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ABSTRACT

GuerrillaM arketing isan advertising strategy that focuses on low-cost unconventional marketing tactics
that yield maximumresults. Theoriginal termwascoined by Jay Conrad Levinson inhis1984book ‘Guerrilla
Advertising’. The term guerrilla marketing was inspired by guerrilla warfare which isaform of irregular
warfare and relates to the small tactic strategies used by armed civilians. Many of these tactics includes
ambushes, sabotage, raids and elements of surprise. Much like guerrillawarfare, guerrillamarketing uses
the same sort of tactics in the marketing industry.

This alternative advertising style relies heavily on unconventional marketing strategy, high
energy and imagination. Guerrilla Marketing is about taking the consumer by surprise, make an indelible
impression and create copious amounts of social buzz.
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Introduction
Definition:

An unconventional way of

performing marketing activities on a very
low budget
Guerrilla marketing is quite different from
traditiond marketing efforts. Guerrillamarketing
means going after the conventional goals of
profits, sdlesand growth but doingit by using
unconventional means, such as expanding
offerings during gloomy economic days to
inspire customersto increasethe size of each
purchase.
Instead of asking that you invest money,
guerrillamarketing suggestsyou invest time,
energy, imagination and knowledgeinstead. It
puts profits, not sales, asthemain yardstick. It
urgesthat you grow geometrically by enlarging
the size of each transaction, having more
transactions per year with each customer, and
tapping theenormousreferra power of current
customers. And, it doesit through one of the
most powerful marketing weapons around—
thetelephone.

Thetelephoneisaremarkably effectivefollow-
up weapon. Don’t use the phone to follow up all
your mailings to customers, but research has
proved that it will always boost your salesand
profits. Sure, telephonefollow-upisatough task.
But it works. Anyhow, no one ever said that
guerrillamarketing isapieceof cake.

E-mail ranksup therewith thetel ephone, possibly
even out outranking it. It’s inexpensive. It’s fast.
It lets you prove that you really care. It helps
strengthen your relationship.

Lean uponyour websiteaswdll. Instead of telling
your whole story with other marketing, usethat
other marketingto direct peopletoyour site. Then,
usethedtetogivealot of information and advance
thesdeto consummation. A key to onlinesuccess
iscreatingabrief and enticinge-mail that directs
readersto awebgtethat giveenoughinformation
for a person to make an intelligent purchase
decison.

Guerrillamarketing preachesfervent follow-up,
cooperation instead of competition, “you”
marketing rather than “me” marketing, dialogues
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instead of monologues, counting rel ationships
instead of counting sales, and aiming at
individuasinstead of groups.

TheHistory of GuerrillaMarketing
Advertising can be dated back to 4000 BC
wheretheearly Egyptiansused papyrusto make
sales messages and wall posters. What we
consider traditiona advertising and marketing
slowly devel oped over the centuries but never
reglly boomed until theearly 1900s.It wasat this
timethat themain goal of advertisementswere
to educate the consumer on the product or
sarvicerather than to entertain and engagethem.

In 1960, campaignsfocuses on heavy
advertising spending in different mass media
channels such as radio and print.lt wasn’t till the
late 1980sand early 1990sthat cabletelevision
started seeing advertising messages. The most
memorable pioneer duringthistimewasM TV
wherethey focused on getting the consumer to
tuneinfor theadvertising messagerather thanit
being the by-product of a featured
show.Agenciesstruggled tomakeanimpression
on consumersand consumersweretired of being
marketed to. It wastimefor achange.

In 1984, marketer Jay Conrad Levinson
introduced theformal termin hisbook called,
“Guerrilla Marketing.”

Levinson comes from a
background asthe Senior Vice-President at J.
Walter Thompson and Creative Director and
Board Member at Leo Burnett Advertising. In
Levinson’s book, he proposes unique ways of
gpproaching and combatingtraditiona formsof
advertisng.Thegod of guerrillamarketing was
to useunconventional tacticsto advertiseona
small budget. Duringthistime, radio, television
and print were on therise, but consumerswere
growingtired. Levinson suggeststhat campaigns
need to be shocking, unique, outrageous and
clever. It needsto create buzz.Small businesses

started changing their ways of thinking and
approached marketingin abrand new way. The
concept of guerrilla marketing continues to
develop and grow organicaly.
i Keti indinl

By contrasting from the various definitions of
guerrillamarketingwhichonly identifiesthemain
elements of guerrilla communications like
unexpected, drastic or cheap, the author of this
research adoptsdefinition of GuerrillaMarketing
of Alexander Reidl, former marketing director
of Volvo Cars Middle East. According to his
thoughtsthereisaset of six characteristicsthat
every guerrillacampaign hastofulfil. Not every
innovate or shocking campaign meansthat it is
guerrillamarketing campaign.

1.Completely unexpected

Theresult of completely unexpected Situationis
asurprise- amoment when the situation that
ariseswas not expected and the participant of
the event wasnot prepared to witnessor be part
of such situation. There are many ways how to
catchinterest of peopleby putting usua objects
tounusud placesor using usud objectsinunusua
time. Unexpectedness may be used as an
advantage. By withessingasurprising situation
peopletend to raisetheir attention. Therefore,
the marketers may use such situation to attract
thevisitor, on Internet in particular, toreceivea
message which containsthe marketing message.
2.Drastic

Any guerrillamarketing campai gn should work
with a form of drasticity in order to reach
maximum relevant target audience. Theelement
drasticity enables the marketer to reach large
number of messagerece verswithout necessarily
largemarketing budget. Itisthed ement that may
significantly help the campaign to be cost-
effective with high degree of Attention and
Interest edement. The negetive aspect of any form
of dragticbehaviour isthat themarketing message
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can be automatically rejected of the target
audience, or its part, because it can assessthe
campaign as impolite or strongly negatively
affectingthear individual values.

3.Humorous
Humorouseffectinthemarketingcommunication
hel psto diminish the barriersbetween the sender
and receiver, the business organi sation and the
customer respectively. Moreover, entertanment
inthemarketing communication can sgnificantly
increase the efficiency of the campaign by
reaching larger number of recelvers. Humorous
effect is in promotion and marketing
communication difficult to create however by
looking at thevideo coverageof chosen guerrilla
campaignsintheend of thissection asapart of
thiswork shows that the effect isin guerrilla
campaignsiscommonly used. The humorous
aspect isalso one of thosethat differentiatethe
campaign from most of others.

4.0neshot game

One shot game, methat the guerrillamarketing
campaignisperformedonly in strictly limited
period of time, indicatesthat thereceiversof the
guerrillamessagesunderstand that thecampaign
isonly temporary the concept should not beused
again on the same market. This aspect hasin
Internet marketing great importance because
variety of interactivetoolsand techniques can
makelong-term guerrillacampaignfor usersthat
will be allowed to see the campaign only
temporarily. The campaign can last severd
months but oncethevisitorswatchit, it never
appearson his’her screen again.

5.Cheap

Thecost of guerrillacampaign can be oftenthe
purposeof attractivenessfor thebusinesses. The
objectiveisto create rumour, buzz effect and
immediate impact on target group but still
keeping the budget tight. Thismeans: creetivity,
innovation and saving processes come

necessarily to placein the marketing planning.
The principlesof innovation and creativity in
marketing explained aready in the literature
review reveasitsimportance.

6.Goodwill and customer benefit

Customer benefit can bethemost difficult aspect
to reach in applying to the marketing activity.
When a customer buys alaptop in astore, he
pays for his own benefit to work and
communicate anywhere. He gets benefit
immediately because he purchased the laptop
and opened it up in his car and started
immediately to useit. However, the customer
benefit may be less visible when another
customer istravelling to her officeby tramand
sheisexposed to severa numbersof billboards,
big boards, light boards or flyersduring theway.
Benefitsof Using GuerrillaMarketingfor Small

Busnesses

1.Increase Brand Awarenessand Consumer
Recall The reason that
guerrilla marketing is so effective is that it
bombards consumers with the company’s
message while they are vulnerable and least
expect it. The goal isto be super creative and
create an interaction that the customer will not
forget. For example, a hair salon might hire
college studentsto dyetheir hair bright colors
and hand out flyersat aloca shoppingmdl. Think
about it. Would you forget the name of ahair
salon after being handed aflyer by aguy witha
purple mohaw.

2.Interaction with Consumers
Guerrillamarketing tactics primarily focuson
“hitting the streets” to bring the brand and product
to the customer. This approach allows
companies to work directly with consumers
without hiding behind atel evision screen or other
medium. Thisinteraction makesthe company
seem more personal and allows company
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representative the opportunity to get direct _

feedback on how customers feel about the
productsand servicesbeing offered.

3.Low Cost

Traditional marketing approaches can bevery
costly. Each year, companies spend billions of
dollars on commercials, print ads, internet
campaigns, billboards, and radio broadcasts. For
smd | businesses, money isapreciousresource.
A hugebenefittoguerrillamarketingisthat it has
alow cost. Typically, youwill only need to pay
for theworkerswho runthecampaignand basic
marketing materials such asflyers. Thisgives
small businessesto opportunity to easily reach
thousands of customers for a few hundred
dollars.

GUERRILLA MARKETING: THE
DISADVANTAGES

. Oneof the primary disadvantagesisthat guerilla
marketing may often work dowly. Althoughitis
inherently such alarge, in-your-face project, the
benefitswill not beseen over night. Althoughthis
istypicd withal marketinginitiatives, thetactics
behind guerrillamarketing may imply differently
to some. It isimportant toredlize, that although
its execution is unconventional, consumer
responseisnot necessarily asunconventional in
terms of rapidity of response.
Another key disadvantage surrounds the
variables present in aguerrillaadvertisement.
guerrillainitiativesoperatein aworld with 1002
smore variables than traditional ads—at least in
the sense that traditional ads’ variables are familiar
to consumers, so they do not as readily and
unpredictably detract fromtherhetoric. Finally,
one other disadvantage refers to controversy—
not everyoneisgoingtoliketheinitiative. Some
may even seek totakeaction againgtit. Thekey
is to ensure that those who don’t like it don’t
hold too much power and standing, and thet those
who do likeit arethose who you aretargeting.

Conclusion
Guerillamarketing hascomealongway sinceits
humblebigginningintheearly 1960s. Initialy,
guerrillamarketing techniqueswereused only by
small bus nesseswho were short of fundstorun
afull-fledged marketing campaign. However
today guerrillamarketingisused not just by small
business, but isaso used by large corporations
because of itsadvantages.Whoever may bethe
user of guerrillamarketing, itsultimateamisto
achieveconsumer interest in the product through
thevariousunconventional methodsemployed
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