“Please Don’t Read This!” – AMT – Lessons Learned
If you happen to manufacture any
products similar to what my company
does, please stop reading this article.
For the rest of you, there's a secret to
winning more orders, building brand
awareness and gaining market share
which our company has employed
during each and every economic
downturn we've experienced.
Ready? It's called “promotion.”
That's right. Advertising, public
relations, trade show exhibits, Web
site development — those types of
promotion. Right now you're saying
to yourself, “I've heard that before,
but marketing is expensive!” The fact
of the matter is that it's more expensive not to market and promote
during these times of recession and
economic slowness.
When times are tough, the “low
hanging fruit” in a company's

budget is often marketing expenses.
This means that many companies
pull back on promoting their attributes to potential customers — little
or no advertising, dropping out of
trade shows, those kinds of things.
What we've learned at our company is that customers want to do
business with suppliers they perceive to be strong, stable and will be
around to support them, especially
through difficult economic periods.
When times are good, every company
advertises and promotes themselves
making it tougher for anyone to stand
out in the crowd. During a downturn,
however, since so many companies
cut marketing programs, those who
continue to make these investments
benefit from better exposure, clearer
messages and increased brand
awareness. We have found we get

even more bang
for our promotional buck in a
down economy,
resulting in more
new customers
gained, better
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and an overall
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our level of business. We also experience a faster recovery in our order
book as the industries and markets
we serve improve.
Go ahead and implement these
ideas at your company, but don't tell
our secret to our competitors. xy
This article appeared in the January AMT — Association for Manufacturing Technology newsletter.

Insurance Advantages Reward AMTDA Professionals
Through our partnership with the
Sentry Insurance Group, AMTDA®
offers you a unique insurance package with the quality you’d expect
from a top commercial carrier.
Sentry’s coverages and services safeguard your business against losses
that could disrupt your operations or
jeopardize your financial well being.
Your Sentry specialist is trained to
analyze your business, evaluate your
exposure to loss and design an efficient insurance plan that’s right for
your business. Sentry understands
the importance of:
• Your business. Sentry Insurance
A Mutual Company is one of the
nation’s largest insurers of smallto medium-sized businesses.
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• The right coverage mix. A Sentry
insurance policy can be customized to meet the precise needs of
your business.
• Financial stability. Sentry Insurance a Mutual Company is rated
A+ (Superior) by A.M. Best.
• Loss control. Experienced safety
consultants will assist you with
loss control, occupational safety
and health, fleet exposures and
ergonomic issues. 24/7 online
safety training gives you the tools
needed to ensure quality education for your staff.
• Value-added services. Fraud prevention and claims management
programs can help you reduce
losses and save money.

• Managed medical care services.
Cost containment measures,
including return-to-work and
vocational rehabilitation services,
can help manage the costs of your
workers’ compensation program.
• Responsive claims service. From
the time you report a loss until
the claim is settled, you’ll receive
personal service from Sentry’s
specialized claims professionals.
The safety dividend program
enables members to receive dividends from premiums not used to
pay for workers’ compensation and
property and casualty losses. xy
Contact Diane Brzezinski, Sentry
Insurance Group at 715-346-7096.
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