
Index
• A •
Absolut Vodka, partnered with IKEA, 149

action, in a call to action, 188, 189

actors, as street-team resources, 86

actual costs, 64, 324

ad agencies. See agencies

ad space, using on a blog, 271

add-ons, inexpensive at events, 129–130

address book, 238–239

advertisements, creating, 177–178

advertising

accounts, 60

defi ned, 12

increased pervasiveness and creativity 

of, 180

indoor, 157–166

as journalism, 248

outdoor, 33, 146–156

advertorials, purchasing, 242

age

restrictions for a contest, 214

of target audience, 41

agencies. See also guerrilla marketing 

fi rms; PR agencies

common requirements, 73–74

components provided by, 79–80

contracting with, 78–79

creating dynamic presences on the 

Web, 216

identifying, 72–74

incorporating guerrilla initiatives, 27

parting ways with, 80

as partners, 23

qualifying candidate, 74–78

size of, 73

agenda, for street-team training sessions, 

88–89

agent fee, for national talent, 116

AIDA (memory aid), coming up with a 

successful call to action, 188

airsickness bags, branded, 92

algorithms, 193

alternate URLs, redirecting from, 208

alternates, hiring for street teams, 84

announcement, media list for, 241

anti-press release, 228

appealing to target audience, 42

appearance, of street-team staff, 85

applications, customizable, 215, 222

artwork, location-specifi c, 167–168

assets

availability for benefi ting charity, 291

evaluating, 39–40

assignment editor, 245

associations, with brands, 101–102

attentiveness toward charitable 

partnerships, 295

attire, for street teams, 84, 87–88

attorney, 104, 182, 214

audience-specifi c events, 124

audio advertisements, in restaurant 

restroom, 161

audiovisual people, on campaign team, 

65

audition cards, tracking talent, 139

auditions, at casting call, 138

autographs, in meet-and-greets, 136

avatars, creating, 217

awareness

in a call to action, 188

creating for product or brand, 34, 37, 

232

increased by cause-related tie-ins, 288

35_289679-bindex.indd   32935_289679-bindex.indd   329 8/27/08   8:15:25 PM8/27/08   8:15:25 PM

CO
PYRIG

HTED
 M

ATERIA
L



330 Guerrilla Marketing For Dummies 

• B •
background check, performing, 140

backgrounds, avoiding black on Web 

sites, 191

backlit units, in shopping malls, 165

backup locations, 45–46

bad press, effects of, 122

balloons, 112

bank(s)

example marketing campaign, 309

game show event held by, 131

banner ads

bartering with other sites, 202

buying, 200–202

described, 200

types of, 201

banners, 112

bar advertising, 159–160

barf bags, 92

barricades, for publicity stunts, 112

barter system, as exposure for new 

media, 181

bathrooms, advertising in, 159, 160–161

BCC (blind carbon copy) fi eld, news 

outlets and other infl uencers in, 255

Better Business Bureau, Give.org, 290

bicycle signage, 153

big-picture problems, 44–45

bill of services, 78

billboard trucks, 150

billboards

described, 149–150

evolution of, 171

mobile, 150

utilizing, 149

wild postings compared to, 149

blank space as resource, 173

blimps, 112

blind carbon copy (BCC) fi eld, news 

outlets and other infl uencers in, 255

Blogging For Dummies (Gardner and 

Birley), 195

blogs

creating, 195

personal, 220

turning newsletters into, 271

writing in MySpace, 227–228

boilerplate, in press release, 252–253

boldness, paying off of, 60

boxing posters, 29

brainstorming

appointing scribe for, 55

creating environment for, 52–53

for the guerrilla, 52

for guerrilla tactics, 51

ideas, 36

neglecting, 324

not judging, 102

parameters for, 54–55

publicity stunt, 101, 102

starting, 56–57

tools for, 53–54

brand(s)

attributes for brainstorming, 55

considering basics of, 15

identifying and leveraging benefi cial 

noncompeting, 280–283

matching publicity stunts to, 101–103

problems with, 44

raising awareness of, 34, 37, 232

tweaking what works, 60–61

vehicle, 156

brand ambassadors, giving out 

premiums to, 160

brand equity, building, 217

brand integrity, for distribution piece, 

92–93

brand messaging, communicating, 12

brand widget, creating for Facebook, 225

branded attire, for street teams, 87–88

branded notepads, placing, 274
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branded pens, distributing, 274

branded T-shirts, leftovers from events, 

317

brand-related charity, 290

budget

actual compared to budgeted costs, 64

creating, 49, 63–64, 84–85

forgetting, 323–324

guerrilla marketing on nearly any, 

312–313

staying within, 39

bulletins

posting on Web, 114

sending out in MySpace, 227

BurrellesLuce (media research fi rm), 245

bus advertising, 152

business(es)

breaking down to bare bones, 14

example marketing campaign, 309

partnering with other, 275–277

prepared company summary, 252–253

business cards, carrying at conferences, 

272

business contacts, boosting exposure 

with, 240–241

business-specifi c customization, 27

BusinessWire, 253

bus-shelter advertising, 152

button pins, as distribution pieces, 95

buy response, exposures triggering, 190

buzz, building, 38

• C •
cable TV, CPM rates, 33

cafe, example marketing campaign, 306

call to action

creating, 188–189

defi ned, 188

described, 37

leaving off, 325

call-in campaigns, validating, 314

campaigns

aspects of, 257

creating a budget for, 49, 63–64

diversifying, 190

documenting, 67, 326–327

double-checking details, 66

embracing past, 57, 59–60

examples of, 300–309

executing, 14

goals of, 37

letting friends and family in on, 240

living on, 317

preparing to launch, 66–67

reasons for executing, 37–39

reviewing printed materials for, 66

stickiness factor with, 170

testing, 19

time and place for, 96–97

tracking, 314–315

working well with existing, 316

campaign-specifi c sites, 206

candidates, interviewing for street 

teams, 86

canvas, for wild postings, 148

captive audience, media with, 33

captive nature of indoor advertising, 158

car service, for guests, 135

cash, exchanging for conference 

exposure, 273

cash-register receipts, branding, 165

casting calls

defi ned, 137

holding, 137–140

structuring, 138–139

casting director, as gatekeeper, 139

caterer, on a campaign team, 65

catering, on the day of an event, 110

cause marketing. See cause-related 

tie-ins

cause-related tie-ins

benefi ts of, 288–289

considering, 288–295

described, 287, 288
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celebrities

culture’s obsession with, 115

selecting for meet-and-greets, 135

cellphones, as bastions of privacy, 229

charitable cause, aligning a quality 

product with, 296

charitable contribution, specifi cs of, 293

charitable organizations

approaching, 291–292

contributing to, 292–293

fi guring out the needs of, 290–291

helping, 288

industry-related, 290

nurturing the relationship with, 295

as partners, 23

selecting, 289–290

chat rooms

behaving in, 198

presenting yourself in, 197

on Web sites, 195

check-in desk, for a casting call, 138

checkout counters, in supermarkets, 165

chiropractic offi ce, example marketing 

campaign, 301–302

chocolates, as distribution pieces, 95

choice, as a consumer’s weapon, 25

circuits, 253

circulars, in supermarkets, 164

circulation, of publications, 242

Cision (media research fi rm), 245

city, buying the name of, 179

city property, approval for use of, 106

classifi ed ads, in trade publications, 271

Click to Enlarge links, on Web sites, 191

clipping services, hiring, 258, 327

clothing, for street teams, 84, 87–88

clothing store, example marketing 

campaign, 300–301

coasters, in bars and restaurants, 159

cocktail napkins, in bars and restaurants, 

159

coffee bar and cafe, example marketing 

campaign, 306

colleagues, as partners, 22–23

comment boards, on social networking 

sites, 220

comments, allowing on a Web site, 195

community

contributing to your own, 292

leveraging a sense of, 218

community bulletin boards, 120

community forums, 120

commuter hubs, advertising in, 163–164

company. See also business(es)

example marketing campaign, 309

prepared summary of in press release, 

252–253

company offi cial, press release quote, 

252

company or group page, on MySpace, 

226–227

company page or group, on Facebook, 

223

competitors

events of, 126

Web sites of, 210

complementary aspects, of partnerships, 

283

complementary brands, working 

together, 281–283

computer chips, advertising, 243

concepts. See also ideas

overlooking perfect, 58

selecting the best, 62

concessions, ads in, 162

conference room, getting out of, 57

conferences

attending, 271–275

described, 271

follow-up after, 272

giving presentations at, 274–275

levels of participation, 272
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confl ict research, 126

connections

calling upon a variety of, 236

created by the Internet among people, 

195

forming in social networking sites, 220

from seemingly unrelated experiences, 

59

consistency, on a Web site, 191

consultants, researching guerrilla 

marketing fi rms, 73

consumer(s). See also customers

approaching, 43–44

asking too much of, 321

attracting to a Facebook page, 223–224

bringing into your network, 221

choice as a weapon, 25

commenting on blogs and other 

content, 195

dialog with, 196–197

problems with, 45

providing with customizable content, 

217

reaching directly, 19, 311–312

consumer e-mails, gathering and 

collecting, 321

consumer loyalty, generated by cause-

related tie-ins, 288

consumer participation, beyond basic 

awareness, 37

consumer PR, by publicists and PR 

agencies, 261

contacts

advising before release of big news, 239

keeping tabs on, 239

leveraging existing, 236–241

poor monitoring of, 239

prioritizing, 238

requesting attendees’ information, 132

sharing of information on, 285

content

defi ned, 282

updating weekly on Web sites, 194–195

content overview, of publications, 242

contestants, recording in a casting call, 

138

contests

crafting, 211–212

developing for participation, 114

drafting rules for, 212–214

getting something out of, 211

holding on-site, 218

on microsites, 205

teaming with a partner on, 286

context, of a press release, 255

contingency fund, for street teams, 85

contingency planning

having a plan, 45

for negative situations, 122

time of year dictating for the weather, 

46

contributions, determining for charities, 

292–293

contributors, sharing the spotlight with, 

238

control, releasing cautiously, 217–218

conventions. See conferences

copyrighted material, problems with, 

46–47

corporate relations department, of a 

charity, 291

corporation. See also business(es)

example marketing campaign, 309

prepared summary of in press release, 

252–253

cost effectiveness, of guerrilla marketing, 

18, 19, 28

cost per click (CPC), 202

cost per mill (CPM). See CPM

cost-effective reach, 202
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costs

actual, 64, 324

of agencies, 78, 80

of distribution pieces, 93

keeping down, 39

of outdoor advertising, 154

responsibility for a partnership’s, 284

costuming, brand-related for street 

teams, 88

CPC (cost per click), 202

CPM (cost per mill)

defi ned, 32

factors impacting rates, 33

impression pricing, 32

Internet advertising rates, 202

pricing based on more traditional 

forms of media, 34

sample rates, 33

crawling, 194

crazy ideas, capitalizing on, 26

creative vampire, wrath of, 191

creativity

of advertising, 180

discretion tempering, 97

during the dot-com era, 21

environment conducive to, 53

of a guerrilla marketer, 314

credit, taking for good deeds, 294–295

crop fi elds, branding, 179

cross-platform approach, cost of, 190

cross-promotional partnerships

in the clothing-store campaign, 300

compared to cause-related tie-ins, 288

securing mutually benefi cial, 280

crowd-control barricades, 112

customers. See also consumer(s)

degree of connection with, 37

identifying likely, 14

reaching out to, 14

customizable applications, 215

customization

allowed by MySpace, 225

allowing for business-specifi c, 27

on the Internet, 215

cynicism, tearing down, 237

• D •
daily grind, stepping outside of, 312

damage control, calling in PR assistance 

with, 262

dateline, of a press release, 250

dates, in an RFP, 75

deadlines

for contest entry, 214

of editors and reporters, 255

decals, for vehicles, 156

décor, at events, 128

decorum requests, 323

delivery

apparatus for distribution elements, 66

of a press release, 255

deluxe e-commerce development, for a 

Web site, 204

demographics, using Facebook, 222

design students, fi nding, 178

designers. See freelance designers; game 

designer; graphic designers; Web 

designer, selecting

desire, in a call to action, 188, 189

details, double-checking, 66

Deutsch, Donny, 60

development department, of a charity, 

291

development layout, for a Web site, 204

dinner-and-a-movie campaign, 163

direct mail, CPM rates, 33

disclaimer placards, displaying, 111

discretion, tempering creativity with, 97

displays, in supermarkets, 164

dissatisfaction, with an agency, 80
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distribution pieces

calculating the number needed, 325

checklist for common, 94

cost of, 93

creating, 65–66, 92–96

criteria for, 92

dismissing details, 325

life of, 325

making appealing, 325

missteps regarding, 325

not relating to your brand, 325

not running out of, 96

sample specs for, 93–96

shelf life of, 94

sizing, 93

spending too much money on, 325

for street teams, 84

documentation

forgetting, 326–327

of plans for a campaign, 67

supplied by wild postings, 147

domain names

described, 207

purchasing for microsites, 206

purchasing multiple, 208

registering, 182, 206

dot-com era, creativity during, 21

double showing layout, for wild postings, 

148

down brand, 166

drink stirrers, in bars and restaurants, 

159

drinks, at events, 128

due diligence, lacking, 319–320

duplicate content, search engines 

perceiving, 208, 209

• E •
earned media, 237

e-blasts, publicizing new medium in, 181

e-commerce Web site, 204

editing capacity, applying to Web sites, 

217–218

editorial calendar, of larger publications, 

242

editorial submissions, to publications, 

242

editors, deadlines of, 255

education level, of the target audience, 

42

elaborate ranking algorithms, 193

electricity permit, 107

em dash, in a press release dateline, 250

e-mail(s)

accessing a partner’s list, 285

press releases sent via, 255

sending out mass, 120

venue lists, 120

e-mail blast, sending, 113–114

emotional vampire, becoming a victim 

of, 191

emotions, appealing to, 174–175

employee service programs, 293

end date, of a partnership, 284

endorsements

posting positive on the Internet, 196

third-party, 237

e-newsletter, creating, 271

engagement

of commuter hub ads, 163

of guests at an event, 129–131

enlarged photographs, 130

enter-to-win component

adding to a Web site, 211

of a distribution piece, 94

executing, 132

entertainment

for an event, 65

habits of the target audience, 42

entertainment brand, example marketing 

campaign, 308

entry dates, for event contests, 132
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environment

for brainstorming, 52–53

building a media list for, 241

e-store, example marketing campaign, 

302–303

event guests, higher engagement of, 

130–131

events

audience-specifi c, 124

casting calls as, 137

defi ned, 123

documenting, 44

easy for target audience to attend, 

126–127

elements of good, 124–133

offering unique to radio stations, 141

on-air, 140–142

permits required for, 45

planning, 65, 261

pre-promotion of, 119–120

press arrival at, 142

press-worthy, 38

producing brand-related, 124–125

promoting on MySpace, 228

publicizing in Facebook, 224

sentence summarizing, 257

steering clear of confl icts, 125

unique experiences at, 127–131

validating, 314

V.I.P. treatment for guests, 128–129

exclusives, offering, 256

exclusivity, tickets creating a sense of, 

119

existing contacts, leveraging, 236–241. 

See also contacts

existing marketing materials, presenting 

in a new way, 177

existing media, 171–172

expectations

breaking traditional, 17

for SEO, 194

experiential ways, reaching people in, 

317

expert(s)

accessing during brainstorming, 54

holding conspicuous conversations 

with, 199

presenting yourself as an, 140

exposure

boosting with business contacts, 

240–241

compensating for, 273

making opportunities for, 181

• F •
Facebook

company page or group on, 223

described, 222–225

extensive reach of, 223

as the fi fth most traffi cked Web site, 

223

publicizing events in, 224

putting to work for you, 223

sharing videos in, 224–225

Facebook For Dummies (Abram and 

Pearlman), 222

family

calling, 240

as a resource to select a charity, 

289–290

FAQs (frequently asked questions), for 

street teams, 89

Fast Forward function, in Facebook, 225

Fast Track application, for a Guinness 

World Record, 102

feature articles, help from publicists and 

PR agencies, 260

feedback

contacts providing, 239

on the project brief, 63

fi les, allowing visitors to upload, 216

fi lmmaker, example marketing campaign, 

307

fi ltering, Web sites, 217–218

fl aming, 200
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fl eeting platforms, 33

focus group, 54

foldout maps, as distribution pieces, 95

follow-up

after conferences, 272

with media outlets, 255–256

food or beverage sponsor, 128

foot traffi c, impressions estimate based 

on, 31

form, of a press release, 249–254

formal proposal, charity asking for, 291

forums, on Web sites, 195

free, as the most successful word in 

marketing, 189

free giveaways, in bars and restaurants, 

160

freebies, offering. See giveaways

freelance designers, fi nding, 178

freelancers. See consultants

frequency, of advertising in commuter 

hubs, 163

frequently asked questions (FAQs), for 

street teams, 89

friends

calling, 240

as partners, 22–23

as a resource to select a charity, 

289–290

Friendster, 229–230

fulfi llment, of contests, 212

fulfi llment houses

contacting, 215

described, 215

hiring, 66

full participation, in conferences, 272

fundraising department, of a charity, 291

• G •
game designer, hiring a professional, 210

game show, at bars or restaurants, 160

games. See online, games

generator, supplying power for 

projections, 151

gift bags, items for, 282

gimmicky advertising, dangers of, 181

giveaways

in bars and restaurants, 160

at events, 128

in magazines, 172

power of, 65

from a publicity stunt, 100

at publicity stunts, 117

Give.org, 290

go-to source, establishing yourself as, 

237

goals

of ads, 178

of a brainstorming session, 54

defi ning, 36–39

for Web sites, 204–205

good deeds, taking credit for, 294–295

goodwill, generated by cause-related 

tie-ins, 288

goody bags, 282

Google AdSense, 271

Google Analytics, 202, 314

Google Toolbar, 199, 201

grand entrance, of guests, 136

grand prizes, at publicity stunts, 117

graphic artist, generating layout options, 

130

graphic designers

presenting your logo, 65

working with, 178

graphics, placing in shopping malls, 165

grocery stores. See supermarkets

gross rates, 183

groundwork, laying with press outlets, 

256

group pages, advantages to, 224

groups. See also online, groups

creating, 276–277

on Facebook, 223
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groups (continued)

joining, 276

membership fees, 276

on MySpace, 227

guerrilla

original term, 16

thinking like, 51–67

guerrilla agencies. See agencies

guerrilla marketing. See also campaigns

basic concepts of, 29

benefi ts of, 28–29

defi ned, 16

described, 11

as different, 26–27

essential principles of, 16

as love marketing, 17

methods of, 20–23

necessity for, 28–29

participants in, 17–18

as populist, 315

reasons to love, 311–317

tactics of, 1, 16

guerrilla marketing fi rms

bringing in, 69–80

identifying, 72–74

qualifying candidate, 74–78

reasons to look at, 70–72

requirements for selecting, 73–74

size of, 73

Web sites of, 75

guerrilla marketing plan, executing, 

73–74. See also marketing plan

guerrilla postering. See wild postings

guerrilla sensibility, 20

guerrilla tactics

militaristic roots of, 16

reasons for, 19

guest books, documenting event 

attendance, 133

guests

compensating for event involvement, 

131

engaging at events, 125, 129–131

entertaining, 125

gathering information about, 132–133

securing for events, 134–135

Guinness, microsite created by, 207

Guinness World Record, breaking or 

setting, 102

gyms, advertising in, 164

• H •
Half.com, Oregon, 179

hand-to-hand reach, with a message, 325

handheld projectors, 151

Hands on a Hard Body, 118

hard costs, 79

headline, of a press release, 250

health clubs, advertising in, 164

high-maintenance, herding, 114

high-school-clique mentality, 113

high-traffi c locations, looking for, 105

higher engagement, of event guests, 

130–131

hiring process, for a marketing 

campaign, 72–78

home, bringing publicity stunts to, 106

hook, communicating your message 

with a, 248

hors d’oeuvres, at events, 128

host, playing, 283

hotel accommodations, for national 

talent, 116

household, of the target audience, 41–42

HTML codes, for MySpace, 226

human touch, at events, 127

humility, approaching charities with, 292

• I •
icons, in this book, 6

idea trade, participating in, 270

ideas. See also concepts

as babies, 61

as the key to innovation, 170
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selecting the best, 62

sharing broader, 270

identity, disclosing on message boards, 

198

Ikea, Absolut Vodka partnered with, 149

IMDb Pro, 115

immediacy, radio and television relying 

on, 245–246

impressions

calculation of, 31

cost of, 32–34

defi ned, 31

described, 25

leaving lasting after publicity stunts, 

117

number of estimated, 31

impulse buys, at checkout counters, 165

independent fi lmmaker, example 

marketing campaign, 307

indoor advertising

choosing the best option, 166

introduction, 157–158

major methods of, 158–165

industries

keeping you in the know, 269–270

offi cial trade sites for, 198

PR fi rms specializing in, 264

industry sources, as partners, 23

industry-related charities, 290

infi ltration. See stealth infi ltration

infl uencers

becoming, 197

getting in your corner, 236

putting your message directly into the 

hands of, 238

reaching, 199–200

information

gathering about guests, 132–133

presenting honestly, openly, online, 197

in-house public relations effort, 261

in-kind payment, for conference 

exposure, 273

inner artist, harnessing, 313–314

innovation

importance of, 169–170

owning, 182–183

insiders, contacts as privileged, 239

instincts, trusting, 177

in-store TVs, in supermarkets, 165

Intel, making computer chips cool, 243

interaction, quality of, 33

interconnectedness

making mobile, 229

of participating online, 218

interest, in a call to action, 188

intermediate development, for a Web 

site, 204

Inter-mob, avoiding the wrath of, 200

Internet

access as a brainstorming tool, 54

advantages over print media, 18

as a battleground for reaching 

consumers, 21–22

development of, 187

enlisting innovators, 66

unique experiences on, 29

Internet Movie Database (IMDb), 115

Internet protocol (IP) address, 209

interviews

with media, 257

for street teams, 86

interweb, taking to, 114

in-theater advertising, 162–163

IP (Internet protocol) address, 209

• J •
journalist, embracing your inner, 248. 

See also reporters

• K •
keywords, on Web sites, 192–193, 194

kudos, losing, 328
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• L •
landing page, smartly designed, 189

laptop computer, for projections, 151

laws, federal, state, and local for a 

contest, 214

lawyer, 104, 182, 214

layout and design, handling for 

giveaways, 65

layouts, for Web sites, 204

lead, of a press release, 251

leafl ets, in supermarkets, 164

legal documents, for publicity stunts, 

103–104

legal issues

addressing potential, 320

for a campaign, 320

problems with questionable legality, 47

level of participation, in conferences, 272

lifestyle brand, example marketing 

campaign, 308

light boxes, noticed by the bomb squad, 

121

lighting, for a publicity stunt, 110, 111

limited engagement, of event guests, 

129–130

lines, at a casting call, 138

LinkedIn, 229

lobby displays, in theaters, 162

local media, 244–246

local neighborhoods, businesses trying 

to reach, 162

local outreach, as critical to events, 107

local talent, 116

locations

describing for brainstorming, 55

pre-secured for wild postings, 147

problems with, 45–46

selecting for a casting call, 138

selecting prime for publicity stunts, 100

for street teams, 87, 98

for wild postings, 148

Locks of Love (charity), 290

logo, adding a charity’s to your site or 

materials, 295

love marketing. See guerrilla marketing

• M •
magazines

CPM rates, 33

giveaways in, 172

in supermarkets, 164

magnets, custom for vehicles, 156

mainstream media

exposure via a partnership, 285

looking at options, 243–246

malls, market research available from, 

165

manager, for a street team, 65

marketers, online, 192

marketing. See also campaigns

basics of, 12–14

defi ned, 12

giving a product life, 13

goal of, 12

good, 30

inventing new forms of, 20–21

microsite strategies, 205–207

reasons for, 13

traditional, 17, 18–19

using traditional media, 26

Web site as tool for, 204

marketing agencies. See guerrilla 

marketing fi rms

marketing agency account executive 

(AE), nontraditional, 299–300

marketing event, casting call as, 137

marketing plan. See also guerrilla 

marketing plan

components of, 30

creating, 14

developing, 35–49
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focusing, 15

putting to paper, 62–63

MarketWire, 253

mass exposure, on a local budget, 28

media

buying and placing, 73

with a captive audience, 33

getting exposure by inventing new, 

180–181

interviews with, 257

knowing, 253

making your mark on existing, 171–172

nontraditional compared to traditional, 

71

not having money for big, 70–71

originality bringing in, 118

problems with, 44

survival of traditional forms of, 29

media buys, working well with existing, 

316

media coverage, as compensation for 

conference exposure, 273

media kit, 142

media list, building, 241

media one-upmanship, 171

media options, looking at mainstream, 

243–246

media outlets, follow-up with, 255–256

media platforms, 27

media research fi rms, 245

media sponsor, securing, 114

media tracking service, hiring, 258

meet-and-greets

adding to events, 133

deciding on, 134

membership fees, for groups, 276

men, in the target audience, 40–41

message(s)

crafting for street teams, 91

fi guring out and communicating, 

174–177

hand-delivering, 312

of publicity stunts, 100

spreading across several methods, 

190–191

message boards, using to your 

advantage, 197–198

messaging

communicating your company’s, 248

creating can’t miss, 176

microbloggers, culture of, 229

microprocessors, advertising of, 243

microsites, 71, 205

Miller, Marc, 161

mobile marketing, 150, 155–156

models, as street-team resources, 86

money, making, 13

monitors, in shopping malls, 165

motivating others, 289

movie theaters, ads inside, 162–163

moving image, power of TV relying on, 

245

music

at events, 128

on social networking sites, 220

MySpace

arm picture, 220

described, 225–228

as the highest-traffi cked Web site, 226

putting to work for you, 226

sense of community within, 226

stats on, 226

MySpace For Dummies (Hupfer, Maxson, 

and Williams), 225

MySpace Music, 226

• N •
NAICS (North American Industry 

Classifi cation Systems), 241

napkins, in food courts, 165

National AIDS Fund, 294

national media, 244–246

national talent, 115–116
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navigation clusters, on Web sites, 191

NDA (non-disclosure agreement), 284

needs analysis, for PR, 264

negative publicity, from stunts, 121

neighbors, playing nice with, 107

net rates, 183

network, personal, 238–239

Network for Good, 290

networking groups, creating, 277

network/local TV, CPM rates, 33

new media

creating, 152

defi ned, 170

examples of, 180

inventing, 180–181

legality of, 174

publicizing the creation of, 328

news coverage, tracking, 258

news media, phoning, 256

news release. See press releases

news story, basics of, 249

newsletters, subscribing to, 270–271

newspapers, CPM rates, 33

no-shows, problems with, 47

non-disclosure agreement (NDA), 284

noncompeting brands

trying your new media, 181

working together, 281–283

nonprofi t group, example marketing 

campaign, 304–305

nontraditional agency. See guerrilla 

marketing fi rms

nontraditional media, 71

North American Industry Classifi cation 

Systems (NAICS), 241

notepads, branded, 274

• O •
objectives

of a brainstorming session, 54

defi ning, 36–39

obstacles

addressing and overcoming, 44–45

to guerrilla marketing, 319–328

older consumers, providing with 

customizable content, 217

on-air events, 140–142

one sheet. See sell sheet, creating

one-pager for street teams, 89, 90. See 

also sell sheet

one-to-one communication, by street 

teams, 83

online. See also infl uencers

adult-entertainment segment, 192

catching the target audience, 120

checking with production resources, 65

contests, 212–214

CPM rates, 33

creating chatter, 195

creating presence, 203–218

enter-to-wins, 211

games, 208–210

going, 66

groups, 114

infi ltration, 105, 196–200

metrics, 201

partnership assets, 285

satellite extension, 221

selecting charities, 290

subscription portals of media research 

fi rms, 245

virtual world, 230

only game in town, 125–126

on-site distribution efforts, maximizing 

word of mouth, 105

on-site opportunities, for sponsorship, 

273

on-site presence

at a charitable event, 294

in exchange for prizing or promotion, 

281

on-site remote, at your collaborator’s 

event, 285

OOH (out-of-home), reaching consumers, 

145

opinion leaders. See infl uencers

opportunities, taking advantage of, 

136–137, 285–286

optimization, checking the status of, 210
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opt-in check box, 321

options, scoping out, 25–34

opt-out requisite, 189

out-of-home (OOH), reaching consumers, 

145

outdoor advertising

billboards, 149

choosing, 154–155

CPM rates, 33

reaching consumers with, 146–156

outlets

developing new, 20–21

leveraging personal and professional, 

236–246

popularity and traffi c of, 33

outside PR agency or fi rm, 261

ownership, contacts taking, 239

• P •
Page Rank section, in the Google 

Toolbar, 199

Page Rank tool, on the Google Toolbar, 

201

pages, in Facebook, 222

paid inclusion, considering, 196

parameters

establishing for a charitable 

contribution, 293

setting out for brainstorming, 54–55

parents, consent for underage talent, 139

parking permit, 107

participants

bringing to you, 113–114

determining for publicity stunts, 

112–116

in guerrilla marketing, 17–18

swapping, 61

participation

banking on, 131

on social networking sites, 231

partnerships

cross-promotional, 149

entering into, 283–284

examples of successful, 281–283

fi nding partners, 22–23

with noncompetitive brands or venues, 

166

with other businesses, 275–277

problems with, 47

seizing opportunities, 285–286

sharing the spotlight with partners, 238

past marketing efforts, 59–60

patent offi ce, checking with, 182

Pay Per Click Search Engine Marketing For 

Dummies (Kent), 194

payment terms, with an agency, 79

pedicabs, branded, 153

pens, branded, 274

per diem, for national talent, 116

performances, adding to events, 133

performing unions, 139

perks, from group memberships, 276

permission

for publicity stunts, 106–107

securing for an event, 44–45

wild postings with, 147–148

wild postings without, 147

permits

having proper, 320

for publicity stunts, 106–107

required for events, 45

personal blogs, 220

personal network, 238–239

personal page, in Facebook, 223

personal references, checking, 140

personal stats, on social networking 

sites, 220

personality, of street-team staff, 85

personas, custom, 217

petitions, on microsites, 205–206

pharmaceutical company, partnering 

with National AIDS Fund, 294

phone-booth advertising, 153

photo documentation, supplied by wild 

postings, 147

photographer

at events, 128

hiring for a marketing campaign, 67

hiring for a publicity stunt, 111
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photographs

enlarged, 130

of featured guests, 136

from a guerrilla marketing agency, 80

in meet-and-greets, 136

opportunities to upload to Web sites, 

195

on social networking sites, 220

taking of everything, 327

pitches, framing, 257

PixProjector, 151

placement, for ads, 179

plan of attack, having a clear, 135

plants, friends in the crowd as, 131

platforms, variety of, 190

political messages, petition microsites 

promoting, 205–206

ponchos, 111, 326

popcorn bags, ads on, 162

pop-culture pleasures, playing to, 217

porn sites, optimizing, 192

portability, of guerrilla marketing, 315

portfolio, of an agency, 75

portion-of-proceeds component, 293–294

positive associations, generated by 

cause-related tie-ins, 288

postcards, as distribution pieces, 94

posters. See also window cards

in bars and restaurants, 160

boxing, 29

installation and maintenance of, 147

in restrooms, 161

wall, 95

post-initiative wrap-up call, 80

PowerPoint loop, 129

PR agencies. See also public relations

common client requests of, 260–261

deciding when to hire, 262

selecting, 263–265

Web sites of, 264

PR Newswire, 253

premiums

calculating the number needed, 325

creating, 65–66

spending too much money on, 325

pre-promotion, of events, 119–120

presentations

in interviews, 257

at trade shows or conferences, 274–275

press

accessibility, 108

arrival of at an event, 142

attracting to publicity stunts, 105

bad, 122

building personal working relationships 

with, 256

documenting coverage, 327

garnering, 38

handling, 73

laying a solid foundation with targeted 

outlets, 118

making the venue accessible to, 104

mentions in, 260

possibility for, 313

providing with tools, 249

reaching for a publicity stunt, 101

self-reliantly dealing with, 247

press pack, 142

press pool, 249

press releases

crafting, 250

defi ned, 249

explanation of what prompted, 251

pasting into the body of an e-mail 

message, 255

playing up benefi cial aspects of, 256

posting regular, 195

proofreading, 255

publications accepting, 242

publicists or PR agencies drafting, 261
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sample, 254

sections of, 250–254

sending to desired outlets, 253

supporting quotes from third parties, 

251

tracking coverage of, 258

writing, 249–255

press-worthiness, of guerrilla marketing, 

28

primary user, of a product or service, 41

print campaigns, being mentioned in a 

charity’s, 295

print media

described, 245

evolution of, 171

exposure via a partner, 285

impacted by the Internet, 18

printed materials, reviewing, 66

prize package, creating, 286

prizes

describing precisely for a contest, 213

distributing for a contest, 214

fulfi llment on microsites, 205

offering, 141

on-site presence in exchange for, 281

at publicity stunts, 117

sending out, 214–215

service- or brand-related, 132

problems, dealing with, 44–48

product demonstrations and samples, in 

supermarkets, 165

production brief, 135

production elements, for publicity 

stunts, 110–112

production resources, checking with 

online, 65

products

additional information about in a press 

release, 251

associated with charitable 

organizations or ends, 296

donating to charity, 293

parting shots about in a press release, 

252

trading for street-level efforts, 85

professional stats, on social networking 

sites, 220

project brief, preparing, 62–63

project completion, by an agency, 80

project manager, hiring to execute a 

campaign, 86

project-basis account, 79

projected impressions, for print 

advertising, 202

projections, 150–151

projectors, handheld, 151

promotion, on-site presence in exchange 

for, 281

promotional-item vendors, 96

proof-of-purchase, required for a 

contest, 214

property, as a resource, 173

protests, problems with, 46

public, engaging in publicity stunts, 105

public relations (PR). See also PR 

agencies

counsel, 260

defi ned, 12

described, 259

as journalism, 248

taking care of, 73

public relations teams, capabilities of, 

260–261

publicists

capabilities of, 260–261

common client requests of, 260–261

deciding when to hire, 262

defi ned, 259

selecting, 263–265

publicity, 22, 140–141, 262

publicity stunts

choosing and planning, 101–104

crafting cohesive, 101–118

crowd-control barricades for, 112
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publicity stunts (continued)

defi ned, 99

determining participants, 112–116

elements of, 99–101

good gone bad, 121–122

matching to brands, 101–103

permits and permissions for, 106–107

power of, 99

production elements, 110–112

rules for, 103–104

selecting, 102

selecting the venue for, 104–105

signage for, 110, 112

staging of, 110–111

timing of, 109

validating, 314

pull-through strategy, 243

pull-up banners, 112

purchase, as a contest requirement, 213

purchasing process, on a Web site, 191

• Q •
qualifying process, for an RFP, 76

quality-of-life violations, wild postings 

as, 147

quality product, aligning with a 

charitable cause, 296

• R •
racing events, ad space at, 175

radio

CPM rates, 33

described, 246

exposure via a partner, 285

radio personalities, success using, 117

radio stations, 141

rain dates, looking into, 326

ranked list, of contacts, 238–239

reader makeup, of publications, 242

readers, drawing to a blog, 195

real estate, renting for a stunt, 108

reality TV stars, name recognition of, 116

record label, example marketing 

campaign, 303–304

red carpet, swapping, 129

redirecting, from alternate URLs, 208

references, asking for from agencies, 78

regional partnerships, camaraderie of, 

275

reinventing, with care, 61

relationship marketing. See guerrilla 

marketing

reliable-source status, generating, 237

reporters, 255. See also journalist

reputation, developing a good online, 

197

request for proposal (RFP), 75, 76–77, 

265

request for qualifi cation (RFQ), 76

research, required for a campaign, 320

resources

monopolizing existing, 173

targeted use of, 313, 322

responsibility-to-reward ratio, 37

restaurant advertising, 159–160

restrooms, advertising in, 159, 160–161

retainer, 78–79

reviews, posting positive on the Internet, 

196

reward, for a call to action, 38

RFP (request for proposal), 75, 76–77, 

265

RFQ (request for qualifi cation), 76

rickshaws, 153

Ries, Jack, 237

riser, for the main event, 110, 111

Rolodex, 238–239

roof toppers, for vehicles, 156

rule of fi ve, for navigation buttons or 

links, 191
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rules

for contests, 132, 212–214

for publicity stunts, 103–104

run-of-show, for guests and other 

involved parties, 135

run-throughs, prior to a presentation, 

274

• S •
safety, of distribution pieces, 98

samples. See distribution pieces

sand sculptures, custom, 60

saying no, trap of, 58

schmoozers, characteristics of, 239

scoop, giving to a reporter, 242

scratch-’n’-win cards, 95

search engines. See also SEO (search 

engine optimization)

optimizing Web sites for, 192–196

putting to work for you, 201

Second Life, 230

security and privacy settings, on social 

networking sites, 230

sell sheet, creating, 183

semiconductors, advertising of, 243

seminars, 271–275

SEO (search engine optimization). See 

also search engines

as extremely complex, 193

gatekeepers of, 193

selecting a professional for, 193–194

understanding, 192–193

services

additional information about in a press 

release, 251

agreement, signing, 78

donating to charity, 293

parting shots about in a press release, 

252

trading for street-level efforts, 85

shelf life, of a distribution piece, 94

shopping bags

branding, 165

as resources, 173

shopping carts, advertising directly on, 

164

shopping malls, advertising in, 165

shout-outs, on Twitter, 229

SIC codes, 241

signage, for publicity stunts, 110, 112

signed items, from featured guests, 137

single showing layout, for wild postings, 

148

site traffi c, analyzing, 201, 202

slides, on-screen in movie theaters, 162

small business, example marketing 

campaign, 305–306

sniping. See wild postings

social change, petition microsites 

promoting, 205–206

social networking sites

customizable options on, 220–221

described, 219, 220

model developed by, 215

participation in as an investment, 232

as tools to market your brand, 221–230

using, 120, 230–231

sound(s)

adding to mobile billboards, 150

for publicity stunts, 110, 111

as resources, 173

sound bites, radio relying on, 246

sound ordinances, local, 150

sound permit, 107

spam, 196

speakers, securing for events, 134–135

spiders, 194

spokesperson, securing for a nonprofi t 

cause, 305

sponsor, for food or beverage, 128

sponsorship opportunities, at 

conferences, 273–274
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sponsorship packages, negotiating, 273

staff

checking in with prior to campaign 

launch, 67

hiring for a street team, 85–86

keeping an eye on street teams, 97

for a national talent, 116

preparing and monitoring, 322–323

providing with ponchos, 326

as resources, 173

for street teams, 84

staffi ng agency, hiring a street team, 73

stagecraft, of a publicity stunt, 100

staging, publicity stunts, 110–111

standard bearer, for an industry, 40

star, hiring, 139–140

state of mind, venue creating, 158

stealth infi ltration, 198

stealth marketing, 175–176

step and repeat backdrop, 112

sticky Web sites, 209

strategic marketing objectives, Web site 

driving, 205

strategic marketing purpose, for a 

contest, 212

strategic media mix, 155, 157

strategy, launching a targeted, effective, 

15

street activity permit, 107

street campaigns

executing, 320

expense of, 71

validating, 314

street teams

budgeting for, 84–85

building winning, 85–90

described, 83

hiring, 73

keeping out of trouble, 97–98

messaging, 91

putting together, 65

sample budget, 49

sizing, 87

staff characteristics, 86

timing and placement of, 96–97

training, 88–90

street-wise, getting, 119

strengths, evaluating existing, 39–40

stuffed animals, as distribution pieces, 

94

stunt candidates, creating a contest to 

select, 114

stunt ideas, brainstorming and refi ning, 

102–103

stunts. See publicity stunts

subway advertising, 152–153

supermarkets, advertising in, 164–165

SuperPoke, on Facebook, 222

supporting quotes, from third parties in 

press releases, 251

surroundings

considering for ads, 167

for distributing materials, 98

swag. See gift bags

sweepstakes

odds of winning, 214

teaming with a partner on, 286

synergistic marketing campaigns, 190

• T •
T-shirts, branded, 317

table tents, in bars and restaurants, 160

takeaway, providing from an event, 125

talent

hiring, 139–140

local, 116

national, 115–116

selecting, 117

tapping into, 115–116

tracking down, 138
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talking points

press-friendly hard copies of, 257

shaping for a press interview, 256–257

for a street team, 91

target audience

acknowledging, 167–168

asking too much of, 321

catching online, 120

creating an experience exclusive to, 26

defi ning, 40–43

involving in brainstorming, 54

making event attendance easy for, 

126–127

matching participants to, 113

reaching, 20

target consumers. See consumer(s)

targeted connections, sway of, 322

targeted nature, of guerrilla marketing, 

28

tax break, getting, 295

taxi-top advertising, 152

teaching. See training sessions

team, assembling for a campaign, 64–66

tease-and-reveal campaign, 206

technology, harnessing, 21–22, 29

television

cost of airing commercials, 18

described, 245

evolution of, 172

impact of, 29

interviews on, 257

in supermarkets, 165

tenting, for a publicity stunt, 110, 111

terminal ownership, 153

testing, guerrilla marketing, 19

theater industry, guerrilla marketing in, 

21

third-party endorsement, 237

thumbnail photos, on Web sites, 191

ticket, creation of, 119

timing

defi ning for brainstorming, 55

a marketing push, 43–44

press pushes, 262

press releases, 255

publicity stunts, 100, 109

for reaching customers, 14, 43, 96–97

trade ideas, free fl ow of, 269–270

trade media

compiling a list of, 242

defi ned, 241

publicizing new medium in, 181

reaching out to, 241–243

reading and studying, 242

substantial, 270–271

trade PR, by publicists and PR agencies, 

261

trade shows

attending, 271–275

described, 271

giving presentations at, 274–275

negotiating with management, 273, 274

trademarking, names, 182

trade-specifi c equipment, as resources, 

173

traditional marketing, 17, 18–19, 26, 71

traffi c

driving, 37–38, 315

tracking, 202

train advertising, 152–153

training sessions

before a campaign, 67

prior to events, 323

for street teams, 88

transportation expenses, for street 

teams, 84

travel expenses, for national talent, 116

travel hubs, advertising in, 163–164

tray liners, in food courts, 165

trends, sharing broader, 270

trend-setters. See infl uencers

trickle-down effect, of using wire 

services, 253

trucks, giving away, 118

truck-side advertising, 153
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trusted sources

framing yourself as one of, 237

personal, 236

TVs. See television

Twitter, 229

• U •
unfocused, being, 322

unions, performing, 139

unique practices, taking advantage of, 34

unique setting, presentations in, 60

unique vehicles, 156

uniqueness

event experience, 127–131

of guerrilla marketing programs, 19

of a product or brand, 40

social networking site content, 231

Web site offering, 216–217

Upfront Season, 57

URL (Universal Resource Locator), 207, 

208

U.S. Patents and Trademark Offi ce Web 

site, 182

user-generated content, showcasing and 

sharing, 218

user-generated groups, in Facebook, 223

• V •
validation, tracking your way through, 

314–315

vehicles

already available, 155

branding, 156

giving away, 118

making unique, 156

vendors

benefi ting from your increased sales, 

241

criteria for in an RFP, 75

for distribution elements, 65

getting ready to pay prior to a 

campaign, 67

problems with, 47

of promotional items, 96

venue in-house or preferred, 65

wild-posting, 147–148

venues

creating a state of mind, 158

getting more out of, 120

getting permission to use, 106

getting ready to pay prior to 

campaigns, 67

in-house or preferred vendors, 65

lists of, 108

marquee mentions, 120

negotiating with, 168

permission to utilize chosen, 320

potential problems around, 105

rules set forth by, 109

selecting, 104–105, 108

using a business as, 283

video(s)

of featured guests, 137

on-screen in movie theaters, 162

opportunities to upload to Web sites, 

195

sharing in Facebook, 224–225

shooting at a publicity stunt, 111

on social networking sites, 220

viral, 38

video loop, 130

videographer, hiring, 111

video-sharing Web sites, 327

V.I.P. access, offering before events, 136

V.I.P. treatment, for guests at events, 

128–129

viral content, 224–225

viral publicity, 207

viral videos, 38

visibility

maximizing, 194–196

for a product or brand, 34
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vision, defi ning, 178

visual dimension, adding to a news 

release, 245

• W •
waivers, for publicity stunt participants, 

103–104

wall posters, as distribution pieces, 95

walls, in Facebook, 225

war-room tent, 111

water permit, 107

WE tv, search for prima donnas, 114

wealth, sharing with a charity, 293–294

weather, challenges of, 46, 111, 326

Web addresses

securing a relevant, 182

working to your advantage, 207–208

Web Design For Dummies (Lopuck), 203

Web designer, selecting, 66, 191

Web Marketing For Dummies 

(Zimmerman), 203, 216

Web publishers, hustling to fi nd content, 

282

Web site with an e-store, example 

marketing campaign, 302–303

Web sites

accessing during brainstorming, 54

adding an enter-to-win component, 211

adding onto with microsites, 205–207

affl ictions of, 191

being a presence on a charity’s, 295

content on, 282

converting traffi c to actual customers, 

188

guidelines for, 191

incorporating games on, 208

layouts for, 204

maintaining effi ciency in, 191

maximizing presence, 193

online tracking for, 314

optimizing for search engines, 192–196

of PR fi rms, 264

reviewing agencies’, 75

selecting to advertise on, 201

setting goals for, 204–205

standing apart from the competition, 

210

updating regularly, 194

video-sharing, 327

zeroing in on, 198–199

Webmaster, selecting, 66, 225

weekdays, approaching a target 

audience on, 43

weekend, approaching a target audience 

on, 43

whois search, 206

WhoRepresents.com, 115

wild postings

categories of, 146

layouts for, 148

with permission, 147–148

vendors for, 147–148

without permission, 147

window cards, producing, 168

window of participation, making as wide 

as possible, 127

winners, selecting for a contest, 213

wire services, commercially available, 

253

women, in the target audience, 40–41

word of mouth, power of, 105

work location, of the target audience, 41

world record, setting or breaking, 102

wrapping, a vehicle, 156

wrap-up call, post-initiative, 80

written agreement, drafting regarding a 

partnership, 284

written documentation recap report, 80

• Z •
Z-card, 94
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