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To Cut or Not to Cut?

NThis 1 s not the time to
well documented that brands that increase
advertising during a recession, when
competitors are cutting back, can improve
market share and return on investment at
lower cost than during good economic
ti mes. O
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Effective marketing
solutions

A Strategy & marketing planning

A Customer satisfaction & retention

A New market entry

A Communications, PR and promotion
A Social media & on-line marketing

A Marketing audits & due diligence
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Marxketing In a KRecession

Top Strategies

1. Change the tactics not the fundamental
strategy

2. Spending on brand v. generating
opportunities

3. How is behaviour changing? - timing is
critical

4. Pick your targets carefully - customers &
competitors
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