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INTERVIEW

Branding In Bad Times

Hmndn are real bl? assets

ﬁ :‘ Fhat do the really smart guvs doin bad
times? They hold their marketing bud-

wets, And there are at least four sound busi-

ness reasons for thas;

® When the R word hits the market, most
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under the scanner. So the entire expendi-
ture in the category falls, And the guy who
hiolds his marketing spends suddenly has
a much higher share of vonce. The smart
guy knows that bad times give vou a free
plaving field. When there 15 less nmse i
the market, vou can only sound louder.

® When the media market shrinks, deals
abound, You end up getting much better
value for the same budgets.

® Your confidence infects the coo svstem.
Irade pushes your product harder, adding
to the extra share of muind vou have gener-
ated with the customer. Get the dnift?

, you'd do well to remember that!

®  Finally, when things turn around, folks will
always remember the good stull that they
used 1 bad tines,

When 911 happened, most arhines hon-
chos just shrunk into their corner rooms.:Lat-
erallv. Investiment budgets were cut. Market-
ing budgets disappeared, salaried were fro-
zen... all the now familiar stuff, Most were
dead certain that the world will stop fiving
from 12th September. In the face of tlus
gloom, a certamn M Ahmed Makhtoom or-
dered § 26 bn worth of aireralts and also upped
hiz marketinge ]1|1L,]j_1r.'1 =, Emiirates haven't <een
a drop of red ink since then, Apple has not cut
back 4 penny from their orginal plans or got
ridd of a single person n an economy that wall
shed close to a million people by the end of
the vear, Moral of the story: Sound offerings
1u~.1[]u|u+|11". ‘eadership will abways back them-
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What Slowdown? Take the Brand
Loyalty solution and innovate

An unbeatable time for | unprr.:ﬂ.mg consumer Ehpf.‘I’IEHLL"

"("'TI:L:L cazh flows are-starved. the customs-
ers become more reluctant to spend
their limted cash. 5o they are more careful
about who receives their business, During the
Great Economie Recession of the 19305,
Tu‘.up!t: were so ghort of L'il.‘i-il, III'll;.'_'l- often were
dependent on creditat certain =tores. hat
hard earned trust was consudered a two way
arramrement. In return tor the credit during
cash shortages, customer lovalty was nurtured
that continued even when the cconomy -
pr.:m_-l]_ It Became a 1.::!:111:|.u:u]ﬂ.|4.'1' for those
who lwved throueh the Great Depression; to
retain this lovalty for thew entire lives.

S0 it's not enough to expand marketing ef-
forts and toinerease sales statl to gain market
share, Those contrarian activitics are impor-
tant in recessions W retamn and expand your
company’s customer base, Al the same tme,
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it"s crucial that vour products meet the proms
15es made in those marketing maternials, A
customer, who feels as if their needs were 1g-
nored (taken for granted), will take their po-
tential for long term lovalty to your competi-
lors. A pronuse kept on brand performance
can still build lifetime lovalty and create cus-
tomer evangehsts who wall spread vour word.
Bramd lovalty becomnes even more crucial to
business survival when money 15 tight. A
brand lovalty solution delivers on three prom-
iges: 4. Take opportunity to mteract and min-
gle with consumers, when vour competition
1% potentially not; b, Encash on the mand share
of eustomers; ¢. Capitalise on the emotional
benefit vour brand enjovs which has resulted
in a =tgnificant heart-share of customers. An
unbeatable opportunity to put distance be-
tween vou and vour competitors! B8
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