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FOR EWORD

HOW TO BECOME A SOCIAL MEDIA GUERRILLA

BY GUY KAWASAKI

 



 



 



 



I first met Jay Conrad Levinson, the father of guerrilla marketing, when I interviewed him in the early ’90s. I met Shane Gibson at an Olympic Hockey Tweetup in Vancouver, Canada. When Shane told me that he and Jay were working on this latest volume of the Guerrilla Marketing series about social media, he caught my interest because the two are a match made in heaven.

 



 



Alltop, an “online magazine rack” that I cofounded, owes its success to social media guerilla  marketing. We used Twitter and Facebook to create Alltop evangelists, galvanize our supporters and critics, and generate page views and brand awareness. We also tapped community and built multiple nano-casts of content for the nano-markets that Jay and Shane talk about in this book.

The combination of the social media and guerilla marketing enables entrepreneurs to level the playing field in their industry. Capitalizing on social media outlets is not just about using them as tools but taking matters beyond this and making them guerillamarketing weapons.

Jay and Shane have crafted a comprehensive guide for the marketer, entrepreneur, or executive that is serious about profiting from social media. The challenges that people face in social media are:
• What tools to use and how to use them profitably.

• Finding and engaging profitable target markets.

• How to build community and then raving fans.

• What and how to measure ROI.





This book answers all these issues. It’s not an easy path; it will take discipline, tenacity, and creativity. For those who are willing to pay this price, Jay and Shane have provided the ultimate roadmap needed to achieve your goal.

—Guy Kawasaki


Guy Kawasaki is a founding partner and entrepreneur-in-residence at Garage Technology Ventures. He is also the co-founder of Alltop.com, an “online magazine rack” of popular topics on the web. Previously, he was an Apple Fellow at Apple Computer, Inc. Guy is the author of nine books including Reality Check, The Art of the Start, Rules for Revolutionaries, How to Drive Your Competition Crazy, Selling the Dream, and The Macintosh Way. He has a BA from Stanford University and an MBA from UCLA as well as an honorary doctorate from Babson College.







PREFACE

The term “guerrilla marketing” was coined in 1984. The original book and seminar were developed to help creative, entrepreneurial individuals compete with big companies and market leaders. These entrepreneurial marketers were lacking what at the time was considered mandatory: deep pockets.

 



 



Large companies and established players dominated the marketplace. They could afford large media buys, expensive brochures, beautiful trade show booths, and armies of salespeople.  Entrepreneurs with very few assets and great ideas were looking for creative ways to enter the marketplace without a big budget or large staff. Guerrilla Marketing fulfilled that need.

Guerrilla marketing was and is about using unconventional means to achieve conventional goals. It’s about using creativity, innovation, community, and relationships instead of big budgets to achieve marketing objectives.

A few things have changed since 1984. The Guerrilla Marketing series of books has now sold over 20 million copies, and guerrilla marketing is a methodology which is now used by companies big and small. The world of marketing has also changed, and big-budget marketers no longer hold the power or have the influence they used to.

We are at the nexus of a time of great change in the world of marketing. Master marketers and advertising industry gurus are becoming less relevant by the second. Soon there will be no more marketing gurus. Every individual is now armed with highly effective online communications tools that enable them to garner the same level of influence that many large corporations have.

The era of social media has changed the marketing landscape even more. No longer are big ad budgets or well-crafted PR campaigns sufficient. With a large measure of creativity and a willingness to authentically engage your customers online, you can now grab mind share and wallet share away from the competition by using largely free and easy-to-use social media marketing weapons.

Social media is something new and foreign. It’s misunderstood by many business owners and executives. This book’s sole purpose is to cut through the hype and give you easy-to-implement strategies, insights, and tools to help you propel your brand and business into a leading market position.

Social media marketing as a discipline has seen the rise of many gurus, experts, and evangelists. Many are passionate but few are profitable. What is wrong with most social media marketing is that marketers in the space are typically comprised of two groups. The  first group is technologically literate people who use these tools for social interaction and to connect with other people. The challenge for this group is they may have a lot of website traffic, many contacts on Twitter, Facebook, or other groups, but they don’t understand marketing and struggle to find a return on investment for all of their socializing.

The second group is comprised of traditional marketing agencies, marketing experts, and even people who have succeeded as internet marketers prior to the advent of social media. The big agency type marketers and the corporate types often move into the space with big budgets broadcasting specials and sales, and trying to control their message. The challenge is that very few understand that the conversations about their brand define their brand. It’s not big-budget advertising and beautiful video that help people in the social media. What most people are missing is the understanding of the importance of conversation and guerrilla nano-casting strategies.

Successful internet marketers have been able to make money understanding and manipulating search engine algorithms and systems that direct traffic run by computers. Many struggle to get a full return on investment on social media because there’s no algorithm; there are only networks of real people voting and communicating about you and your messages. You have to engage genuinely at a very human level to win.

Guerrilla social media marketers understand that social media is social. They know how to hyper target and listen to nano-tribes and communities. Guerrillas know that listening and competitive intelligence are their first lines of attack and defense. They use the size of their competitors against them by being fluid, creative, and genuine. They also succeed through building genuine relationships one at a time, something that has nothing to do with robots or algorithms. If you’re passionate, creative, and measure results by profit and not clicks, visits, or gross revenues, this book is your road map to becoming a guerrilla social media marketer.

Social media is a tool to help you connect and communicate directly with your customers and prospects in real time. It can give you access and visibility that most companies could not afford to buy. It also allows you to leverage networks of thousands of people or connect intimately with key customers in a small, focused geographic region. It can be whatever you need it to be, providing you understand the principles of guerrilla social media marketing. Guerrilla Social Media Marketing is a step-by-step social media launch guide for entrepreneurs and businesspeople. It applies the time-proven strategies and principles of guerrilla marketing to the new media landscape.

Many of you will already be using social media but have not been able to generate the results you aspired to when you began. You may already have competitors that are well ahead of you in the effective use of these tools. An equal number of you will be those who are not yet using social media but want an effective and easy-to-understand process for getting started. This guide will help you catch up and dominate the market by applying the use of social media in an innovative, unique, guerrilla fashion, complete with action plans, checklists, and implementation steps.





CHAPTER 1

THE GUERRILLA SOCIAL MEDIA MARKETER’S PATH

Guerrilla marketing is about achieving conventional goals using unconventional means. Instead of spending large sums of money on traditional mainstream broadcast media, guerrillas use cost-efficient, creative, and innovative strategies to rise above their competition. Today, more than any other time in history, we have an almost limitless arsenal of free or nearly free marketing tools at our fingertips. These tools are the new media marketing tools of this millennium, and they’re called “social media.”

Social media is a set of tools and websites that are free or nearly free and allow marketers and the community to create content and meaningful conversations online. They include blogs, photo-sharing sites, video-sharing sites, social networks, audio podcasts, and internet radio shows as well as a wide selection of mobile social sharing and communications tools. The conversations and content created by communities and those marketers that engage them are having a huge impact on brands, communities, and the consumer.

Much hyped, promoted, misunderstood, and maligned, social media marketing is a complex multidimensional set of tools, networks, and media. There are many paths to take in the realm of social media marketing. PR people will argue that social media marketing is best left to them. The VP of marketing, the customer service department, and especially your legal department will also argue that they are, in fact, the ones that should be in charge of social media marketing for any company.

What most executives, marketing professionals, and ad agencies fail to realize is that marketing now belongs to everyone, and everyone must be equipped and engaged in the social media space. Your customer with two Tweets, a video blog, and a Facebook status update can do more good or harm to your brand than one of your well-planned marketing campaigns.


DAVE CARROLL GUERRILLA SOCIAL MEDIA MARKETING PIONEER

UNITED BREAKS GUITARS

Nova Scotian Dave Carroll and his band Sons of Maxwell produced a series of videos with the theme “United Breaks Guitars.” They produced the first video after nine frustrating months of trying to get  United Airlines to pay for damage done by their baggage handlers to Dave’s Taylor guitar. It wasn’t a question of fault; several witnesses in the plane saw handlers recklessly throwing the guitars about the baggage loading area.

 



Of course, the words “policy,” “protocol,” and many other things that mean “we’re not paying you for the damage that was done” were uttered. After exhausting the United customer service bureaucracy labyrinth, Dave decided not to quit. Instead he put his guerrilla hat on and got creative and innovative. He recruited the help of some friends in video production and produced a very catchy and humorous music video telling of his plight. Within the first 24 hours of the video being on YouTube, it had several hundred thousand views. As of this writing, it had gotten almost ten million views and was growing daily.

 



Some experts even speculated that the drop in United’s share value the next day was partially due to so many views of the negative video. Dave was soon on every major television network and in every major newspaper. This one customer, with a video camera, a catchy tune, and a free YouTube account had rebranded the company that “flies the friendly skies” to one that “breaks guitars.”

 



This is the power of social media. Your customers, your competitors, and everyone in between can be a Dave Carroll and so can you.

 



Eventually United conceded, but the guitar was already fixed and the damage to its good name was already done. The reality is that, according to United, it has a 99.5 percent success rate for handling bags. The problem is, people will believe their friendly musician friend Dave, not a stat pushed out by a big company.




There are many trails to be blazed in social media. Some will build communities that raise money for charity, others like Barack Obama’s online campaign will turn the tide of opinion. The guerrilla social media marketing path is one that is blazed with a keen focus on community, innovation, engagement, and—most importantly—profit. The guerrilla path has a beginning but unless you sell your business or retire, it has no ending. It is a way of doing business and engaging the marketplace that drives real long-term business results. This is not a book on clever marketing campaigns or short-term Facebook contests. The guerrilla path in social media marketing is not easy; in fact it encompasses a set of principles, traits, and attitudes that take work to understand, master, and implement. Still, if you master and implement what you learn in this book, it will be almost impossible for you to fail.

Anyone can become a successful guerrilla social media marketer, but they must want to be one. They must also commit to the personal transformation and work that is necessary to get there. Beyond attitudes, marketing weapons, and plans, we must have the right personality traits to become successful.




THE TEN PERSONALITY TRAITS OF A GUERRILLA SOCIAL MEDIA MARKETER 

In the following pages you will learn the personality traits of a guerrilla social media marketer. It will be up to you whether or not these traits describe who you are or who you want to become; you will have to make a decision as to whether or not this doctrine of marketing is for you. It’s not an easy path, but the rewards are huge.


1. Immune to Hype 

There is a lot of hype around social media. The guerrilla searches for truth, verifies information, and executes with dependable tools  and strategies. With so many people blasting Twitter updates, sharing Facebook messages, and posting blog entries, it’s easy to get caught up in the excitement of a new product, tool, or market and dive in headfirst. Here’s why guerrillas don’t fall into this trap:
• Any new social media marketing tool or community takes time, energy, and resources to test and evaluate effectively.

• Great technology alone doesn’t mean a marketing tool is worth investing in. The tool must be backed by a great company and have the potential for longevity.

• While you chase every trend and new tool, you neglect communities and marketing tools that need focus and commitment to get a long-term return on investment.

• Hype is a sign that something is broadly used. Guerrillas look for opportunities to have the first-mover advantage rather than following the herd.





You can protect yourself from the hype by
• watching other guerrillas and innovators that cater to your target market. What is their feedback in relation to the new technology or tool?

• looking for hard data on the tool, product, or technology. Get your data from multiple sources to confirm their accuracy. Forrester Research, MarketingProfs.com, or your local chapter of the Social Media Club are great places to find accurate information.

• checking the credibility of those who claim to be having success with the technology. Are they profitable? Is what they are doing sustainable and scalable?

• remembering that a good marketing attack takes months or even years to be fully effective. Be careful about jumping from idea to idea without allowing ideas time to mature. The latest thing may not be the most effective thing for your business.







2. Curiosity 

Sir Alexander Fleming of Scotland discovered penicillin serendipitously. He was observing staphylococcus and looking for a way to battle this bacteria without harming people’s immune system. A not-so-organized Fleming had petri dishes unwashed and stacked in the sink. He went away on a brief trip. During this time several mold cultures grew in and around some of the petri dishes. Somehow the mold and the staphylococcus were mixed by accident, and Fleming discovered that this fungus was able to kill the bacteria. This serendipitous event lead to the discovery of penicillin and has now saved what is likely millions of lives. Mr. Fleming was constantly trying new things and asking “why?” and “what if?”

Guerrillas aren’t afraid to experiment, make mistakes, or try new things to gain a competitive advantage. Not unlike Alexander Fleming, guerrillas need to be willing to combine different elements of marketing and strategy in a creative fashion. They then need to be curious when new and exciting or even unexpected results arise. They also investigate, measure, and document the results so they can replicate the results on a grand scale.

Some “what if?” and “I wonder” questions that a curious guerrilla could ask are:
• What if I started giving more reports away for free online?

• What if I blogged five times a week and decreased my length of entry to no more than 200 words?

• I wonder what would happen if I asked Guy Kawasaki to do a guest blog on our site?

• I wonder if I had my podcasts transcribed and posted in my blog if it would increase reader retention?

• What if I asked my readers to contribute content to our blog and rewarded them for doing so?

• I wonder why fewer people blog on the weekends? Is there an opportunity in this?






Chris Anderson, author of Free: The Future of a Radical Price (Hyperion, 2009), asked “What if I gave 144,000 copies of my book away for free online?” The answer for him was a rapid and sustained New York Times and Amazon.com bestseller status.


3. The Ability to Sprint 

There will be small windows of opportunity, and the guerrilla is always ready to exploit them with energy, passion, and resources. The world and the internet move very fast. Sometimes marketing and business opportunities come quickly. Being at the right place and the right time is only one part of the formula. Being prepared and ready to take advantage of these opportunities is the magic ingredient in the formula for success.

Some things to help you be ready to sprint are:
• Having a plan in place and a team ready in the event that one of your marketing attacks goes viral; make sure your business is scalable for increased demand.

• Being prepared to pull a 24-hour shift or a 14-day work shift when a huge opportunity hits. Once you have momentum, capitalize on it. Things will eventually slow down, and you can rest then.

• Being ready if things go bad in your social media. Sometimes sprinting is about quickly and aggressively dealing with an onslaught of negative feedback or news. Taking 24 hours, or even two hours, to respond to customer complaints or competitive slander is too long. You need to be ready to respond immediately and stomp out those brandburning fires.






4. The Ability to Run Marathons 

Many battles are battles of attrition. Guerrillas know how to wear their competition down and build a presence through consistency.  One of the biggest costs in marketing is not running bad campaigns or promotions, it’s quitting on good campaigns and marketing attacks too soon. The ability to run marathons has many aspects. Guerrillas must
• have a long-term plan that goes beyond a monthly or quarterly focus.

• have a marketing calendar that they follow daily.

• be focused on business goals, not distracted or enamored by the latest technology.

• understand that a customer may need to be exposed to a message 27 times before brand recognition starts. Frequency and adding value will win hearts, mindshare, and therefore walletshare over time.

• understand that when a social media technology becomes familiar, it’s easy to become bored with it and move on to the next thing. You will be the first person to tire of your blog, Twitter activity, or Google Buzz account. Exciting and effective aren’t always synonymous. Focus on what works and what is profitable, and don’t worry about the cool factor that most early adopters fall victim to.






5. Transparent 

Guerrillas know that truth, empathy, and integrity are keys to social media marketing, and they build trust and loyalty through transparency. In the past we could live dual lives as marketers, CEOs, and even citizens. Today we are on stage 24 hours a day. Everyone is armed with a smartphone, video capture devices, and the ability to post information about us and what we are up to.

Guerrilla social media marketers must be transparent, open, and community focused. Today trust and credibility are our currencies, especially in regards to those we are connected to in social networks and communities online.

Guerrilla Transparency Means


• thinking before we post content online. Make sure it’s true and accurate—people will find any untruths or half-truths, often immediately.

• being open about business practices and policies. Don’t hide behind the fine print in your customer agreements. Customers no longer tell 11 friends when they feel they have been mislead—they tell their 10,000 Twitter friends. Secrecy and legal cleverness can become brand killers.

• being your true self. Guerrillas know that people buy from people. They want an emotional and personal connection with their suppliers and business connections. They allow their true colors and personality to shine online. If that’s not a pretty prospect and they have things to work on, true guerrillas work on who they are and improve their leadership capacity.




6. Community Focused 

A guerrilla builds, connects, and helps the community. Within that community are other guerrilla allies who will become assets. Social media marketing is 90 percent community, contribution, and connection. Ten percent is about targeted, relevant marketing to people who want and need what you have to offer NOW. By contributing great content and by helping customers and members of the community achieve their dreams and goals, we can in turn become successful.

If you’re new to social media or have just joined a new social network, take your time. Guerrillas get to know a community. They want to determine what the community’s values and etiquette are, and they also make a concerted effort to identify the key influencers in that community.


Think “what’s in it for me?” from your target market’s perspective.



After getting in sync with the community, the goal is to become noticed and build your brand through contribution and value. This can come in many forms, but some common ways this can be done are by
• finding influencers in the community and helping them promote a project, product, or cause they are connected to.

• providing value-added content such as white papers, studies, tips, free webinars, podcasts, or other business or personal development tools.

• providing opportunities for other people in the community to connect, collaborate, or do business with each other.

• introducing more people to the network or community.





After we have connected with the community, built rapport, and really developed an understanding of the distinct needs, values, and preferences of the group, we can then plan and launch a relevant, focused, on-target guerrilla marketing attack. Too many marketers skip the community-building stage and jump right into blasting marketing messages off to audiences that are unreceptive. Guerrillas value and understand community. They take time to really understand and connect with their market.


7. Profit Driven 

Guerrilla marketing measures success by profits, not clicks, visitors, or any cool factor. Many people mistake popularity for profitability. There are a lot of bloggers, Twitter celebrities, and YouTube video moguls who will wow people with their 30,000 followers, 10,000 blog subscribers, or 50,000 video views. These are important and exciting statistics, but they mean very little unless they create profit or a net positive action. These subscribers, friends, or views have to eventually turn into something. Many companies boast about their revenues. Far fewer boast about profit, and profit is what guerrilla marketing is all about.

There are many self-proclaimed experts in social media out there who will show you how to get lots of followers, fans, and subscribers. Be wary of these promises. You must value your time and effort, and measure your success in terms of profit, not gross sales or the fact that you are seen as cool or popular.

Guerrillas also use new media technologies to reduce fixed costs and automate business processes. Fancy offices, expensive parking spaces, and nice addresses are hallmarks of things that used to signify success. Successful people used to also boast about how busy they were. Guerrillas know that today it’s about maximizing success while minimizing the impact on our time and overall costs. They are constantly looking for ways to produce a high-quality product or service while automating, outsourcing, or delegating costly activities that impact their most valuable asset—time.


8. Tech Hungry 

Technology is the guerrilla social media marketer’s core weapon and competency. Guerrillas are always learning more about technology. Today’s world of business has no place for technophobes. Technophobia will be the demise of many companies and industries over the next decade. It is absolutely necessary to immerse yourself fully into all things tech and study it like your life depends on it. Understanding technology and all of its applications to business better and sooner than their competitors is vital.


Always be asking “where are we going? What is the next Twitter or Facebook going to be?”



 




Tips for Becoming a Guerrilla Geek 
• Join Meetup.com and look for groups that get together and share information on emerging trends and technology. Many major cities have an abundance of these groups. Some that you may want to join are: 1. Blogger meetups. Bloggers share information on the latest blogging tools, applications, automation techniques, traffic building strategies, and best practices for creating content.

2. Flickr and photography meetups. These groups discuss almost everything you need to know about digital photography and image-capture devices.

3. Apple and Mac meetups. Apple makes some of the top social media tech tools. These are great groups to help you ramp up quickly with all the uses for Apple products in social media.

4. Video meetups. These groups usually focus on best practices in shooting video, producing video, editing, and even distribution and marketing.

5. Internet marketing and search engine marketing meetups. These groups discuss and share insights on everything from ranking well on Google to effective shopping cart design.

6. New media marketing meetups. Most cities have more than one of these groups. They are great places to meet other guerrillas and share best practices in social media marketing.



• Join your local Social Media Club (the world’s largest social media association). It was founded by Chris Heuer in July 2006. He started Social Media Club in order to help professionalize the industry and share best practices and ethical issues surrounding social media. One of its other core mandates is to expand media literacy globally.

• Devote time each day to reading blogs and listening to podcasts about technology and global business trends. Some great blogs and resources online include:1. Technorati. This site rates and indexes the top blogs on the internet. Its tech category lists the most popular and current tech news from thousands of blogs on the internet.

2. PostRank.com. This site rates blogs by engagement score, taking into account comments, tweets, links, and social bookmarking to rank how engaged people are with the blog. It lists the top social media and technology blogs and updates their rankings by the day.

3. iTunes. There are literally dozens of high quality podcasts (audio downloads) on iTunes. You will need to download their software for your PC or Mac. Once loaded up, click on the iTunes store button and then click on podcasts. You can search by keyword or browse by category. You will be able to find and subscribe to dozens of free tech podcasts.

4. Read Wired magazine. Wired has both a network of blogs and a print magazine. They cover everything from mainstream tech trends to off-the-wall inventions. They are a great source for new ideas, trends, and insights.



• Attend social media and tech gadget conferences. Attending seminars and rubbing elbows with bonafide social media geeks can help reduce your learning curve. You can often pick up tips, tricks, and insights in a much shorter time than you would by digging for the information online.

• Start associating with people who have good tech knowledge. They don’t necessarily have to be guerrillas; it would be your job to take the tech insight you learn from them and apply guerrilla principles to the knowledge. Peer mentoring and learning through modeling successful or knowledgeable people is vital. Observe, listen, and watch what these people do.

• Follow and connect with people who are in the tech space on Twitter, Facebook, LinkedIn, Google Buzz, and any other platform you can find them on. Often they will tweet or post status updates about new and exciting technology, and even provide insight into great blogs, conferences, and resources.







9. Self-Developer 

Guerrillas know that technology and business move fast. They are constantly learning more to stay ahead of the competition. Because social media makes us highly visible, our actions, business strategy, and innovation will attract a lot of emulators. Our customers and prospects online are also constantly evolving in how they use the social web. We need to constantly be learning and looking for trends and changes in how technology is being used.

We cannot afford to wait for our human resource department to hold a training seminar. We often can’t wait for industry experts to compile all of the data we need to make the perfect decision. Guerrillas seeking to maintain a competitive lead must learn, research, experiment, and innovate on the fly.

Einstein was arguably the most accomplished self-developer of the 20th century. He would set a large goal or objective, something that many others wouldn’t dare to even hypothesize about. Then he would work diligently toward proving his theory. When he would get stuck or got out of his depth of knowledge, he would inventory what specialized knowledge and insight he would need and then totally commit himself to mastering the concept. His ability to completely focus on learning a new competency or field of science quickly and in great depth is what made him a master.

Guerrillas often start with a big goal, a plan, and only part of the resources they need to reach that goal. When they get stuck or come across the challenge, they don’t back off or try an easier route. They inventory what they need to learn or discover to take the next step, and they intensely focus on that competency until they master it. Sometimes it means partnering with other guerrillas, but many times when you’re breaking new ground in the social media space, you will need to innovate and experiment with new approaches and disciplines. Being a self-developer means we can evolve at a rate much faster than the rest of the marketplace.
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