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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;
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