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As we all well know, adding “value” to the marketing equation has come back in vogue. Looking back to the Depression era, here
are some insights into how to pitch “value”:

Low prices aren't enough. Value refers to a low price in relation to the value of the benefits offered by a product. From GE in
1930: "Why take the chance of getting 30% less for your money and of cheating your eyesight by using inferior substitutes?" GE
light bulbs weren't cheaper--but they were worth the additional cost.

Tough times call for frank talk. One of the most striking trends in 1930s advertising was a change in attitude toward talking about
value for money. Take this 1937 Colgate Dental Cream headline: "Though it costs only half as much I like it twice as well."

Value and aspiration can go hand in hand. In the Great Depression, even upscale products were pitched on value. From a LaSalle
ad in 1933: "The standard 5-passenger sedan is now reduced to $2,245--a price most attractively reasonable for a car of
Cadillac design, Cadillac construction and genuine Cadillac quality."

Value can make lower-priced or mid-market alternatives socially acceptable. One particularly popular tactic was to present
glamorous Hollywood stars as users of less-than-glamorous products: "Why should I buy an expensive car when the new Dodge
offers such unusual beauty and economy?" says Ginger Rogers in a 1936 Dodge ad.

Save them money. Westinghouse fridges touted their Meat-Keeper compartment as a cost-saving device: "One: Saves Food. Two:
Saves Time. Three: Saves Money. [And] 10 hours out of 12 it uses no current at all."

Give them a little something extra. The most famous small giveaways or “value-adds” in the '30s was Depression glass. To motivate
repeat buying, they often gave items of a set.

If history is any guide, value-focused marketing messages are a lagging economic indicator. Ads from the late 1930s, when the
economy was beginning to recover, were more value-focused than ads in the early '30s, when the decline was steepest. Until the
clouds clear, be sure to tell customers why they're getting what they paid for--and then some.

I’m Lisa Davis. Let me know if I can help you in any way, please feel free to visit at OneAlliance.com and I’ll be back next Tuesday
afternoon.
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