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Introduction

An analysis of decision-making in the “recession bunker” – where your customers and prospects plan

(misguided) recession strategies

A hemorrhoid, a toothache, and a recession

Mr. Obama's new chief of staff, Rahm Emanuel, is as "take charge" as they come. Democratic strategist Paul
Begala recently described Emanuel's aggressive style as a "cross between a
hemorrhoid and a toothache" then added, "I love Rahm, but that's a small
group of us."

But speaking before a Wall Street Journal conference of top corporate chief
executives Emanuel shared one sentence that summed up an opportunistic
view we would all do well to embrace. Said Emanuel,

"You never want a serious crisis to go to waste."

How great is this? Emanuel continued, "Things that we had postponed for too
long, that were long-term, are now immediate and must be dealt with. This
crisis provides the opportunity for us to do things that you could not do
before."

These are great lines and a great point of view that casts "crisis" as a friend to constructive change. For your
clients who have stopped buying because they are paralyzed by their own economic crisis, this is a different
way of looking at the same set of circumstance that calls to action, and companies in action will be more likely
to be buying product and services from you.

What changes are needed at your client's company? Are there old products that should have been retired
years ago? Your client's customers who might be angered by a product being discontinued might shrug it off in
a recession.

Are there departments that need restructuring? Reorganizations that would devastate employee morale can
be just seen as business as usual in a recession.

Are there new products, departments, or ideas that need to be pushed to the front burner? Company politics
will step aside if helps get through the recession.

When you sell in a time of economic crisis, part of your mission is to advocate for proactive change. As we
move into a new year, Emanuel's line sums up the proactive point of view both you and your clients will find
greater success by embracing.

Read about Emanuel's comments in the Wall Street Journal
http://jgordon5.typepad.com/sales_training_blog/2009/01/a.html

http://jgordon5.typepad.com/sales_training_blog/2009/01/a.html
http://jgordon5.typepad.com/.a/6a00e008c580cf88340105364da8a1970c-p
http://online.wsj.com/article/SB122721278056345271.html?mod=googlenews_wsj


3

Recession potential: ready to "shuffle the deck"?

A study done by consulting firm Bain & Company found that more than a fifth of companies in the bottom
quartile in their industries jumped to the top quartile during the last recession. Meanwhile, more than a fifth
of all "leadership companies"-those in the top quartile of financial performance in their industry-fell to the

bottom quartile.

This makes the case that recessions, while hard on companies also provide
a window of opportunity to move ahead of competition.

According to the study,

"Only half as many companies made such dramatic gains or losses before
or after the recession. Arrow Electronics (Melville, N.Y.) offers a striking
example of trading places when times are tough.

"During an industry downturn in the late 1980s, the financially troubled
distributor of electronic components and computer products launched a
series of audacious but smart acquisitions that allowed it to increase sales
by more than 500%, turn operating losses into profits, and seize market
leadership from competitor Avnet (Phoenix, Ariz.), which was once twice
Arrow's size. During the recent recession, Arrow has been acquiring again
and widening its industry lead."

How companies manage themselves during a recession often sets the competitive landscape for years to
come after the recession is over.

Read the whole study from Bain & Company

http://jgordon5.typepad.com/sales_training_blog/2008/09/recessions-shuffle-the-deck-more-than-boom-
times-do.html

http://jgordon5.typepad.com/sales_training_blog/2008/09/recessions-shuffle-the-deck-more-than-boom-times-do.html
http://jgordon5.typepad.com/.a/6a00e008c580cf883400e554e5b61f8833-p
http://www.bain.com/bainweb/Publications/printer_ready.asp?id=8789
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Retarget

Recession selling: smaller companies bounce back first

During the last recession I noticed I was making more sales more quickly to small and mid-sized accounts than
those in the Fortune 500. My smaller accounts bounced back faster because they could change and get past
the "cut back" phase more quickly. Once the adjustments were made, they returned to business growth, and

buying.

I also found that I had bigger impact on smaller accounts
because I was able to meet with strategic and financial level
decision makers more often and make my "save money or
make money" recession proposals stick more consistently.

At the same time, at my Fortune 500 accounts, I heard a more
about "across the board cuts." These clients were under more
pressure from above and seemed to have fewer options to
maneuver.

My experience was not unique. Similar results were found
after the 1991 recession by Avraham Shama and published in
the Journal of Small Business Management. Shama measured
effect of that recession on small Inc 500 businesses vs. large
manufacturing and service corporations and concluded,

"As can be seen, there is a significant difference in the way
marketing managers in the different groups of companies describe the economic environment, with managers
in small Inc. 500 companies more likely to describe the economic environment as growth, and those in large
service companies to describe it as recession."

In Sharma's study, respondents from large manufacturing and service corporations saw the recession as
negatively effecting their business by a full third more than respondents at smaller companies.

So when you selling through a recession put more emphasis on small and mid-sized accounts. This may be
counter intuitive as we have trained to spend the most time on accounts with the biggest potential, typically
the largest accounts. But recessions can be counter intuitive times where the biggest potential might be in
smaller accounts.

Link to the study:

http://www.allbusiness.com/marketing/market-research/401989-1.html

http://jgordon5.typepad.com/sales_training_blog/2008/10/recession-selling-strategy-focus-on-mid-sized-and-smaller-accounts.html
http://jgordon5.typepad.com/.a/6a00e008c580cf883401053588bafa970c-p
http://www.allbusiness.com/marketing/market-research/401989-1.html
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http://jgordon5.typepad.com/sales_training_blog/2008/10/recession-selling-strategy-focus-
on-mid-sized-and-smaller-accounts.html

http://jgordon5.typepad.com/sales_training_blog/2008/10/recession-selling-strategy-focus-on-mid-sized-and-smaller-accounts.html
http://jgordon5.typepad.com/sales_training_blog/2008/10/recession-selling-strategy-focus-on-mid-sized-and-smaller-accounts.html
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Prospecting in the recession? Think chocolate.

Think about your client list and consider which might benefit from the recession. That’s right, benefit. When I
talk to salespeople in recession training sessions they often first laugh at the question. But if think your client
list through you may find surprises.

To get in the right frame of mind, think chocolate.

At the Etiquette of Chocolate store in Orange Park,
Florida the customers keep pouring in, making the year
old business recession proof. Owner Jaycel Adkins
reports, “It’s an affordable luxury. Even in an (down)
economy people can afford to spend a dollar, two dollars
on a piece of chocolate, especially if it’s good chocolate.”

Just last month, Dove chocolate announced it will be
expanding its facility in South Central, Pennsylvania to
keep up with demand which is up 20% over last year,
despite the recession.

There is no recession in the chocolate business.

There may be some of your clients in the same situation. They could sell products at a lower cost, offer
products that can replace more expensive ones, offer services to disadvantaged companies, help organizations
save money, or are just essential to business. Identify these companies before you competition and you have
an opportunity to grow your business.

A great way find them is to check help wanted ads and web sites for job seekers. They know who is hiring and
those hiring are likely those buying.

Great perspective can be found on the Career Hub website. Earlier this year they compiled a list of 72
industries that have proven recession proof recently as well as during the 1990 and 2001 recessions. Reading
it though is like a mini mystery novel. Hmmm hospitals. Sure, people get sick recession or not. Mystery solved.
Next! Take a peek at the chart to get thinking who might be the winners in your market.

See the 72 recession proof industries on the Career Hub website

And until the recession ends, do have some chocolate!

http://jgordon5.typepad.com/sales_training_blog/2008/11/targeting-recession-proof-
businesses.html

http://jgordon5.typepad.com/sales_training_blog/2008/11/targeting-recession-proof-businesses.html
http://jgordon5.typepad.com/.a/6a00e008c580cf8834010535cff720970b-p
http://www.careerhubblog.com/main/2008/01/72-recession-pr.html
http://jgordon5.typepad.com/sales_training_blog/2008/11/targeting-recession-proof-businesses.html
http://jgordon5.typepad.com/sales_training_blog/2008/11/targeting-recession-proof-businesses.html
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Best recession lead generator: webinar, whitepaper, or social media?

New sales leads are harder to come by in a recession, and new electronic sales tools can help. Which will work
best for you could depend on the kind of company you work for. Some guidance as to which you should
use comes from the survey I did for the Customer Collective, “What is Your Recession Sales Strategy.”

When a national sample of sales and marketing mangers were asked which tools they are using more often of
as result of the recession, preferences emerged at different kinds of companies.

Entrepreneurial companies have dramatically embraced the use of social media for sales prospecting, mid-
sized companies and multinationals led in looking toward the use of webinars, while mid-sized companies look
more toward whitepapers. Here are the specifics:

Social media:

According to the study, 74.1% of self described
entrepreneurial companies report that as a result of a recession they will be using social media for prospecting
more often. In addition, 67.3% of small businesses, 49.3% of mid sized companies, while only 45.9% of
multinational corporations will do the same.

Webinars:

Mid-sized companies and multinational
corporations lead in the use of webinars for sales lead generation.

http://jgordon5.typepad.com/sales_training_blog/2009/01/which-electronic-selling-tools-should-you-use-in-the-recession.html
http://jgordon5.typepad.com/.a/6a00e008c580cf8834010536f27ec0970b-p
http://jgordon5.typepad.com/.a/6a00e008c580cf8834010536fbabea970c-p
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The study found that 38.8% of mid sized companies and 36.1% of multinational corporations report they will
use webinars more often to generate sales leads because of the recession. Only 28.4% of entrepreneurial
companies and 24.5% of small businesses will do the same.

White papers:

When it comes to using white papers, mid sized companies lead the way.

38.8% of mid sized companies report they will use white papers more often to generate sales leads as a result
of a recession while only 24.5% of small businesses, 23.5% of entrepreneurial companies, and 19.7% of
multinational corporations plan on doing the same.

The recession will mean a growth in the use of webinars by multinational corporations and mid-sized
companies, growth in the use of social media for prospecting among entrepreneurial companies, and growth
in the use of white papers for lead generation among mid-sized companies.

More about the Free Customer Collective white paper/survey

Download the study for free

http://jgordon5.typepad.com/sales_training_blog/2009/01/which-electronic-selling-tools-should-you-use-in-
the-recession.html

http://jgordon5.typepad.com/.a/6a00e008c580cf8834010536efce9e970b-p
http://www.selling2.com/recessionresearch.html
http://www.thecustomercollective.com/client/tcc/7/
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Rethink Persuasion

Recession fighting question: Do you sell more than just products?

All companies sell products, but great companies sell more. Their
organizations and products are based on an idea, mission, calling,
philosophy or set of values.

During a webinar sponsored by The Customer Collective, David Bonnette,
Group VP of North America Sales at Oracle shared the story on how his
division worked through the sales slump caused by the 2001 dot-com
crash by creating a series of social networks.

As Silicon Valley's business went south, Bonnette's monthly events
offered his customers a chance to network among
themselves and share ideas on how to cope with the downturn. Oracle
offered a valuable service to customers and assumed a thought

leadership position during the events. When the slump ended these customers emerged more successful and
more loyal.

Bonnette described his motivation as wanting to "do the right thing" but also to keep a habit of consumption
going among his customers, "If we are not going to be able to charge for our product leadership, we want
them consuming our thought leadership."

On you next call

If your advertisers cut back and tell you the reason is their customers are not buying products, ask what else
they are selling. How can they continue to be perceived as a thought leader in their market if they are silent
during a time when many of their customers are in a phase of product, expense, and general
business revaluation?

Ask them if their product or company is based on an idea, a mission, or philosophy? If not ask if their
customers think of them as only a place to buy stuff from.

Using this approach you won't sell a media schedule for product advertising. But you might sell a web based
media product that offers your client a way to interact with their customers in a thought provoking way.
White papers, social networking, "ask the expert" programs, and webinars all can continue the ongoing
consumption of your clients thought leadership to their customers.

http://jgordon5.typepad.com/blog/2008/11/recession-fighting-question-dont-you-sell-more-
than-products.html

http://jgordon5.typepad.com/blog/2008/11/recession-fighting-question-dont-you-sell-more-than-products.html
http://jgordon5.typepad.com/.a/6a00e008c580cf883401053610cc0c970b-p
http://thecustomercollective.com/
http://jgordon5.typepad.com/blog/2008/11/recession-fighting-question-dont-you-sell-more-than-products.html
http://jgordon5.typepad.com/blog/2008/11/recession-fighting-question-dont-you-sell-more-than-products.html
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In a recession, re-rationalize the buy

An advertiser recently canceled his schedule because his biggest competitor did. For years, his company's
rationale for budgeting for an ad campaign was to be present when competition was. When the competition

left, so did they.

After many discussions, I kept the advertiser but I had to re-
rationalize the buy. They soon realized that with their
competition cutting back they could achieve a "share of
voice" advantage by continuing to advertise.

The reasons companies advertise in a recession are
often different than in good times. Sometimes I
get surprised. I think I know an account and what makes
them tick, then along comes a recession, and I have to get to
know them all over again. The key question to ask is,

"How is your company responding to the recession?"

Are they...

 Eliminating products that are marginally profitable?

 Coming out with cost-effective versions of existing products?

 Trying to offer larger packages to consolidated buyers?

 Introducing new or different products?

 Offering more cost-effective support over the Internet?

 Cutting back their dealer network?

 Whatever the strategy is, get your client to talk about it.

Then show how your product can help in the context of their internal changes. Can you help them save
money, consolidate, make money, improve efficiencies, etc. Once done this you are on your way to making a
sale that is driven forward by the recession, not eliminated by it.

http://jgordon5.typepad.com/blog/2008/09/selling-in-a-recession-the-basics.html

http://jgordon5.typepad.com/blog/2008/09/selling-in-a-recession-the-basics.html
http://jgordon5.typepad.com/.a/6a00e008c580cf883400e554fa3bb48834-p
http://jgordon5.typepad.com/blog/2008/09/selling-in-a-recession-the-basics.html
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Crafting your "save money" recession sell

To really get the attention of a company in a recession you need to sell your product as one that will either
make money or save money. One client told me they had frozen capital
budgets going into next year but that they would always make time to hear
proposals that could save for make them money.

The temptation is just to lower your prices. But you need to succeed in the
recession as well. A better approach is to reposition your product as a money
saver. Some products are naturals for this. For them positioning for selling in
a recession is done, just remind people there is a recession and present the
product.
But most products need more creativity to position them as a money saver.
Often this is done by packaging the product with other products or services so

together they achieve a RESULT. It is that RESULT that affects the money.
For example, one small business partnered with two other companies to offer a total system that could
eliminate two costly steps in an installation process. The RESULT of skipping those two steps saved the client
money.

In another market where diagnostics were needed on an ongoing basis, a company started offering free
diagnostics as part of their sales package. As RESULT of not having to pay for diagnostic tests the buyer saved
money.
Take a step back ask if your product can be combined through a partnership or expanded offering to achieve
one of the following RESULTS:

Add efficiency
Redefine work-flow
Eliminate jobs
Save time
Consolidate buying volume for price reductions
Eliminate duplication of effort
Out place or outsource
Leverage "off the shelf" products or technology
Leverage the Internet
Automate routine procedures
Simplify procedures
Eliminate paper work

http://jgordon5.typepad.com/sales_training_blog/2008/10/when-recession-selling-remember-the-human-costs.html
http://jgordon5.typepad.com/.a/6a00e008c580cf88340105354ab205970c-p
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If you can attached the purchase of your product to a RESULT that saves your client money you are on your
way to making a recession sale.

http://jgordon5.typepad.com/sales_training_blog/2008/10/when-recession-selling-
remember-the-human-costs.html

____________________________________________________________________________________

Recession fighter promo letter

During the 2002 ad recession I was selling advertising when I wrote and sent out the following letter. It
showed how advertisers who maintain exposure during
the slow times move ahead of competitors who don't. It
is based on the true story of how Kellogg's moved ahead
of Post cereals. Here is the letter copy:

Should You Advertise During a Recession?

Consider this ad from 1935 and how it affects buying
today.

Advertising dollars spent during slow times are the best
investment a company can make.

In 1929, rival cereal makers Kellogg’s and Post were in a
close race to win the breakfast cereal market. When the
Great Depression started, Kellogg’s maintained their
advertising spending while rival Post cut back.

At the end of the Depression, Kellogg’s had achieved a category dominance that they maintain to this day.

On your next call:

Download and print out the memo. Show them the old Kellogg's ad that ran at the height of the American
Depression and remind them that it was during The Depression, when Post cereals cut their ad budget and
Kellogg's did not, that Kellogg's became the category leader.

Now ask, "How many more boxes of Kellogg's product have been sold long after The Depression ended
because someone had the vision to see a time of economic slowdown as the time to pull ahead of
competition?"

http://jgordon5.typepad.com/sales_training_blog/2008/10/when-recession-selling-remember-the-human-costs.html
http://jgordon5.typepad.com/sales_training_blog/2008/10/when-recession-selling-remember-the-human-costs.html
http://jgordon5.typepad.com/sales_training_blog/2008/08/recession-fighter-promo-letter.html
http://jgordon5.typepad.com/.a/6a00e008c580cf8834010535463f22970c-p
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Whether you sell advertising or not the story demonstrates a great business lesson. Companies can use a
recession to move ahead of their competition by being aggressive during slow time. You might be able to use
this story to motivate a client contemplating cutting back on purchases to stay active.

Download cornflakes_promo.doc

http://jgordon5.typepad.com/sales_training_blog/2008/08/bear-stearns-a-cautionary-tale-of-
recession-cut-backs.html

______________________________________________________________________________________

Bear Stearns, a cautionary tale of recession cut backs

Earlier this year legendary Wall Street giant Bear Stearns collapsed and was acquired, in crisis, for a

pathetic two bucks a share. But some of their problems started back with the 1990 recession
when rival Merrill Lynch used the recession to pull ahead of them.

According to an Interbrand study "Leveraging Brand Value in a Downturn",

"Merrill Lynch was seeing the return on its early ’90s branding investment in its ability to build and leverage its
reputation in a broader market. It may have outspent Bear Stearns to do so, but the positive return was clear".

How clear? Look at this chart from the
study comparing indexed share prices of the two competitors during and just after the 1990 recession. Merrill
Lynch's "outspending" had a huge impact, redefined the competitive landscape between the rivals, and set the
stage for Bear Stearns' demise.

For some companies a recession is a time to weather the storm; cut expenses, trim the staff, wait for better
times...and slash the marketing budget. But other companies see a recession as strategic time to take the
offensive. When competition focuses more on internal cost cutting they focus less on customers.

http://jgordon5.typepad.com/blog/files/cornflakes_promo.doc
http://jgordon5.typepad.com/sales_training_blog/2008/08/bear-stearns-a-cautionary-tale-of-recession-cut-backs.html
http://jgordon5.typepad.com/sales_training_blog/2008/08/bear-stearns-a-cautionary-tale-of-recession-cut-backs.html
http://jgordon5.typepad.com/sales_training_blog/2008/08/bear-stearns-a-cautionary-tale-of-recession-cut-backs.html
http://www.msnbc.msn.com/id/23662433/
http://jgordon5.typepad.com/.a/6a00e008c580cf883400e553d3af7d8833-p
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The study also documents two other rivals whose competition was redefined during the last recession; Wall-
Mart pulls ahead of Sears, and Gillette from Colgate Palmolive.

The report concludes with ten points for managing during a recession including:

"9. Keep Talking. Don’t stop communicating with your customers. In a downturn, people don’t stop buying;
they just buy more cleverly. Take advantage of the general decrease in marketing spending to grab a larger
share of voice and define yourself in a less cluttered marketplace. In good times, the best tactic may be
advertising, but now is the time to evaluate less traditional ways of communicating with your customers.

10. Define Minimum Standards of Upkeep. It is important to understand what brand investment must be
sustained in order to protect your asset. The amount of dollars necessary to retain your brand’s value is
money worth spending. It is important to understand what brand investment must be."

On a call

Download the study and the article on Bear Stearns' demise I link to early in this post. Keep them in your bag.
If a client tells you they want to cut their marketing budget because of the recession offer the Bear Stearns
story as a cautionary tale. Ask if they think their competition might use the recession to steal market share
from them.

Download the Interbrand study, "Leveraging Brand Value in a Downturn"

http://jgordon5.typepad.com/sales_training_blog/2008/08/bear-stearns-a-cautionary-tale-of-
recession-cut-backs.html

http://d.scribd.com/docs/13i38tjyrl6u42982xkl.pdf
http://jgordon5.typepad.com/sales_training_blog/2008/08/bear-stearns-a-cautionary-tale-of-recession-cut-backs.html
http://jgordon5.typepad.com/sales_training_blog/2008/08/bear-stearns-a-cautionary-tale-of-recession-cut-backs.html
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Top recession white paper helps sell advertising

For several weeks now, Josh Gordon's white paper written for the Customer Collective, "What Is Your
Recession Sales Strategy?" has been one of the top ranked white papers on the web. This is great news for
media sales people because it is a great media sales tool. The white paper is based on a research study that

challenges assumptions of how selling should be done in a recession and can open
conversations that lead to a media sale.

There are six findings in the white paper and each can can help sell ads. Here are the
first two:

Number 1: In a recession, the most common sales direction is to go after new categories
of customers. Instead, focus on selling more products to your current customers. This will
be more profitable, less difficult, and when the recession ends you will be tighter with

your client base.

Selling point: A client who embraces this strategy will be releasing new products, configurations, programs,
and packages to their existing client base. Ads can help carry the message.

Number 2: As a result of the recession, 26 percent of sales organizations are working more closely with their
marketing departments.

Selling point: The bad news is that three out of four are not. The panel of experts insists that in a recession
sales and marketing must work together. Marketing needs to refocus to help the sales staff. Image advertising
can be diminished, and more emphasis placed on the kind of promotion that attracts people looking for
solutions. This is a golden opportunity for you to sell advertising and online programs that generate sales
leads, or attract people looking for solutions. Webinars, e-blasts, and direct response advertising are
appropriate here.

Now, Read all six points in the Folio magazine article "What “Do You Have A Recession Sales Strategy”
Means for Content Publishers."

This white paper is not just a great media sales tool it also happens to be the top downloaded white paper on
this subject.

ZDNet.com boasts the "Web's largest library of free technical white papers." Unique to the German portal
(ZDNet.de), is a system that rates the popularity of white papers posted by editorial category. For several
weeks "What Is Your Recession Sales Strategy?" has been the top ranked white paper in the
"Finanzmamagement" (Finance management) category, as it still is today.

http://jgordon5.typepad.com/blog/2009/03/germany.html
http://jgordon5.typepad.com/.a/6a00e008c580cf883401127970854f28a4-pi
http://www.foliomag.com/2008/what-do-you-have-recession-sales-strategy-means-content-publishers
http://www.foliomag.com/2008/what-do-you-have-recession-sales-strategy-means-content-publishers


16

If you read the Folio article and review the importance of the study you should be ready for a great sales call.

See a list of over 100 websites including Business Week, Inc., Forbes, and Fast Company
where "What Is Your Recession Sales Strategy?" can be downloaded

See the list of the top 100 top rated Finanzmanagement (Finance management) white
papers on the ZDNet.de site

Download the white paper on the Customer Collective Website

Read the Folio article on using the study

http://jgordon5.typepad.com/.a/6a00e008c580cf883401127970865d28a4-pi
http://www.selling2.com/recessionselling/whitepaperdownloadsites.html
http://www.selling2.com/recessionselling/whitepaperdownloadsites.html
http://www.zdnet.de/fachinformation_fuer_die_finanzplanung_von_regierungsstellen_index-39002355-39002468o0o0o0o0-1.htm
http://www.zdnet.de/fachinformation_fuer_die_finanzplanung_von_regierungsstellen_index-39002355-39002468o0o0o0o0-1.htm
http://www.zdnet.de/fachinformation_fuer_die_finanzplanung_von_regierungsstellen_index-39002355-39002468o0o0o0o0-1.htm
http://thecustomercollective.com/slump
http://marketing.foliomag.com/blogs/2009/six-steps-selling-smarter-not-harder
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What “Do You Have A Recession Sales Strategy” Means for Content Publishers

Six steps for selling smarter, not harder.

From Folio magazine 12 2008

A study which I wrote (downloadable for free with registration from

www.CustomerCollective.com) found that most companies have adopted a “sell

harder and wait for better times” sales strategy, which is no strategy at all. If this is the
approach, then cutting the ad budget, along with everything else, is the result.

A recession is more than just a period of slow sales but a time when the markets and
customers your clients sell to will change behavior. Customers will often realign their
buying criteria, corporate values, personnel, corporate structure, and alliances in ways
that will last for years after the recession passes.

You can use this study to see how companies are reacting to six basic strategy points because of the recession,
and how most are missing opportunities as a result. If you can get your client stoked about coming up with a
real recession-fighting sales strategy, a media buy will follow. Here’s how, along with the six findings:

Number 1: In a recession, the most common sales direction is to go after new categories of customers.
Instead, focus on selling more products to your current customers. This will be more profitable, less difficult,
and when the recession ends you will be tighter with your client base.
A client who embraces this strategy will be releasing new products, configurations, programs, and packages to
their existing client base. Ads can help carry the message.

Number 2: As a result of the recession, 26 percent of sales organizations are working more closely with their
marketing departments.

The bad news is that three out of four are not. The panel of experts insists that in a recession sales and
marketing must work together. Marketing needs to refocus to help the sales staff. Image advertising can be
diminished, and more emphasis placed on the kind of promotion that attracts people looking for solutions.

This is a golden opportunity for you to sell advertising and online programs that generate sales leads, or
attract people looking for solutions. Webinars, e-blasts, and direct response advertising are appropriate here.

Number 3: The two most common strategies for keeping customers loyal during a recession are to seek more
customer contact and improve customer service.

Again the panel disagrees. After your client company has laid off 10 percent of its staff, the individual you call
on may have more responsibility and less time. Begging for more face time can become an annoyance.

http://www.customercollective.com/
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Customer service, while important, is not typically the reason your client’s customers will leave during a
recession. Instead, encourage your client to come up with strategies to improve their value proposition for
their customers.

Number 4: As a result of this recession, 27 percent of sales staffs have created additional documentation
explaining their competitive value proposition. This means that 73 percent of organizations have not. The
single most effective thing organizations can do to thrive during a recession is to redefine their value
proposition for their customers.

Number 5: The biggest impact the recession is having on sales is that it takes longer for a customer to make
buying decisions. No surprise here, but again speeding up sales can be a function that advertising can be
pressed into. In the study you’ll find a discussion of four drivers that can slow sales: fixation on negative events
beyond your client’s control, slower cash flow, more decision makers, and recessionary fear of risk. I
recommend you share this with your clients and ask which of these might be contributing to their client’s
slowdown in buying. Responding could speed things up.

Number 6: Social media for prospecting is the top new media strategy as a result of the recession.

With more of your clients’ customers participating in social media, helping your client carry their message
online is a great way to begin an online media sale.

Planned or unplanned, every company has a recession sales and marketing strategy. Some will coordinate
their marketing efforts internally with their sales staffs to redefine their value proposition and use it to come
into their market to make gains while competitors are largely inactive with the recession.

http://www.foliomag.com/2008/what-do-you-have-recession-sales-strategy-means-content-
publishers

http://www.foliomag.com/2008/what-do-you-have-recession-sales-strategy-means-content-publishers
http://www.foliomag.com/2008/what-do-you-have-recession-sales-strategy-means-content-publishers


19

Recession Fighting Chart

Over the past half-century, there have been nine recessions, with an average length of 11 months each. If we
head into a recession...eventually it will end as well.

On your next call.

If you are engaged with an advertiser who is thinking about cutting back buying because there is or might be
a recession, show then the chart below. The chart will make tangible the idea that all recessions end. Then ask
them a simple question:

Who will your customers think when the recession is over if a competitor was more active?

http://jgordon5.typepad.com/sales_training_blog/2008/08/recession-fighting-chart.html

http://jgordon5.typepad.com/sales_training_blog/2008/08/recession-fighting-chart.html
http://jgordon5.typepad.com/.shared/image.html?/photos/uncategorized/2008/02/13/recession_chart_3.jp
http://jgordon5.typepad.com/sales_training_blog/2008/08/recession-fighting-chart.html
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Rethink Objections

Fighting recession fear

When you sell in a recession you are an advocate of hope.

In a time when companies are cutting back, your job is to encourage investment, and as result sales. If you
have been reading this blog you know that companies that invest during recessions gain tremendous

advantage over competition. The case studies are
numerous and research from past recessions have
documented this is a fact. Most of your clients will go along
with the herd mentally and cut back like a stampede of
sheep. Why don't more companies take advantage of a
proven strategy for success?

The reason is fear, and not just any fear, it is the fear of the
crowd. Dr. Gregory Berns, a neuro-economist at Emory
University in Atlanta put subjects in magnetic resonance
imaging (MRI)scanners and watched their brain activation
as they responded to different scenarios. Among the

findings:

1. The brain’s “fear center” lights up when people are uncertain

2.The "fear center" is also activated when people behaved in contradiction to a group they felt part of.

Dr. Berns may have just found the roots of the "mob mentality," a fear driven, often irrational response that
groups have to uncertainly.

Recessions create tremendous uncertainty, then the fear and group mentality take over.

When you sell in a recession you can over come recession fear in two ways:

1. Help your clients understand that recessions are a natural cyclical phase of a healthy economy and that all
recessions end. (several posts on this blog will help you do this)

2. Counter fear with more proof. When you are on a call, you will need more factual support than normal. You
may need to prove your value over and over again. You may need more documentation or research to
document your competitive claims. It will take longer to make a sale. But when you succeed you don't just sell
a product, you sell hope.

Read about Dr. Berns' findings in a recent USA Today article

PDF of same article

http://jgordon5.typepad.com/sales_training_blog/2008/10/fighting-recession-fear.html
http://jgordon5.typepad.com/.a/6a00e008c580cf88340105351feaf7970c-p
http://www.usatoday.com/tech/science/2008-09-30-psychology-financial-crisis_N.htm
http://www.neuroeconomicstudies.org/pdf/USA Today 2008.pdf
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http://jgordon5.typepad.com/sales_training_blog/2008/10/fighting-recession-fear.html

Survey: Entrepreneurs dodge recession discounting by moving faster

In the "What Is Your Recession Selling Strategy?" white paper conducted for The Customer Collective,

found that more than half of multinational corporations have customers who are asking them for additional
discounts "as a direct result of the recession." But for self-
described entrepreneurial companies the percentage was

much lower, about one in three.

Mid-sized companies weighed in at 43.8% and small
businesses at 39.7%.

The question is, "What do entrepreneurial companies
do, that multinational corporations do not do, that

makes them less of a price concession target?"

I say it is that they move faster. A recession is not just a time of reduced buying activity, it is a time of
profound business change. In changing times, companies that can adjust their value propositions quickly will
keep the highest value in the eyes of customers. Entrepreneurial companies can simply move faster. I would

love to hear your thoughts. Please post them!

Download the survey for free (registration required) at The Customer Collective

http://jgordon5.typepad.com/sales_training_blog/2008/12/avoid-recession-discounting-by-
moving-faster.html

_________________________________________________________

Fight recession discounts with the ultimate strategy list

In a recession there is greater pressure on prices. I’ve been collecting a list of discount fighting strategies that

proactive organizations can use to reduce the frequency and severity of price discount requests. If you know

another approach, please post. I'll report the list and credit donors.

http://jgordon5.typepad.com/sales_training_blog/2008/10/fighting-recession-fear.html
http://jgordon5.typepad.com/sales_training_blog/2008/12/avoid-recession-discounting-by-moving-faster.html
http://thecustomercollective.com/slump
http://jgordon5.typepad.com/.a/6a00e008c580cf88340105362abe39970c-p
http://thecustomercollective.com/slump/26924
http://jgordon5.typepad.com/sales_training_blog/2008/12/avoid-recession-discounting-by-moving-faster.html
http://jgordon5.typepad.com/sales_training_blog/2008/12/avoid-recession-discounting-by-moving-faster.html
http://jgordon5.typepad.com/sales_training_blog/2008/12/fighting-recession-discounts-the-ultimate-strategy-list.html
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1. Bring your client a new customer.

As your client ramps up to handle the new business you have
brought in they will buy more from you. To keep you

motivated to send more business their way it is unlikely they
will pressure you for lower prices. Everyone wins.

2. Break a purchase into small pieces.

Instead of asking for one big order, break up buying so it can
be spread out over a period of time. For example, instead of

buying a year’s worth of consulting, allow clients to buy a
month at a time. This way you are not viewed as a “big” or

capital purchase. When selling “pay as you go” it is possible to
present a lower monthly price vs. a years contract and slip under the radar of the price grinders.

3. Offer financing.

If your client can not find financing from a bank to buy your product, become the bank. Offer the professional
equivalent of “lay away.” (Thanks to Denis Pombriant, Founder Beagle Research Group). It’s hard to ask for a

steep discount from the company banking the purchase.

4. Network your customers.

If your customers are all struggling with slow times, a network where they can share ideas could be very
valuable. The topics they discuss do not have to be about your product, just about improving business. If you
bring peer shared ideas that help grow your clients business, they will be less likely to pressure you on price.

(Thanks to David Bonnette, Group VP, Oracle)

5. Offer a consolidation discount.

If you are in a business where your overall costs go down when volume goes up, offer to lower your prices if
they consolidate business with you. For example, if a client now buys from three competitors, consider how

much of a discount you could offer if they gave you all the business. If this plan works you are offering a
discount but could make a lot more profit.

6. Price on profitability.

In every company, some products are more profitable than others. Can you lower the price of a low profit
item to encourage the buying a high profit one? Do the math. If volume on both products go up you could

make more profit by lowering some prices.

7. Include a free service.

http://jgordon5.typepad.com/.a/6a00e008c580cf88340105362cd623970c-p


23

Focus on your organization’s core competencies and you may find internal expertise that could be leveraged
to offer services such as advice, support, planning, or financial analytics. In slow times, some of these

knowledgeable internal people may have less to do and cold be deployed to offer extra value and keep prices
from deteriorating.

Now consider, if a client were to buy these same services that you could offer, on the open market it would
be cash out of their pocket. Point out the dollar value you could bring in the form of services to fight

recession discounts.

8. Bring ideas.

Get the top thinkers in your organization together and brainstorm on how to improve business for your
clients. If the ideas you come up with would result in a direct sale for you, put it aside and think harder.

Business improvement ideas generate business for you by generating business for your client, not sales for
you. If you show up on a call and share "five creative ways a client can buy more products from us" that will

be the last “new ideas” presentation you get to make.

If you are seen as a source of ideas that really do improve a client's business you will be invited back again
and again, and asked less for discounts.

9. Involve clients in product development.

Start to design a new product? While still in the developmental process, show it to select clients and ask for
feedback. Clients who feel involved in a product’s development are less likely to ask for discounts when the

product comes out.

10. Do a research project.

If you can do a survey that isolates best practices for your clients to win business or save money during a
recession, and the insights you share are truly valuable, your value as a supplier goes up and price demands

go down.

11. Document your value proposition’s ROI.

Anything can be measured, but ROI is often hard to directly measure because of there are many variables.
For many product categories this kind of documentation can be expensive. But anything can be measured
given a big enough budget. But weigh the benefits. Discount requests often disappear when can prove the

ROI of your value proposition.

12. Add or enhance an online service component.

Professional customer service has become a commodity that rarely differentiates products. But if you can
offer a clearly different or improved form of customer service than competition you can develop an edge.

Online service is often a place where companies can establish unique support services. If you can offer
something of ongoing value that your competition cannot, you can often keep pricing in place.
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13. Invest in client education programs.

Recessions are great times to build client understanding. Clients may be more open to educational programs
since their industries may be in a time of flux. But unless the education rings your client’s cash register it is

unlikely they will see it as a big enough value to skip asking for discounts.

14. Offer “sample services.”

You have a client who buying one product from you and want to interest them buying a second product,
“Sample” the second product into their next purchase. You client gets a free sample, which can be viewed as

extra value, and reduce the demands for price concessions. You get a free form of advertising.

Do you know of other strategies to fight recession discounts? Please post them. I'll repost this list and give full
credit to donations.

http://jgordon5.typepad.com/sales_training_blog/2008/12/fighting-recession-discounts-the-
ultimate-strategy-list.html

http://jgordon5.typepad.com/sales_training_blog/2008/12/fighting-recession-discounts-the-ultimate-strategy-list.html
http://jgordon5.typepad.com/sales_training_blog/2008/12/fighting-recession-discounts-the-ultimate-strategy-list.html


25

Rethink Loyalty

Problem solving, maintaining quality, and monitoring your competition’s
relationships are the three overlooked factors in building customer loyalty

(New York) Research from the newly released book “Selling 2.0” have identified three areas that salespeople
often underestimate when trying to keep customers loyal.

When salespeople were asked to rate reasons they had lost customers they cited competition offering a better
price as the top criteria by far. Also high for salespeople was that they had paid too little attention to the
customers. While customers agreed a competitor offering a lower price was the most common criteria
switching suppliers they also identified three other criteria as extremely important that sales people gave low
ratings to.

The three over looked criteria:

1. “Too Many Problems” 58.7% of customers have left because of this but only 21% of sales people report
this happening to them.

2. “Deteriorating Quality” 43.8% of customers have left because of this but only 17.5% of sales people report
this happening to them.

3. “The competition built a better relationship” 43% of customers report leaving a sales person because of this
but only 19.4% of sales people report this happening to them.

Often salespeople often do not get the whole story when a customer leaves. It is often easier for a departing
customer to cite a lower price and move on.

http://selling2.com/thethreeoverlookedissu.html
http://selling2.com/thethreeoverlookedissu.html
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http://selling2.com/thethreeoverlookedissu.html

Look out! Multinationals leverage recession for exclusive buying programs

As a direct result of the recession, 44% of all companies are asking for more price concessions. But how
customers pursue cost savings varies by the kind of company they are buying from.

According to the new study by Josh Gordon from The Customer Collective, “What Is Your Recession Sales
Strategy,” customers of Multinational corporations are much more likely to be open to exclusive buying
programs to reduce their costs while the customers of entrepreneurial companies are more be open to
partnerships to achieve the same end.

According to the report, 20.9% of multinational
corporations report their customers are considering
exclusive buyer relationships to reduce costs. In contrast,
only 4.5% of entrepreneurial companies, 6.8% of mid-sized
companies, and 3.8% of small companies have customers
considering the same approach.

This is a case where bigger is better. Companies that have
the size to offer price reductions in exchange for exclusive
buying programs can lock our competitors and lock in
customers to higher volume buying as result of

the recession. In good times exclusive buying program’s can be considered risky. By putting all their eggs in
one supplier's basket can cause problems if the supplier's performance fails. But the recession can drive
a need for cost reduction that over shadows this risk. If you are not working for a multinational
corporation, look out, if they consolidate buying in the product category you sell in, your business disappears.

In contrast, more entrepreneurial companies report customers that are interested in partnership relationships to reduce

costs. According to the report, 23.6% of entrepreneurial companies have customers interested in this

approach. Customers also interested in this approach are 19.4%

of multinational corporations, 19.2% of small businesses and,

15.1% of mid-sized companies.

More about the survey and download it for FREE
on the Customer Collective website.

http://jgordon5.typepad.com/sales_training_blog/
2009/01/look-out-multinationals-use-recession-to-
persue-exclusive-buying-programs-.html

http://selling2.com/thethreeoverlookedissu.html
http://jgordon5.typepad.com/sales_training_blog/2009/01/look-out-multinationals-use-recession-to-persue-exclusive-buying-programs-.html
http://jgordon5.typepad.com/.a/6a00e008c580cf8834010536c56382970c-p
http://jgordon5.typepad.com/.a/6a00e008c580cf8834010536bbc889970b-p
http://www.selling2.com/recessionresearch.html
http://jgordon5.typepad.com/sales_training_blog/2009/01/look-out-multinationals-use-recession-to-persue-exclusive-buying-programs-.html

