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MIDLANDS BUSINESS FIGURES REVEAL THEIR OPINIONS ON A HOT TOPIC OF THE MOMENT

Is it sensible to scale back your marketing during the downturn?

ALAN BOYDEN, GROUP MANAGING DIRECTOR, BCS

“In Busiress winning 5 everylhing, Winning crders and, most
impartantly, the confidence of yous marketptace. fn any
deamturn thess will be winnerz and |osers 50 il's 3 case
of deciding which you wnt to be. The cheice is hide away
or et out and market your wares. It might burt your bottom
firss in fhe shoet erm and be a bitter pill to swaliow, bl the
amemialive may be a ot moce engatzlable. Undoubledly, those
wha invest m marketeg now will reap the rewards latee”

DR PETER HUGHES. MANAGING PARTNER,
COGHITION PR

“It"s more emportant than ever bo step up your marketing
daring 3 recession — particularty 1o your ensting costomer
database With market share becoming more costly to
acquire, securing 8 bigger share of each of your gusting

8 castomers and seeking relerrals should becoms the main
focus of your sakes 2nd marketing sralegy.”

JAMES TWIGG, FINANCE DIRECTOR AT ORCHID
BUSINESS COMPUTING

“In & downtem businesses often iry to protect the financeal
stahilify by cutting costs, and the most obwious afea i
markiting. My buginess is continueng bo imvest in PR and
marketing &5 we belkeve it's shortsgghted to cul spend, which
plays a large mbe in gaining sales 10 meet targols or just
benak even. This depends on the quality of the marketing and
fhat i the ulimate consideration that needs to be made.”

MARK SMITH, WEST MIDLANDS CHAIRMAN,
PRICEWATERHOUSECOOPERS

“hibvertising and marketing budgets ane the cost aneas that
typicalty gt cut first, despibe evidence that indicates companes
that maintain marketing spend through the lean tmes fare
betin in the long run. While shor-term Suls in advertising
may be inevitable in some circumstances, busmesses
should mantain 3 marknting presence and conhifud to invest
to aveid gving an advaritage fo their competitors.”

GUY ASHWORTH, HCK COMMUNICATIONS

“This is no fime 1o cut marketing communications spend
This is parficulary troe for PR, which s 2 highly effective
and relatively low-cost route te market for the business-to-
business secioe. Cymics might say this is simply enlightened
solf-interest. The challenge for us. however, is o ensure we
demonatrate the value in what we do. if you cannol measure
it thare's no point doeng it.”

HILARY CAMPTON, MARKETING CONSULTANT TO THE
WILSON ORGANISATION

*Markating ends 1o be first when it comes fo cost-cutting
Yot rather than abandoning it at the first signs of 2 downturn,
focus on proactive manketing and development activites {hat
will take you closer bo your target markets. Thes wil help you
stea! share from rivals too busy naval-gazing, Belts need to
behgmmwm'smwtammwwtmymam
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SAM NEATING, REGIONAL COMMUNICATIONS
MARAGER, LEARMING AND SKILLS COUNCIL

“When & downtum happens, companies ofien respond by
cutting marketing and advertising, But those that increase
spending significantly outperform compalifors. What we have
in 7008, which we didn’t have in previous raGESSIONS, and
advances in technology. Thare are many oplions — the
medis, webisites, biogs and online e-bulleting, 1S more
important than ever b seed, out new business and contacts :

LiZ CARTWRIGHT, CARTWRIGHT COMMUNICATIONS

“During & siowdown it's not realstic or censibile o rely on
gisting customers: it's importast t think ahout atfraciing
pew customers b secure 3 consictant pepsting of work,
Masdia coverage is @ cost-effective way of communscatng
fhe right metsages, espacially i you're a smaller beand in
2 compatitie market. By contingmg PR and marketing dunng
haarrder fimes, you stand out. 1t's vital fo wee marketing spénd
% an investment doreg the dowsrtum, not a0 expents,”

ALISTAIR WESSON,
REGIONAL MANAGING DIRECTOR, TENON

“it's asy 1o see marketing costs a5 an immedials $anng
a5 the economy starts to fighten. The esual argument s that
no-0ne can attord 1o bery 5o why bother? What's forgetien i
that peaple raquire good advice. What seate then in ceasing
{o market o the people who will be Crawng your gt
The only ssarankeed retult from short-benm Savings & 4 pooe
business pipaling when you mizst need i B be strong.”

JULIET COLLINGS, MANAGING DIRECTOR,
CORE MARKETING

*Wa need to go back I basics. Straamibing key MesSagEs.
emsuring thiey ane carsfully tarpeted 1o make the right impact
and stand out from the crowd. 1t's more imperative than
sver that busingsses reach out to customins and make
the mast of existing contacts and relationships, peacmg

g5 themsabves at the forefront of thiir markeiplace.”

IF YOU WOULD LIKE TO COMMENT IN A FUTURE POWER GF TEM PLEASE EMAIL SAM METCALF AT SAM METCALF@NEWSCO.COM
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