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Photonics Media IS Photonics Spectra, BioPhotonics, EuroPhotonics, Industrial Photonics, Photonics Buyers’ Guide and Photonics.com. 

What’s Inside

In times of economic downturn, 
budget cuts and cost-saving measures 
can be crucial to future success. As 
a way to do this, companies often 
tend to reduce staff and scale back 
production. And many will view 
marketing and advertising budgets 
and efforts as superfluous. But 
they’ve got it all wrong.

“The big mistake many companies 
make is to slash their marketing 
budgets when times get tough. It’s 
a foolish move and a bad decision,” 
said Gordon Beattie, chairman of  
Beattie Communications. “If sales 
are tumbling, a business requires 
more visibility, not less.”

And visibility boosts consumer 
awareness. “Share of mind” — mar-
keting that establishes solid consumer aware-
ness of a brand — is more cost-effective and 
beneficial for the future than suspending 
marketing efforts now and trying to rebuild 
later. Advertising while business is thriving 
and during an economic downturn sustains 
brand recognition. But beyond this, main-
taining marketing and advertising initiatives 
through a recession can demonstrate the 
strength and reliability of the brand. 

A 2014 report by Ayşen Akyüz and  
Mustafa Ercilasun, both professors at 
Beykent University in Turkey — “The Role 
of Advertising during Recession” — notes 
that organizations that invest in advertising 
during a recession “would increase its sales 
not only during the time of recession but also 
after the recession.” Cutting the advertising 

and marketing budgets instead potentially 
puts the entire company at risk of collapse. 
Such cuts depress sales, as well as market 
share. Additionally, cuts can stall commu-
nication with potential customers, which, 
in turn, could negatively affect profit. Sales 
would plunge, and growing the business 
would be difficult.

Instead, companies should view economic 
recession as an opportunity to get a leg up on 
competitors that do ultimately reduce their ad 
spending. As media prices are lower during 
such times, spending on marketing and ad 
placement remains viable and can ultimately 
increase ROI. 

“A marketing budget is an investment,” 
said Ash Sobhe, CEO of marketing firm R6S, 
in a piece published by LinkedIn’s “Pulse” 
blog. He added that such an investment will 
help companies reach their goals even in 
tough financial times. 

Also, maintaining — or even increasing 
— the marketing budget can put a company 
ahead of the competition. When working 
through a recession, it becomes crucial to 
take advantage of opportunities that are cre-
ated by others’ cutbacks. This can ultimately 
reap amazing results in the long term.

 “As other companies cut back their pro-
motional and marketing efforts, you can gain 

greater visibility and capture a larger portion 
of the market share,” Sobhe said. 

And while experts, including London 
Business School professor Patrick Barwise, 
urge companies to maintain such spending, 
they are also encouraged to do so in more 
creative ways. Think outside the box with 
promotions or creative advertising and mar-
keting to spend smarter and engage consum-
ers. This will ultimately boost the company’s 
prominence in the eyes of new and existing 
customers, making it a top competitor.

“If your business is going through a tough 
time,” Beattie said, “cut your costs but not 
your marketing budget.”

A marketing 
budget is an 
investment.

Ash Sobhe

Marketing in a Down Economy Leads to Future Success
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The ultimate long-term growth sacrifi ce — to meet 
short-term business needs — is to reduce your marketing 
investment in times of decreased revenue, in order to boost 
your bottom line. The logic of decreasing your exposure in 
the times when you need it most causes a vicious cycle that 
cannot be easily overcome once the initial steps are taken.

I’m a fan of analogies and always take the opportunity to 
draw one out when given the chance, so here it is:

To make the best marketing decisions, 
you have to know what your custom-
ers and prospects are thinking. A 
customized survey from Photonics 
Media lets you put your most press-
ing questions in front of our 185,000+ 
engaged and committed subscribers. 
After executing the survey, we produce 
a full-color report of the results, and 
we can provide further analysis, if 
requested.

•  Over 50,000 digital subscriptions

•  Over 6,000 mobile app downloads

•  Interaction with tech-savvy readers

•    Unique marketing-enhancement opportunities

Digital Marketing
Photonics Media assists marketing and advertising initiatives, offering:

Reach the masses:

•  Target and poll our audience

•  Research new product ideas

•  Gain feedback about your brand

Customized Surveys

So, how do you keep your customers from packing their 
bags, renaming themselves the Nationals and moving to the 
greener pastures of Washington, D.C.?

Marketing is not an expense, it’s an investment. As with 
all investments, you have to pay for something today to get a 
larger return tomorrow. Every business should view market-
ing in this sense and realize that by investing in branding 
and product awareness, you’re building for the future of your 
business and staging it for growth.

Keep producing a product, keep doing it better and keep 
showing it to the world.

How to End a Baseball Franchise

How to End a Photonics Business
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 Photonics Media
Advertising Contacts

Please visit our website,
Photonics.com/mediakit, 
for all of our marketing 
opportunities.

New England 
Rebecca L. Pontier
Associate Director of Sales
Voice: +1 413-499-0514, Ext. 112
Fax: +1 413-443-0472
becky.pontier@photonics.com

NY, NJ & PA
Timothy A. Dupree
Regional Account Manager
Voice: +1 413-499-0514, Ext. 111
Fax: +1 413-443-0472
tim.dupree@photonics.com

Southeastern U.S., Midwest, Europe & Israel
Matt Beebe
Regional Account Manager
Voice: +1 413-499-0514, Ext. 103
Fax: +1 413-443-0472
matt.beebe@photonics.com

CA, HI, AZ, CO, ID, MT, NM, NV, UT, WY 
& Central Canada
Kim Abair
Regional Account Manager
Voice: +1 951-926-4161
Fax: +1 951-926-4295
kim.abair@photonics.com

South Central U.S. AK, OR, WA,
Eastern & Western Canada
Peggy L. Dysard
Regional Account Manager
Voice: +1 413-499-0514, Ext. 226
Fax: +1 413-443-0472
peggy.dysard@photonics.com

Asia (except Japan) & Florida
Thomas Kotarba
Regional Account Manager
Voice: +1 413-499-0514, Ext. 229 
Fax: +1 413-443-0472
thomas.kotarba@photonics.com

Japan
Sakae Shibasaki
Voice: +81 3-5225-6614
Fax: +81 3-5229-7253
s_shiba@optronics.co.jp

Editorial Contact
Karen A. Newman, Group Publisher
karen.newman@photonics.com

Justine Murphy, Senior Editor
justine.murphy@photonics.com

Mailing address:
Send all contracts, insertion orders 
and advertising copy to:
Laurin Publishing
P.O. Box 4949, Pittsfi eld, MA 01202-4949

Street address:
Laurin Publishing
100 West Street, Pittsfi eld, MA 01201
Voice: +1 413-499-0514
Fax: +1 413-443-0472
advertising@photonics.com

Creativity: Best Value for the Money

Get Creative!

•  Use digital and social media
 to reach existing and potential 
 consumers.
• Identify a target audience, and
 tailor marketing messages to
 their specifi c interests and
 needs.
• Do more to engage consumers
 (discount codes, special deals,
 etc.).
• Develop educated strategies
 for top-notch campaigns.
• Look beyond traditional 
 marketing and advertising 
 outlets, toward outside-the-box
 tactics.

When it comes to marketing and advertising, a 
challenging economy could be a great opportunity 
to start thinking outside the box. More creative, 
less expensive ideas can stretch the budget, while 
at the same time presenting compelling advertis-
ing and marketing messages.

One way to get the word out in a strong yet 
inexpensive way is to utilize digital and social 
media. According to Money Crashers, a company 
that focuses on education and tips for the fi nance 
industry, such outlets offer wide exposure and 
brand sustainability. They are also substantially 
less expensive (sometimes free) than traditional 
methods — print, television, radio — that demand 
bigger budgets. Money Crashers noted, too, that 
“the amount you save on your advertising expenses 
will be well worth the time you spend.”

Another strategy is identifying the best target 
audience, and doing more to reach and engage. 
Do a little research; fi nd out which marketing and 
social media platforms customers are using and 
how they’re using them. “The more detail you can 
conjure around the habits of your target customer, 
the easier it will be to fi gure out how much to spend 
on a marketing budget, and how to optimize your 
advertising budget,” according to BigCommerce 
(a developer of e-commerce platforms) in a piece 
entitled “How to stretch a small advertising budget 
for big impact.”

A large marketing campaign can make that big 
impact and reach a broad audience, which in turn 
can help grow the consumer base. But while that 
growth is crucial for the future, large wide-
reaching campaigns can sometimes result in poor 
ROI if the message is overlooked by those without 
direct interest in the product or service. 

Reaching the right people, and in creative ways, 
with a marketing or advertising campaign keeps 
the company in the front of consumers’ minds. So, 
cutting that budget is not the way to go; spending 
that budget in a smarter, more creative way is.



Laurin Publishing Co.
100 West Street
Pittsfi eld, MA 01201

Grow with
Photonics Media!

Same Big Audience, 
Great New Look
The newly redesigned Photonics.com features 
all the same smart content that pulls in our huge 
audience — plus some great additions — and 
looks sharp and is easier to navigate than ever 
before. Let your advertising shine on our bright, 
dynamic site, and get noticed by Photonics 
Media’s large, global audience.

Advertise on the new Photonics.com

Speak to your Regional Account Manager for details.

White Papers: Content Marketing Winner

See 2016 Media Planner or call your regional account manager

A white paper can be a powerful tool to educate com-
ponent and equipment users and to provide them with 
information they can’t fi nd elsewhere. By sharing your 
knowledge with potential buyers, you position yourself as 
an expert in your fi eld. 

But writing a paper and posting it on your site doesn’t 
guarantee that people will read it. Photonics.com can 
help you reap the full benefi ts of content marketing by 
reaching the right audience and generating full contact 
leads for your sales team.

A white paper can be a powerful tool to educate com-
ponent and equipment users and to provide them with 
information they can’t fi nd elsewhere. By sharing your 
knowledge with potential buyers, you position yourself as 
an expert in your fi eld. 

But writing a paper and posting it on your site doesn’t 
guarantee that people will read it. Photonics.com can 
help you reap the full benefi ts of content marketing by 
reaching the right audience and generating full contact 
leads for your sales team.

•  Share your expertise.

•    Photonics Media hosts and pushes 
your content.

•  Our editors can help write your paper.

•  Over 4,000 white paper downloads 
on Photonics.com in the past 12 
months.

QUICK STATS


