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In a 1980-1985, McGraw-Hill
Research’s Laboratory of Advertising
Performance reported that b2b firms
that maintained or increased their
advertising expenditure during the
1981-1982 recession averaged
significantly higher sales growth
both during the economic downturn
and three years following, than those
that eliminated or decreased
advertising.

Comparison of Sales & Ad Expenditures
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Sales for the companies studied were relatively even before the
recession, but varied sharply during and after it. Companies that cut
advertising during both of the recessionary years maintained flat sales
during the period and only modest sales growth in the following two
years. In contrast, the companies that maintained their advertising
experienced sionificant sales arowth throuvahout the four-wear period.
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A recessionary market can provide an
opportunity for businesses to build a
greater share of market through
aggressive advertising. This according
to The Strategic Planning Institute of
Cambridge, MA . Correspondingly,
businesses that reduce media
expenditures suffer loss of market
share. It was demonstrated that
aggressive businesses can accomplish
these gains through greater
expenditures without reducing short-
term profitability.

Comparison of Net Income & Ad Expenditures
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According to the study and contrary to popular belief, cuts in advertising
during a recession decrease net income over the long haul. Companies
that maintained advertising during the recession enjoyed measurably
higher net income gains not only during the recession, but even more so,
two years after the recession. This in stark contrast to those companies
those companies that cut advertising both years and significanthy
reduced their profits during the recession, and for years following.
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Advertising spending on “new media” does not decline during or after a recession, it
just grows more slowly.

eMarketer estimated in August 2008 that online ad spending would reach $24.9
billion this year, down slightly from its March forecast. That still represents 17.4%
growth over 2007.
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