BRAND AND PRODUCT OFFERINGS

Marketersshouldensurethattheirproductsandbrandsarekeepingpacewiththechangingtime.Right
productsneedtobesoldtorightcustomersintherightplacesandtimes(Elliott,2009).Companies
shouldreviewtheirproductportfoliosandbrandarchitectureregularlytoensurethatthebrandsare
clearlydifferentiated,targeted,andsupportedbasedontheirproducts(Elliott,2009).

Luxurybrandsmaybenefitfromlower-pricedbrandsorsub-brandsintheirportfolios.Aclassic
exampleisArmani.Armaniclassifiesitsproductlineintothreedifferentcategoriesbasedonstyle,
luxury,customization,andprice.InTierI,thecompanysellsthemostexpensiveandcustom-made
coutureproductslikeGiorgioArmaniandGiorgioArmaniPrive.Boththebrandssellforthousands
of dollars. In Tier II, Armani sells products which are of young, modern, and more affordable
styleslikeEmporioArmani.ItalsosellsArmanijeanswhichconveytechnologyandecology.Tier
IIIbrandshavethelowestprices.Thesebrandsaremoreyouthfulandstreet-savvyandaresoldat
retaillocationsincitiesandsuburbanmalls.OneofthebrandssoldinthiscategoryisAIXArmani
Exchange.Thebrandarchitecturehasbeendesignedsuchthateachextensionreflectsthecorepromise
oftheArmanibrandwithoutdilutingitsimage.Atthesametime,thecompanyhasensuredthat
cleardifferentiationexists.Thishelpsinminimizingcustomerconfusionandbrandcannibalization.
Duringthetoughtimesofrecession,thebrandsinTierIIIhelpArmaniingeneratingrevenueand
maintainprofitability(Martin,2008).

Differentbrandsappealtoindividualsofdifferenteconomicsegments.Thebrandswhichtarget
customersatthelowerendofthesocio-economicspectrumareexpectedtogeneratehigherrevenue
thanhigherbrands.Thisbecomestruerduringthetoughtimesofrecessionwhencustomersbecome
consciousaboutpricesandlookforoptimumvalueatthelowestprice(Heim,2008).Forthisreason,
value-drivencompanieslikeMcDonald’s,Wal-Mart,Costco,Aldi,E*TRADE,SouthwestAirlines,
andIKEAareabletosustainandalsobenefitthemostduringthetoughtimes(Martin,2008).

Toughtimesalsoindicatethatcompaniesneedtohavearelookattheirproductportfoliosand
prunebrandsorproductswithdiminishedprospects.Intherecessionfollowingthe9/11tragedy,
Procter&GambledivestedsomeofitsstagnantbrandslikeCometcleanser,Folgerscoffee,Jifpeanut
butter,andCriscooil.Instead,thecompanyconcentratedonhighergrowthopportunitiesforitsother
brandswithmuchsuccess(Martin,2008).

11. FOCUS ON PRICING

Consumers become conscious about price during economic downturn. Many consumers found
themselvesunabletosustaintheirlifestylesintheeconomicdownturnof2008-2009.Insuchtough
situations,manyconsumerswereforcedtocutdownontheirdesires,boughtmoreforneed,and
tradeddownmorefrequentlyinprice.Theyavoidedconspicuousconsumption.Asaresult,thesalesof
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luxurygoodssuffered.Luxurybrandswhichhadnoissuesinsellingwerechallengedandscrutinized
(Horovitz,2010).AlmostonemillionU.S.patientstraveledoverseastocutdownoncostsandreceived
medicaltreatmentsincountrieslikeIndiawithmedicalfacilitiesatalowerprice.Sometimes,this
happenedattheurgingofU.S.healthinsurancecompanies(Rice,2010).

Somecompaniescancommandapricepremiumiftheirofferingsareuniqueandrelevantenough
toalargemarketsegment.PangeaOrganicsexpandeddistributionofitspricey$8and$50oilsbecause
ofenvironmentallyfriendlyformulationsandclever,seed-infusedpackaging(Greene,2009).

Firmsadoptstrategiessothattheyarewell-positionedtotakeadvantageofgoodandbadeconomic
times.OnesuchfirmisSnapFitness.Severalgymchainsstruggledduringrecession.Fitnessisviewed
asaluxuryandconsumerstrytocutdowncostsonsuchproductsduringrecession.Ballys’Total
Fitnessfiledforbankruptcytwice(Perlroth,2009).However,24-hourSnapFitnessactuallyexpanded
thenumberofitsclubs,anditsrevenuedoubledduringthetoughtimesofrecession(Perlroth,2009).
Thecompanywasabletoachievethisevenafterchargingonly$35permonthwitheasycancellation
fees.Thesecretofthissuccesswasbasedonano-frillsapproachreinforcedbythemotto,“Fast,
Convenient,Affordable”(Ebenkamp,2009).Thecompanyhassmallgyms,eachonly2500square
feet.Thegymstypicallyhavefivetreadmills,twostationerybikes,fiveellipticalmachines,andweight
equipment.Thecompanycutsdownonitscostsbynothavingsparooms,on-sitechildcare,andjuice
bars.Onlyfewoftheclubshaveshowers,andmostofthemarestaffedonly25to40hoursaweek.
Thecompanyhasdesigneditstargetsegmentjudiciously.Thetargetmarketis35-to55-yearold
marriedindividualswithkidsandwholivenearby.Thecustomersarebusyenoughthattheycannot
affordmorethananhouradaytogotothegym.

Theeconomicdownturnduring2008and2009alsoaffectedthesemiconductorindustry.Asa
result,overallconsumerelectronicssalesandbottomlinewereaffectedforcompaniesinelectronic
business.Tosustainandsurviveintoughsituations,Samsungslashedprofitmargins,decreasedits
production,andcutinventories.Basedonthisstrategy,Samsungrecordedhighquarterlyprofitsat
theendof2009despitesignificantlysmallerprofitmargins(Carnoy,2009).

12. DISCUSSION

Firmsfacechallengesduringthetoughtimesofrecession.Somefirmsareabletowithstandrecession
andflourishduringrecession.Otherfirmswhichdonothaveproperstrategiestohandlerecession
perish.Thepaperdiscussedvariousstrategieswhichafirmmayundertakeduringrecession.Ina
recession,marketersmustconcentrateandexplorethepositiveaspectsofincreasinginvestments,
gettingcloser to theircustomers, reviewbudgetallocations,put forth themostcompellingvalue
proposition,andfine-tunebrandandproductofferings.Thepaperdiscussedthedifferentprosand
consofthedifferentstrategieswhichafirmmaytakeduringrecession.Itisarguedthatalthough
majorityofthefirmshesitatetoinvestduringarecession,thosefirmswhoarewillingtotakerisk,
thosewhoinvestwiselyduringrecession,andthosewhohaveproperstrategiesinplaceforrecession
haveanadvantageoverfirmswhoarenotwillingtotaketherisk.

The paper will help both the academicians and practitioners. Academicians may study the
marketingstrategiesadoptedbyfirmsinfightingrecession.Basedontheknowledgeofrecession,
marketscenario,and themarketingstrategies,academiciansmaysuggest futurestrategieswhich
mightbenefit firms in the tough timesofeconomicdownturns.Marketersandpractitionersmay
analyzethemarketingstrategiesadoptedbythosefirmswhoexcelledduringthetimesofeconomic
downturn.Basedontheanalysis,firmsmaychoosetheeffectivemarketingstrategiestoexcelduring
timesofeconomicdownturn.
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13. CONCLUSION

Recessionalwaysposesthreatstofirmsbymakingthebusinessenvironmentturbulentanduncertain.
However,firmsmayfightbackrecessionandwinagainstitbydevelopingproperstrategies.Thepaper
focusedonthosestrategiesandwiththehelpofdifferentexamplesaimedtoestablishthefactthat
recessiondoesnotnecessarilyposeonlythreatstobusiness;itmayalsogenerateopportunitiesfor
firmswhoarewillingtotakethechallenge.Asalreadymentioned,futureresearchersandfirmsmay
analyzethemarketingstrategiesadoptedbyfirmsduringrecession,andidentifythemosteffective
setofstrategiesforafirmtobeadoptedduringthetoughtimesofeconomicdownturn.
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