








“My ad isn’t getting the results I used to get, isn’t anyone reading your
paper these days?”

When the economy contracts, people will naturally try to cut their spending in any
way they can. They will not go out to dinner so often or will go to less expensive
restaurants, they will try to get another year out of the old car, or they put off
remodeling the kitchen. This means that there are fewer dollars being spent on

any given good or service in your market. An advertiser may see a measurably
smaller response to their advertising because of this contraction. What they can not
measure is how much of a decline in business they would have seen if they were not
advertising. If the customer wishes to maintain the same level of profitability in an
economic downturn, they need to take share away from competitors. To do this they
must increase their program. The question is not “can they afford to advertise in a
tight economy?’ the question is “Can they afford to not advertise when they need a
larger share of the market just to maintain the status quo?” Maintaining their current

program is a life preserver for their business — increasing their representation
is a Jet-ski.

“Here I come to save the day!”

Advertising is always important, but in tough economic times it is critical. At a time
when our clients are concerned about the economy, we need to use all of our selling
skills and persuasive powers to help them make the right decisions for their business.
The Wal-Mart’s of the world will weather the economic storm with flying colors due
to their size and financial reserves. Our advertisers need our help to keep their heads
above water. In times of recession we are an important part of keeping our advertisers
and our local economies strong. The choice is simple, people can take a beating from
the economy or they can fight back. When times are tough, our job is to give our
customers the tools they need to not only survive but thrive in a tight economy.



