Book Insights:
Guerilla Marketing
By Curt Clinkinbeard

The first of many “Guerilla” books for small business owners was Guerilla Marketing. Written in the early 1980’ s by Jay Conrad Levinson, the book has become a strong force for explaining the difference between the marketing described in textbooks and the approaches actual small businesses use to market and promote their companies. 

Probably the greatest benefit of this book is that Levinson brings marketing into the tangible realm for small company owners; the tactics described are very usable. The major shift promoted in the book is for small businesses to throw creativity and consistent effort into the marketing effort versus just spending money on it. The book has a keen focus on how to generate positive marketing results on a limited budget, something most small companies face. 

INSIGHT: Marketing in smaller firms is different than in larger companies and much can be accomplished without massive advertising budgets.

One of my favorite passages from this book that highlights the importance of marketing reads, “There are thousands of small businesses in the United States. Many of them offer superb products and highly desirable services. But fewer than one-tenth of 1 percent of those businesses make it to the point of phenomenal financial success. The elusive variable that makes the difference between merely being listed in the Yellow Pages and being listed on the New York Stock Exchange is the marketing of the product or service.”

After laying some important groundwork about what marketing is, how to approach it, and how the “guerilla” approach differs from others, the author goes into details on specific marketing vehicles, such as sales letters, face to face selling, signs, yellow pages, TV, print, and radio. The book could serve as a great reference guide in the event you consider using a new marketing medium. 

INSIGHT: The more “on the cheap” you are attempting to approach your marketing, the more you must know about the process. Approach, creativity, attention to detail, and consistency are vitally important to a guerilla approach.

The book describes a plethora of tactics a company may use in approaching the marketing of their business. In most situations, any given company would not implement all of the concepts; however, the reader should generate some super ideas from the multitude of proposed actions. 

If there is a complaint I have about the book, it would be the war reference. While some people may view business as a “fighting in the trenches” process, my personal tendency is to believe business is more about building relationships and creating value than fending off an enemy. The best response to competitors is to develop better customer relationships faster than they do - more of a “kill ‘em with kindness” approach. 

But short of that, Guerilla Marketing is a very condensed text, full of ideas and approaches. My suggestion to a reader would be to study the different approaches and ideas and attempt to find 5 or 10 key items (out of the hundreds presented) that would most impact the marketing of their business. 
INSIGHT: In marketing, little things often do mean a lot. Sometimes the simple, inexpensive, but THOUGHTFUL items will get you greater mileage than other, more exotic, more expensive approaches. 

When it comes to marketing books directed specifically at small business owners, none has seen the success or longevity of Guerilla Marketing. The enduring nature of this book has spurred the growth of many other guerilla books, many of which center around sales and marketing tactics. My suggestion would be to start with this first book, and if you like the approach, explore the other Guerilla Marketing books as well. 

Additionally, the book has been updated recently, so don’t be concerned that the book is written from a 1980’s perspective (you know, like, what is the internet?). The book is current and discusses great strategies to promote your business and win more customers. If marketing is a puzzle to you, consider looking into Guerilla Marketing for pointed advice applicable in the small business setting.
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Curt Clinkinbeard is the Regional Director of the University of Kansas Small Business Development Center, which provides free and confidential business counseling to existing and prospective entrepreneurs, as well as low cost seminars. Curt can be reached at 785-843-8844 or curt@kusbdc.net.
