
 

Great brands were born in bad economic times

So, it's bad times for business and not a good time to create new products and brands? Wrong, wrong, wrong! History has
shown that nothing stirs ingenuity like a bad economy because more than 50% of all companies on the Fortune 500 list
right now, were founded during a recession or bear market.

I have been in the marketing business for almost 50 years now and I cannot remember how many times I have heard my
corporate colleagues, CEO’s and board of directors battening down the hatches in bad times. Cutting marketing budgets,
trimming sales staff and generally just sticking their heads in the sand and hoping that good times will arrive sooner rather
the later and get their businesses into nice big profits again.

Just try Googling companies, brands and products that have disappeared from the market and when you delve into the
reasons for their failure, the answer will pretty much always be “bad economic conditions.”

Which is wrong. The actual reason is “we let bad economic conditions tempt us to sit and wait.”

Now try Googling brands and products that were born during bad economic times and recessions. You will find a lot of
brands that are still around today. Global brands that are thriving. Brands such as Microsoft.

What marketers, CEO’s and boards need right now, in the middle of these tough times, is not pessimistic presentations by
economists or accountants but rather someone who can prove to them that sitting on their hands and hoping for the best
just won’t cut it.

They need someone who can inspire them to take the bad economy by the scruff of the neck and shake loose all those
myriad opportunities that are there for the taking.

Someone who can persuade them not to join all those other companies in South Africa that are panicking. Closing retail
outlets, putting underperforming products on ice, firing staff and generally running around like chickens without heads.
Sure costs do need to be cut but with opportunity and not desperation in mind.

History has proved that bad economic times can be times of opportunity. All you need is someone to inspire you. To show
you how. That’s what I do. Call me.
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