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Abstract

In big companies, marketing departments are adopting ‘holistic
marketing’ which means the growing interest of companies to use a lot of
marketing methods to communicate with their customers. Advertising
agencies are trying to figure out ways to give a better customer experience
and they also are looking for ways to make the shopping experience more
interesting. In this article marketing plans for difficult economic conditions
will be examined and discussed.

Introduction

Although many marketers see the advantages of a holistic approach to
their marketing, many may be slow to adopt it because of practical
complications.

We know that money for marketing comes from marketing budgets.
But in the new world of holistic marketing, the lines between marketing and
other business activities are blurring. Marketers have responded in two ways.
They are looking for new places to put advertisements, and they are
beginning to see any contact with a consumer as a marketing opportunity.
The idea is to engage the customer wherever he or she happens to be. In
other words it is a holistic approach to marketing.

In the main part of the article we are going to consider some points
which companies should keep in mind when making plans for difficult
economic conditions.

Surviving tough marketing times

It is a mistake to cut the budget for market research, because we need
to know more than ever how consumers are reacting to a downturn. In
challenging times consumers take longer searching for consumer products
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and negotiate harder for price reductions. They are more interested in delay
purchases, trade down to cheaper models or buy less, sometimes not to buy
at all. Must-have features of yesterday are today‘s can-live-withouts. Strong
brands are especially valued and continue launching products successfully,
but interest in new brands declines.

We can compare a corporate brand with a human reputation. It is
something of great value. Strong brands have a real traction in the
marketplace. They have a number of important qualities:

= High levels of awareness: people know about them and recognize
them when they see them. That might be the physical product, or the visual
identity, the design manifestation. But recognition is not enough.

= A set of appealing and persuasive ideas and perceptions that enable
the end user, the target audience to know whether or not this is a brand for
them.

The main function of a brand is to enable the customer to choose one
thing from another-often in markets where there is very little actual
difference between the products.

Let us consider the main ideas in the article:
* Maintain marketing spend

Many companies plan their marketing budget based on the previous
year and how much they’re willing to spend on marketing. This is a great
way to hold yourself back from achieving your sales goals, or to spend too
much on wasted efforts.

Challenging times are not the time to cut back on advertising. It is well
documented that brands that increase advertising during an economic
slowdown, when competitors are reducing their advertising, can improve
market share and profits. And they can do this at lower cost than during good
economic times.

It is of great importance to invest in markets that may take some time
to grow: you have to look for newness, look for what is happening next. In
challenging time we should forget the calculator. Market research that is the
main way to understand the situation, the people from different countries and
what they want.

Brands may be able to negotiate better advertising rates. If you have
to reduce your marketing spend, you should try to maintain the frequency of
advertisements by changing from 30-to 15 second advertisements, replacing
radio with television advertising, or increasing the use of direct marketing,
which gives more immediate sales impact.

= Adjust product portfolios

Marketers must recalculate demand for each item in their product lines

as consumers trade down to models that are good value, such as cars with
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fewer options. In tough times, multipurpose goods have advantages over
specialized products, and weaker items in product lines should be cut.
Gimmicks are out: reliability, safety and performance are in.

Product Portfolio Management capabilities:

1. Full product life-cycle coverage from idea to retirement

2. Market, sales and cost forecasting through an extensive Profit and
Loss (P&L) statement tool

3. Competitive intelligence monitoring & assessment

4. Registers to track the progress of releases and change requests

5. Business and market requirements analysis

6. Regulatory constraints tracking

7. Development planning

8. Consolidation of key product statistics (warranty returns, production,
sourcing, etc.)

9. Sourcing strategy and configuration modeling

= Support distributors

Companies should keep the distributors interested. Distributors are
under constant pressure to take on a new range or a new supplier. Any
manufacturer who becomes complacent about its distributor network is
putting it at risk. If it is good there will be many who want to steal it.
Distributor incentives and prizes, newsletters and constant support in the
form of visits are essential to keep the distributor interested and stop it being
tempted away.

Carrying large number of stock is risky. So companies should offer
financing and better returns policies to motivate distributors to carry your
full product line. With new products this activity is unproven. The moving to
low-priced distribution channels can damage existing relationships with
distributors and the image of your brand. However, it may be a good time to
drop weaker distributors.

» Adjust pricing tactics

Customers will be looking around for the best deals. It may not be
necessary to companies to cut list prices, but they may need to offer more
temporary price promotions, for example special offers or reductions. It may
also be useful to give better discounts for quantity.

There are seven price adjustment strategies: discount and allowance
pricing, segmented pricing, psychological pricing, promotional pricing,
geographical pricing, dynamic pricing and international pricing.

» Focus on market share

Market share represents the percentage of an industry or market's total
sales that is earned by a particular company over a specified period of time.
Market share is calculated by taking the company's sales over the period and
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dividing it by the total sales of the industry over the same period. This metric
is used to give a general idea of the size of a company in relation to its
market and its competitors.

In all but a few technology categories where prospects for future
growth are strong, companies are in competition for market share and, in
some cases, survival.

Investors look at market share increases and decreases carefully,
because they can be a sign of the relative competitiveness of the company's
products or services. As the total market for a product or service grows, a
company that is maintaining its market share is growing revenues at the
same rate as the total market. A company that is growing its market share
will be growing its revenues faster than its competitors. It’s the fact!

To stay competitive, companies should look carefully at their cost
structure. This will ensure that any cuts or consolidation activities save the
most money with the least impact on customers.

Market share increases allow companies to improve their profitability.
Companies are always looking to expand their share of the market, in
addition to trying to grow the size of the total market by appealing to larger
demographics, lowering prices, or using advertising.

Conclusion

In these tough and uncertain economic times, companies may deter-
mine that downsizing staff is its best course of action. But it is better to rea-
ssess, plan, and mobilize to win relevant new business. In addition, com-
panies can help make the downsizing process gracious and considerate, to
preserve:

= [ndustry reputation
= Client perception
= Company culture

Downsizing should be framed in a realistic, yet optimistic manner.
Companies should realize that it’s a tough experience and they have gently
to promote the positive: change often leads to better opportunities, and it can
motivate to evolve towards even greater heights. Not many people are
ultimately happier in their newfound positions after being laid off. It’s not
right to force someone to be ‘ok’ with this. Instead, companies must be
empathetic, listen, and encourage discussion on the pros/cons to release their
feelings, and then move on and upward!

Successful companies do not abandon their marketing strategies in
times of economic uncertainty; they just need to adapt them.
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N.Qasimova
Catin zamanlarda marketinq
Xiilaso

Boyiik sirkatlordo marketing sobalori 'biitiinctil marketing' qobul edir
ki, bu da sirkstlorin 6z miistorilori ilo tinsiyyst qurmaq {igilin bir ¢ox
marketing metodlarindan istifado etmasinin artmasidir. Reklam agentliklori
daha yaxsi bir miistori tocriibasi vermok liclin yollar1 miioyyon etmoyo
calisirlar vo alig-veris tocriibasini daha maraqli etmok yollarini axtarirlar. Bu
yazida ¢otin iqtisadi sortlor liclin marketing planlar1 arasdirilacaq vo mii-
zakira edilocak.

Bir ¢cox marketologlar marketings biitov bir yanasmanin iistiinliiklorini
baxsa da, praktik agirlasmalardan otori bir ¢oxlart bunu gobul etmok {igiin
yavas ola bilarlar.

Mogalonin asas hissasinda biz ¢atin iqtisadi sorait planlar1 hazirlayar-
kon sirkotlorin nozors alinmasi lazim olan bozi magamlart nozordon kegi-
rocayik.
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H.KacymoBa

MapKkeTHHT B CJIOKHBIX BpeMeHax
Pe3rome

B kpynHBIX KOMIAHUAX OTAENBI MAPKETUHIA IPUHUMAIOT «LEJOCTHBIN
MapKEeTHHI», KOTOPBIM OTpakaeT  pacTyllMid HHTEepeC KOMIIAHUWA K
MCIIOJIb30BAaHUI0 MHOKECTBA MApPKETMHIOBBIX METOJOB JUIsl OOLIEHUS CO
CBOMMHM KIUEHTaMH. PekjamMHble areHTCTBa MBITAIOTCS HAUTH CHOCOOBI
YIYYIIUTh KauecTBO OOCTYKMBAaHUS KIMEHTOB, a TaKXke HIILYT CHOCOObI
c/enarth MOKYNKH Oojiee MHTepecHbIMU. B 3Tol cTaThe OyayT paccMOTpEHBI
U O0CYXJEHbl MApKETUHIOBbIE IUIaHbl [UJISl CJOXHBIX SKOHOMHYECKHUX
YCIJIOBHA.

XOTsT MHOTHME MapKEeTOJIOTHM BHIAT NPEUMMYIIECTBA LEJOCTHOrO MOJ-
X0Ja K MX MapKeTHHIy, MHOTHE M3 HUX NPUHMMAIOT €ro He cpasy Mu3-3a
MPAKTUYECKUX CIOKHOCTEH.

B nanHOM yacTu cTraThe Mbl PACCMOTPUM HEKOTOPHIE MOMEHTHI, KOTO-
pble KOMITAHWM JOJDKHBI YYUTBIBATH NIPU COCTABJIEHUU IUIAHOB B CIIOKHBIX
SKOHOMUYECKUX YCIOBHUSX.

VcenenHple KOMIaHUU HE JOJIKHBI OTKa3bIBATHCS OT CBOMX MapKETHH-
TOBBIX CTpaTeruii B EPUObl SKOHOMUUECKON HEONPEAEIEHHOCTH; UM ITPOC-
TO HY’KHO K HUM aJanTUPOBATHCS.
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