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Introduction
Economic downturns and market shake-ups are all over today’s news.  
As companies large and small ride out the storm, one truth prevails:

Strong revenues and better times will return. 
It’s inevitable.

But what do you do in the middle of the market rollercoaster?

If you want your business not just to survive but thrive, you’ll need  
to accept that market changes are a fact of life. You can’t avoid  
them, but you can take action to bolster your business against  
those that may take a bite out of your bottom line. 

One approach is accelerating your content marketing so you can  
continue to engage your customers and address their needs  
proactively. This adaptive business strategy can accelerate your  
buyer lifecycle, increase the likelihood of purchase, and help you  
continue to build your brand in the marketplace — in good times and bad.

Today’s economic downturn is 
tomorrow’s growth swing.
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What is an Adaptive Business Strategy?
Let’s say you’re a professional baseball pitcher. Every inning, you use the same series of pitches. It doesn’t 
matter who you pitch against, what the weather is doing, or how many pitches you’ve thrown that day.  
Every time, it’s the same strategy. Eventually, this leads to failure because the pitcher doesn’t make the small 
changes to keep improving their performance.

An adaptive business strategy approach helps organizations achieve long-term, large-scale goals through 
smaller, proactive, and less-risky measures. A healthy adaptive business strategy adjusts to market demands 
or new financial challenges.

Those who implement this approach more effectively weather economic downturns and market volatility. 
Their business mission and overarching goals don’t get derailed. They adapt.

It’s the same in business.
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How Content Marketing Supports an 
Adaptive Business Strategy
Content marketing, especially for digital marketing and demand generation, plays a vital role in an adaptive 
business strategy. 

First, content powers the customer life cycle. 

It attracts, educates, converts, and engages. Almost every team (even finance and accounting) requires  
content at some point throughout the year. 

Shutting down your content production machine essentially halts your ability to communicate and engage 
your various constituencies, which will likely decrease your revenue. Economic downturns don’t mean dialing 
back on content. Indeed, it’s time to dial up!

Second, businesses that deliver impactful engaging content experiences have a 
competitive advantage, especially in the B2B space.

In fact, a recent study from Conductor showed that potential customers were 131% more likely to buy from a 
brand immediately after reading a piece of content. 

Content that speaks to a buyer’s need and shows them how your product or service will benefit them is  
critical in today’s landscape. Don’t miss out on the opportunity to serve before selling by using dynamic  
content experiences to communicate with your customers.

Third, content marketing is flexible and can be scaled up and down without 
significant changes to the business. 

It’s common for companies with a small marketing budget and few in-house content creators to outsource 
through agencies or freelancers.

This allows them the talent and technical support needed to get content out quickly in the case of a  
significant content need, but without the commitment of expanding headcount. 

Scaling up and down is simpler when outsourcing, and it can also preserve your brand reputation when you 
aren’t forced to lay off talent during a scaling-down response to the market.
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How to Adapt to Changes in the  
Market with Your Content
As you and your business or team adapt to the market upheaval du jour, remaining focused on the small 
changes you can make to enhance performance while still moving toward your overarching goal is the  
pathway to winning. 

Here are four adaptive strategies for content that are useful at any point but are especially vital when trying 
to survive sudden and dramatic market shifts.

It’s easy to fall prey to reports of a collapsing economy or a  
major legal decision that changes your industry for good. Until 
you know that it will affect your business, don’t make any  
significant changes to your content marketing approach.

Yes, you can plan for the worst, but don’t change anything that 
you can’t change back later. Give any new market news time 
while figuring out what it means for your business and brand.

Once you figure out your next move, take the philosophy of 
making small changes at a time versus correcting your whole 
approach.

Don’t overreact or overcorrect

Taking a moment to listen to your existing and target customers 
before taking action will provide valuable insight into your next 
steps or new approach. 

People are more vocal about their concerns than ever before.  
They share their bad flight experiences on Twitter and gush over 
that amazing ice cream sundae on Instagram. Now is the time to 
double down on efforts to track mentions of your product and 
those in your industry.

Be aware of their new, possibly bigger pain points so that you 
can adjust your brand messaging and content marketing more  
effectively to speak to your customers in the marketplace.

Listen to your customers
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While a market recession or other large shift isn’t 
the most secure time to take risks, it may be the 
right time to launch something new that’s tested 
and scheduled to launch at a later date, anyway.

Customers may not respond to the same old 
products and services, and market changes can 
cause customers to become anxious about buying 
anything they don’t need.

However, something genuinely new to the market 
will undoubtedly earn buzz and could help drive 
enough sales to help you overcome the slow 
months. If nothing else, it will give your teams 
something new and exciting to work on during this 
uncertain season and may help build morale in 
difficult times.

Now is a perfect time to take care of existing 
investments by giving old content some TLC. Take 
the time to update old blog posts and articles with 
new details, fresh graphics, and much-needed 
SEO optimization. Revamp your lead magnets from 
three years ago with new tips to survive a  
recession.

Repurpose what you can, paying close attention to 
best practices for reworking one piece of content 
into several. (Pull out quotable tweets from that 
best-performing article or use the stats from your 
white paper as your next engaging infographic.) if 
you’ve been putting off a content refresh, this is 
an ideal time to get it done.

Be ready to push new ideas Refresh old content3. 4.
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Why Content Should Be the Last Thing 
to Go During a Market Shift
When market shifts and economic downturns come, so do the layoffs, slashed budgets, and hiring freezes.  
It’s tempting to pull back critical initiatives to keep the ship afloat. Marketing - especially content  
marketing - is usually on top of the list for the chopping block. 

Putting the brakes on your marketing efforts in favor of cost-cutting will make it harder to ramp up once the 
recession has passed. And your competitors who kept their foot on the gas? They’ll grab your market share. 

It’s time to prioritize building relationships and experiences through content. Content that shows you are the 
answer to your target customer’s problems. That builds relationships. 

Remember that your content is the lifeline from your business to your customer. When bad things happen or 
the market changes, customers want security. They seek out the brands and companies they love for  
information they need or solutions to help them get through.

This thinking will cost you in the long run.
It’ll cost you leads and sales.
It’ll cost you revenue.
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New content, even if not as frequent or elaborate, lets them know you have a “pulse” and that 
you will stick around. This helps the customer trust you at a time when other businesses in 
your industry may go dark.

People may not be ready to buy, but they may need information. By continuing to produce  
content, you are creating value in their lives. This matters later on, when the markets change 
again, and they find themselves with a budget to spend.

If you stop creating content, you are no longer controlling the message about your brand,  
industry, and response to market changes. By creating content, you own the message and  
create your own story instead of being passive while others do the talking.

This is powerful and a big reason to keep making content that matters. Harnessing the power of 
content as part of your adaptive strategy will help keep your business momentum moving  
forward instead of stalling out.

You are still there. 

You have what they need.

You say what they need to hear.

By continually creating content that fits the changing environment, you tell the 
consumer a few things:
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How to Outsource the Right Way
With tight budgets, it’s tempting to seek a one-size-fits-all resource when building your team, especially in 
marketing. But even the sharpest swiss army knife can’t cut it when you need an expert.

This adage holds even more true when creating content that converts. A copywriter ≠ a great editor. A  
content strategist ≠ a copywriter. And, just because a writer succeeds in one business category does not 
mean they will succeed at them all. 

Hiring one person to do all the jobs sets them and you up for 
failure. This failure costs time, focus, and, likely, revenue.



sales@clearvoice.comTalk with a Content Specialist:
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Businesses that reimagine their hiring philosophy and 
explore creating blended teams of internal resources and 
freelance talent are poised to thrive regardless of market 
forces. 

Partnering with companies like ClearVoice not simply 
for content writing services but as a talent and content 
production partner allows for a quicker ramp-up for new 
projects, elasticity in their content program, and better 
results.

Take a moment and imagine that the market has turned 
around. Budgets are opening up, and your hiring freeze 
has been lifted. You may think it’s an immediate all  
systems go but keep in mind that it takes an average of 
93 days to recruit marketing talent. Then there are  
30-60 days of onboarding before your new hire starts  
to impact culture and create results. 

Schedule a time to speak with one of our content  
specialists today to learn more and to build your  
custom content plan.

Now is the ideal time to leverage an external partner to support your 
content marketing initiatives. And don’t forget to use an adaptive business  
approach to how you hire and whom you hire to bring your content to life.

We have 4000+ vetted writers in 200+ categories, a team of content marketing experts, and a managed pro-
cess that adapts to any business size. Schedule a time to speak with one of our content  
specialists today to learn more and to build your custom content plan.

ClearVoice knows good content, we know how to produce it, 
and we know who you need to make it happen.


