
1. Marketing when your competitors aren’t can help you capture marketshare  
 and be well-positioned when the economy bounces back.

2. Your sales team needs help now more than ever, to lay the foundation for  
 calling on customers.

3. Your customers have short-term memories. You have to keep reinforcing  
 your value proposition to them.

4. Marketing and advertising are effective ways to maintain customer contact.  
 Let them know you are alive and well.

5. New conditions always create new opportunities, but you have to be  
 out there and be top-of-mind in order to hear about them and capitalize  
 on them.

It’s essential to constantly adapt and retool in order to find the smartest routes 
to get to your customers and to increase your marketshare.

Well, there’s definitely an elephant in the 
room, and it’s called the economy.  
We may already be tired of thinking about 
it and talking about it, but the recession is 
probably going to hang around for awhile, 
so we might as well address it.

Some of you may have been the recipients 
of a survey our firm sent to business leaders 
late last year, questioning them about core 
economic issues and the predicted length 
of the recession, in addition to what they are 
doing about it.  Our two biggest surprises 
were how many people responded (50%!) 
and how quickly most of them responded 
(most within 48 hours!).  I must therefore 
surmise that the economy is top-of-mind 
among all of us and that business owners 
and managers are anxious to talk about it 
and to offer up their ideas and solutions 
(the survey results are on our website 
under “news” at www.ackermannpr.com).

Beyond the comments and suggestions 
per se that we received, we detected a 
fair amount of anger – at the government, 
at the financial institutions – as well as 
a strong dose of fear in the responses.   
However, we also heard loud and clear that 
East Tennessee business leaders are not 
going to take this lying down.  They are 
looking for “better customers in stronger 
industries” and employees who are “beyond 

excellent” at customer service.  They are 
managing conservatively – hanging onto 
their cash – yet opportunistically.  They 
basically want the government to be done 
with bail-outs and to get out of the way so 
that the free market may prevail.

I authored an article in last month’s 
Knoxville Business Journal on marketing 
in a down economy, which contains some 
tips for smart marketing right now, and we 
will explore some of these ideas further in 
this issue of our newsletter.

We encourage you, in these crazy times, 
to keep your chin up and to stay laser-
focused on those things that you can 
control in your businesses (costs, customer 
service, creative solutions).  We wish you 
a happy spring that is full of the courage 
you need to persevere, the empathy you 
need to motivate your employees, and the 
optimism you need to see that glimmer of 
light at the end of the tunnel.

Here’s to that first yellow daffodil as a sign 
of better times ahead!

cathy g. ackermann
president and ceo
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in a down economy
some reasons to keep marketing

: : : S O M E  A p r O p O S  Q u O T E S : : :

Nothing so focuses the mind as the prospect of being hanged.
m a r k  t w a i n

The purpose of any business is to create and keep a customer.
t h e o d o r e  l e v i t t

There’s a way to do it better – find it.
t h o m a s  e d i s o n

A hunch is creativity trying to tell you something.
f r a n k  c a p r a

You grow sales in an up economy,  
and you grow marketshare in a down economy.

c a t h y  a c k e r m a n n
(no doubt derived from others’ wisdom)

for a wild ride!
~ G O E T H E ~

conquer each day anew.

are earned by those who

freedom and life
THIS IS THE HIGHEST WISDOM THAT I OWN:



core values matter
It’s easy to get caught up in a frantic mindset of putting out daily fires these 
days and ignoring the big picture stuff.  Now could not be a more important 
time to be sure that your core values are guiding your tough decisions:

 • Always do what is best for your customers or clients.

	 •	Practice	“A+”	as	a	way	of	life.		Take	pride	in	the	quality	of	what	you	do	 
  or produce.

	 •	Take	the	extra	time	to	do	things	right	the	first	time.	(This is not a  
  very “forgiving” environment right now.)

	 •	Seek	to	create	win-win	situations.	Try	to	think	from	other	people’s	 
  perspectives.

	 •	Practice	blameless	problem-solving.		Don’t	let	the	heat	of	the	battle	 
  cause you to seek out scapegoats.

	 •	Make	decisions	that	reflect	a	reverence	for	long-term	relationships.

	 •	Work	with	the	assumption	that	people	are	good,	fair	and	honest.

	 •	To	the	extent	that	you	can,	keep	things	fun!		Gloom	and	doom	does	 
  not foster creativity and innovation.

in tough economic timesMost successful businesses succeed because they truly understand 
business. They know what works and what makes sense. 

Which is why, for many, public affairs is such a challenge. The usual 
rules don’t apply. In many ways, logic takes a holiday. We’ve all seen 
plenty of instances where a seemingly great idea that made terrific 
business sense absolutely crashed and burned in a public setting.

Years ago you could contact someone with “connections” who would 
make a few calls and the wheels would all be greased. Fortunately for 
all of us, especially as citizens and taxpayers, those days are long gone.  
As someone who has been both a part of government and lobbied for 
clients, I can assure you from both viewpoints that transparency has 
made government better. Sure, it’s made the challenge of dealing with 
governmental bodies more difficult, but it’s done so by increasingly 
giving all parts of the community a legitimate voice. And since it’s their 
tax money and their government that is exactly how it should be.

If your company is going to have a public issue, be smart about it. There 
are some general rules you should know and embrace. They include:
 · Be honest. If you lie, you’ll probably get caught, and your credibility  
  will be gone.

 · Be realistic. Figure out why your side should win, but also figure out  
  how and why your opponents will argue against you.

 · Talk to everyone. If you only talk to those whom you think are “with  
  you,” you give everyone you exclude a possible reason to oppose  
  you…and no reason to be for you.

 · Listen to everyone. The more you listen, the more you learn, and the  
  more you can incorporate all viewpoints.

 · Be proactive with the news media: Their attitude is a lot different if  
  they hear from you firsthand and realize you are being honest and  
  open. And how they cover you can be a big factor in determining the  
  outcome of your issue.

“Winning” depends on making a good, ethical business decision 
to begin with. Then, you need to present it clearly, honestly and as 
objectively as possible. Listen, be inclusive and seek counsel from those 
who understand the process and can advise you accordingly.

Mike Cohen is Executive Vice President at Ackermann PR and heads the firm’s Public 
Affairs practice.

Now is not the time to go after overly cautious prospects. While they stick 
their heads in the sand, you should be seeking out customer prospects with 
the nerve to invest in their businesses. And here are some ways to get them to 
listen to you (and hopefully to do business with you):

 · Focus on demonstrating a strong return on investment (more important 
  than ever now).

 · remind the marketplace why and how you are different, better, special.

 · You need twice as many prospects in your pipeline and twice as many  
  proposals in prospects’ hands. To some extent, it’s a numbers game  
  these days.

 · Follow up energetically and often.

 · Be open to negotiate and offer innovative, new ways to work together.

	 ·	 Don’t	 get	 stuck	 in	 your	 own	 internal	 processes.	 Be	 nimble	 and	make	 
  doing business with your company easy.

 · Convey an upbeat attitude – always.
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The Art of Public Affairs
contributed by Mike Cohen, executive vice president
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In a recession, customers want to make safe choices with their limited funds, 
so they look to companies and products they know and trust. Therefore, your 
recession-era marketing campaign should include concerted efforts to up-sell 
or re-sell to your current customer base. providing superior value is the key to 
holding onto these customers.

Go	the	extra	mile	by	communicating	with	them	more	frequently	and	offering	
enhanced services or more product features. If yours is a business that uses 
price promotions, you’ll be interested to hear that after 10 years of decline, 
coupons are making a comeback, with recent research saying that 80 percent 
of the people surveyed would use a coupon.

market to current customers

PROSPECTS with NERVE
Look for

The best way to have a good idea
is to have lots of ideas.

Dr. Linus Pauling


