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Hello, and thank you for downloading 
the latest ebook from the Clarity Stack 
Sales Academy. 

We’re Clarity Stack, a B2B data and sales insights specialist who deliver business 
contact information, prospecting and new business opportunities and a wealth of sales 
insights for businesses across all sectors and right around the world.

Over the last few years we’ve worked with some of the world’s biggest companies 
and understand the challenges associated with not only sales lead generation, but 
converting those prospects and leads into pitch opportunities and, ultimately, new 
business through the door on either one-off or long-term contracts. 

That is why we’ve put our heads together and compiled this particular ebook, which 
is designed to ensure that you are fully prepared to cope with anything the business 
world has to throw at you. Nobody can ever predict how or when a recession will hit 
which is why it’s important that you do what you can to minimise the effects or even 
find a way to grow through the toughest of times. 

At Clarity Stack we feel well-placed to share our expertise in this kind of area having 
grown our own team by 400% during the first of the UK’s COVID-19 lockdowns, and we 
hope you can take away plenty of useful tips and advice that allow you to fight the 
next recession with a range of strategies.
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Failure to prepare, prepare to fail
The age-old line rings true across businesses of all shapes and sizes. If you 
don’t take steps to future-proof your business against potential threats 
then you’ll be on the back foot when something comes along designed to 
test you.

As a business you need to be ready for any and everything, and a recession is just one 
example. If you’re not fully prepared with a strategy, and a backup plan, and a backup to  
your backup in case it no longer applies; you’re destined to struggle to cope should the   
worst happen. 

Recessions come and go, some without us really noticing on the odd occasion, but that doesn’t 
always mean that you’ll be fine when the next one comes around. There are very few sectors 
that are likely to come out of a recession unscathed - education and healthcare to name two 
examples - so unless you work in these kind of industries it is vital that you take the time to 
consider your options and put a solid strategy in place that enables you to be proactive and 
not reactive when the time comes. 

Poor preparation is often the blame for things that fail or that don’t hit their targets. Whether 
it’s poor performance from a football team, not having completed your research ahead of an 
important business meeting or scrambling around to hit your deadlines; good preparation is 
the foundation of anything that is to be successful. If you’re not willing to put in the groundwork 
to prepare yourselves for any potential risks to your business then the unfortunate fact of 
the matter is that you’re going to be in trouble somewhere along the way. It may not be a 
recession, but it could be a sudden loss of clients at the end of their contracts or it may be that 
you’ve failed to bring in new customers and it’s the staff that are left paying the price because 
the business can’t afford to keep them. Then what? You’re left with clients on the books and 
nobody to service them, or the opposite - plenty of people on the payroll but nobody for them 
to service. 
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15 ways to recession-proof your business
In order to help you prepare for the effects of a recession - whatever they may be 
and whenever they may be required - we’ve put together this graphic which has 
been broken into three key business strategy areas. 
 
In order to help you prepare for the effects of a 
recession - whatever they may be and whenever 
they may be required - we’ve put together this 
graphic which has been broken into three key 
business strategy areas.

First, core business strategies focussed on targets, 
budgets and performance. Second, financial 
strategies that will help you to negotiate any loss 
of earnings or expensive overheads; and finally, 
growth strategies that may even help you to come 
through a recession positively.

It almost goes without saying, but it’s vital to work 
within your budget to ensure that you’re ready 
for a recession. If you’re spending more than your 
budget allows for, and then clients disappear and 
new business doesn’t come through, you’ll be left 
spending money on staff, facilities and more with no 
way of paying for them. If you cut back and operate 
within your budget, not only will you be ready for a 
recession - but you’ll be making more money as a 
business, too.

Silos are always dangerous in a business so ensure 
that all of your staff are able to cover different 
areas of the business. This enables you to cover staff 
illnesses in the main and develop your team in the 
process, but also to reallocate staff to other areas of 
the company if you find that you have to cut-back on 
staffing during a harmful recession.

Ultimately, the best thing you can do is to keep 
making sales wherever and whenever possible. A 
solid sales strategy will help you to build a platform 
that helps you to build up your pipeline and when 
some leads go cold you’ll be able to warm them 
back up or capitalise on those that are still warm and 
ready - and able - to invest. Whenever you work on a marketing campaign you 

should be paying close attention to performance and 
it’s even more important as you approach or enter 
a recession. If you’re spending too much on faltering 
campaigns it’s time to cut the budget and look at the 
data for more sensible areas to start spending.

Positioning yourselves as a leader in the sector will 
help to recession-proof your business significantly. 
If you’ve got a great reputation and are able to win 
new business when your competition are falling and 
failing then you’re much more likely to come through 
a recession relatively unscatched and might even be 
able to mop-up new customers along the way. Make 
sure that you are doing your competitor analysis at 
all times to identify campaign strategies and to see 
what is working (or not) for them, so you can take a 
steer from their experiences and understand your 
own areas of strength and weakness.

Operate within 
your budget

Cross-training to build 
up skills

Keep a close eye 
on KPIs

Core business strategies

Stay ahead of 
the competition

Make more sales
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An emergency fund will enable the business to keep 
operating for a certain period of time (dependent 
upon how much money is available, of course). This 
will enable you to continue to pay staff and utility bills 
while you respond to the recession without taking any 
further funds from the main company account which 
may (or hopefully may not) be being affected by 
the recession.

Making small changes to your expenditure can make 
a big difference if and when you need to make 
savings down the line. Investing in less expensive 
equipment and switching your utility providers can 
help to save money, as can speaking to current 
suppliers about potential discounts if you increase 
orders to help stock-up

Growing into new areas might sound like a strange 
process, and a risky one, as you prepare for a 
recession but if you can identify new areas to make 
money then you have the potential to develop a 
growth strategy ahead of time that enables you to 
hit the ground running when competitors might be 
left scratching their heads.

How much risk is there within your business? If a 
recession came now, how more of a risk could you 
take? Are you investing in hopeful leads or trying to 
take on new staff in order to win new contracts? 
That may be an approach you need to pull back on 
until you have guarantees, as extra investments in 
overly ambitious strategies could have a negative 
impact down the line. Sure, be positive and plan for 
the future, but think sustainably.

Identification of overheads you can cut back on, 
rather than completely culling, can help you to 
reduce fees without having to take drastic action. 
You can identify easy savings such as platforms and 
luxuries that you don’t need to be spending money 
on anyway, some cost-cutting measures that will 
involve making changes to processes and then more 
significant measures like reducing staff perks such as 
subsidised meals or parking, or reducing the amount 
of travel costs they are able to reclaim.

Have an emergency 
business fund

Cut costs NOW 
wherever possible

Assess your risks

Financial strategies

Reduce your 
overheads

Identify new revenue 
streams
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If you can continue your usual marketing and 
sales campaigns without spending money on paid 
advertising then any new opportunities that come 
your way are pure income. A £10,000-contract 
off the back of a few emails sent out using a free 
platform like Outlook or Gmail, or some ABM 
messages sent from your work account means 
£10,000 straight into the bank.

Any new lead or business opportunity that comes 
your way should be snapped up. If your sales team 
have a pipeline full of potential leads then they 
should be pursued and pushed through the pipeline, 
or removed to allow focus to shift to warmer leads 
if others are going nowhere. Just because you’re 
planning for a recession it shouldn’t mean that you 
can’t grow - you have to keep moving forward.

Making an investment in new technologies is 
something that all business owners want to do, but 
it’s vital that any investment in new technologies 
should be well-researched and an investment for the 
long-term. Too many innovations have been short-
lived but expensive for businesses who describe 
the investments as learning experiences, but when 
you’re tightening your belts you don’t want to see 
your latest investment turn out to be little more than 
a fad. Make sure that any technology you invest in 
is set to stay around for years to come so you’re not 
spending money training staff on technologies they 
won’t be using in a few months or, worse, replacing 
your investment with another.

Growing is key, but it’s important to grow in the right 
areas. You may have been considering introducing 
a new service or product to your range, but if you 
haven’t tested the waters yet and know that it’s going 
to involve a lot of expense to get it off the ground 
then a recession might not be the right moment to 
launch. Instead, focus on areas of your business that 
are doing well and look for ways in which you can 
develop your existing offering to sell more.

Do you know what your customers and leads want? 
I mean, what they really want? Speak to your 
customers and prospects on a regular basis and 
send follow-up messages to them to assess their 
needs and their happiness as this way you can focus 
your attention on what they’re looking to invest in in 
the future, and ways in which you can meet those 
demands. If there is the potential for you to adapt 
your process or product to meet those needs then 
look into the feasibility and test new approaches 
while you have the funds to do so, rather than 
spending speculatively in a recession when you have 
to dip into the emergency funds.

Continue with marketing 
and sales campaigns

Capitalise on new leads 
and opportunities

Focus on essential products and 
services only

Growth strategies

Listen to what customers and 
prospects want, and adapt 
accordingly

Invest in future-proof 
technologies
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