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Ad: This Harvard Business IdeaCast is
brought to you by Microsoft People
Ready Enterprise Solutions. Does your
enterprise software know how people
really work? Go to
microsoft.com/peopleready.

Host: Hi! I'm Gardiner Morse, senior
editor at Harvard Business with you. And
I'm delighted to have John Quelch here
with me today.

John's been a professor at Harvard
Business School since 1979, and he's
known worldwide for his research on
global marketing and branding.

He is an author or editor of 25 books,
most recently "Greater Good: How Good
Marketing Makes for Better Democracy".
He's also a prolific blogger, and frequent
contributor to HBR. And has the lead
article in our April issue.

It's called "How to Market in a
Downturn", which we'll be talking about
now. John, thanks for joining!

John Quelch:
Gardiner.

Thanks very much,

Host: There are two broad issues that
we want to get at. The first is consumer
psychology in recession. The second is
how does an understanding of that
psychology inform marketing strategy?
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Peknama: CrnoHcop noakacta Microsoft

People Ready Enterprise Solutions. A
Balle kopropatuBHoe [10 3HaeT, Kak
nioagM  Ha camom  gene  pabotarT?
MoapobHOCTH Ha microsoft.-
com/peopleready.

Beaywmin: 3ppascteyiite! C Bamum B
adupe FapavHep Mopc, rnaBHbIN
penaktop  "lapsapa  6usHec". Pag

npeacTtaBuTb BaM CBOEro CerogHsilHero
rocta — [koHa Kyanua.

[>KOH 3aHMMaeT AO0/MKHOCTb npodeccopa
B MapBapackon wkone 6usHeca ¢ 1979
roga M 3HAMEHWUT MO BCEMY MUPY CBOMMM

nccnefoBaHNaMMU B obnactum
MeXAyHapoAHOoro MapKeTuHra n
6bpeHaunHra.

OH aBTOp M pepakTop 25 KHUr. OgHa w3
nocnegHux — "Kak XOpowwmin mMapKeTuHr
coOencTByeT nydwen gemokpatmmn". OH
TaKXXe aKTUBHbIA 61orep n aBTop CTaTewn
B HBR. Ero crtaTbss Ha nepBou nonoce
Hallero anpesibCKoro BbinyckKa.

OHa Ha3sbiBaeTcs "MapKeTUHr B yCNOBUSX
Kpu3nca", o 4eM Mbl U NOroBOPUM. [I)KOH,
cnacmbo, 4to Npuwnun!

A>KOoH Kyanu:
npurnacuwnu, MNapaunHep.

Cnacubo, yTo

Beaywmnn: S xoten 6bl obcyanTb ABa
6onbwmnx Bonpoca. [lepBbin 3TO
ncuxonorns notpebutens BO BpeMs
Kpu3nca. BTopoh - TO, Kak NOHWUMaHue
3TOM ncmMxonornm BNnseT Ha
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So let's start with consumer psychology.
Understanding what makes consumers
tick - companies have been paying
attention to this forever. What's different
now?

John Quelch: A thing that's different
this time is the potential length and
depth of this recession. In the recent
consumer confidence index report the
key indicator fell to 25.

That is the lowest it has been since the
consumer confidence index was launched
over 40 years ago.

So, this is a very, very tough downturn.
And I think that the behaviors that
consumers may have used in previous
downturns to navigate their way through
their short-term problems may not be a
sufficient guide this time to what is
gonna happen in this particular
recession.

Host: Now, in the article you suggest
that the traditional ways that companies
segment their customers, maybe by life-
style demographics, aren't necessarily as
relevant as segmenting them according
to their emotional reaction to the
downturn. Can you talk about the four
ways that you suggest segmenting
customers psychologically?

John Quelch: Yes. I'd say, first of all, to
preface that, that the segmentation
scheme that you've been using prior to
the recession is obsolete, and that most
companies need to go out and retalk to
their customers and reframe their
segmentation approach.

In the paper what we say is that we've
identified four types of consumer groups.
The first group is a group that we call
"slam on the brakes".

MapKeTUHIoByl cTpaTerunto. [aBauTte
Ha4YHeM C MNCcuxonornnm notpebuTtens.
MoHATb 0COb6eHHOCTH noseaeHUs
notpebutenen - KOMNaHuUW  Bceraa
yoensnun 3toMy ocoboe BHMMaHue. YTo

M3MEHU0Cb cenyac?

M>xkoH Kyanu: [lepeMeHbl cerogHs
Bbi3BaHbl MOTEHLUMANIBHOW  AJIMHONK WU
rnybuHom sKoHoMMyeckoro cnaga. [lo
nocneaHnMm AAHHbIM OCHOBHOWM
nokasartesnb MHAeKca aosepus
notpebutenen ynan o otMeTkn "25".

OTO CcaMblil HU3KUA YpOBEHb WHAEKCA
nosepusa notpebutenem co BpeMeHu ero
nossneHusa 40 neT Hasaa.

TaK YTO HbIHELWHWIA KPU3UC OYEHb, OYEHb
TAXENbIN. Aymato, yTO Moaenu
noBeAeHUs1 noTpebuTeneii, K KOTOPbIM
OHM npuberany BO BpeMsi Npeablaymx

KpU3ncos ans pelueHus CBOUX
KpaTKOCPOYHbIX  MpobneMm,  oKaxyTcs
HEeCrnocobHbl 06BbSACHUTDL TO, yTo

npon3onaeT Bo BpEMS 3TOro Kpu3suca.

Beaywmn: B ctatbe Bbl npeanonaraete,
4yTO 06bI4YHbIE CNOCO6bLI CErMEHTUPOBAHUSA

noTpebutenen KOMMaHUAMU, Hanpumep,
No  CTWIKD  XM3HM, Heoba3aTenbHO
HaCTO/IbKO  Xe peneBaHTHbI, Kak

CerMeHTUpoBaHMeE Mo MUX 3MOLMOHANbLHOMN
peakumm Ha Kpusuc. Pacckaxute o 4-x
MCUXONTOrNYECKNX KpUtepumax
CerMeHTUpoBaHUSA notpebutenen,
KOTOpble Bbl NnpegJsjaraeTe.

M>xoH Kyanu: Xopowo. lNpexae Bcero,
X04y CKasaTb, U4TO TMpexHue MeToabl
cerMeHTauum, KOTOPbIMU MONb30BaINUCh
A0 crnaja, yxe ycrapenun. BonbWUHCTBY
KOMMNaHUMN HYXHO 3aHOBO 06paTuUTbCH K
CBOMM KJ/IMEHTaM U U3MEHUTb CBOM
NnoAxo4 K cerMeHTauuun.

B KHMUre Mbl OMNUCbIBAaEM BbISBNIEHHbIE
HaMu 4YeTblpe Tuna rpynn notpeburtenemn.
MNepBytO rpynny ™Mbl Ha3bliBaeM "nNo
TopMmo3aMm".
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