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    Book Presentation: Guerrilla Marketing Goes Green by Jay Conrad Levinson and Shel Horowitz


    Book Abstract


    Main Idea


    Green, ethical marketing not only feels better but in today’s business environment it works better as well. Green guerrilla marketing is based on four indispensable pillars:


    
      	Sustainability – doing things which are good for the planet.


      	Quality – doing things which are good for the customer.


      	Integrity – doing things which create win-win outcomes.


      	Honesty – doing things which are completely solid and above board.
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    At its heart, green marketing has an abundance paradigm. Instead of endlessly chasing market share, you need to feel confident there is plenty to go around. The more people who have a vested interest in your success, the more likely it becomes that you will in fact succeed. Green marketing is all about doing marketing which will benefit your customers, employees, suppliers, distribution partners and even competitors. Make it feasible for everyone to benefit and they will help you achieve what you’re after.


    When you set up the right marketing systems, prospects contact you because they want to do business with you. That’s a whole new ball of wax from interrupting people enough times that you get their attention and ultimately their business. When people contact you, selling becomes less of a concern. It becomes superseded by the imperative to exceed their expectations so the cycle repeats.


    Never lose sight of the fact when it comes to green marketing, there is always more than one way to get there. Find and then follow a path that makes sense for you and for your industry rather than attempting to take a cookie cutter approach using what worked for someone else. Be genuine and explicit about your agenda and you’ll get there in the way that makes sense for you.


    About the Author


    JAY CONRAD LEVINSON has sold around 20 million copies worldwide of the 59 books which make up the guerrilla marketing series, making him one of the widest read authors in history. He taught marketing at the University of California in Berkeley for ten years and worked for J. Walter Thompson and Leo Burnett Advertising. Mr. Levinson is chairman of Guerrilla Marketing International and the Guerrilla Marketing Association.


    SHEL HOROWITZ has had a lifelong involvement in environmental and social change movements. He wrote his first book at age 15 on why nuclear power makes no sense and since then has worked in the writing, PR, marketing, radio, arts, food services and office system industries. He is the author of Marketing Without Megabucks and 111 Tips to Help the Environment, Lower Your Carbon Footprint, Cut Your Budget and Improve Your Quality of Life – With No Negative Impact on Your Lifestyle and six other books on low-cost, high-impact marketing. He is the founder of Save the Mountain and the Business Ethics Pledge movements and is a popular public speaker.


    The Web site for this book is at www.GuerrillaMarketingGoesGreen.com.


    Important Note About This Ebook


    This is a summary and not a critique or a review of the book. It does not offer judgment or opinion on the content of the book. This summary may not be organized chapter-wise but is an overview of the main ideas, viewpoints and arguments from the book as a whole. This means that the organization of this summary is not a representation of the book.


    Summary of Guerrilla Marketing Goes Green (Jay Conrad Levinson and Shel Horowitz)


    1. Green guerrilla marketing basic principles


    You can be a successful marketer by acting ethically and responsibly. It’s not necessary or even desirable to try and trick people into doing business with you. Look at marketing as a partnership.


    1. People do matter – so always treat them 100% ethically


    The conventional way of thinking about marketing is to treat it as a battering ram or a weapon of war where you try to fool people into becoming a customer – ideally while climbing over your competitors and pummeling them into submission. That kind of thinking has gone the way of the dinosaur.


    Green marketing is a series of partnerships which border on courtships. You win customers by:


    
      	Wooing them with attractive offers which add value.


      	Forming a deep relationship rather than one-off transactions.


      	Building trust and doing the right thing all the time.

    


    The essence of green marketing is you make your own success by helping others succeed in what they’re trying to achieve for themselves. This is all about succeeding without selling your soul. You have a code of ethics and then you follow through and apply those ethics to everything you do. More than likely, your code will be based on the Golden Rule: “Do unto others as you would like others to do unto you.”


    “The modern business world doesn’t usually assume that business should be based on ethics. But we do. Perhaps you’ve been told for many years that Nice Guys Finish Last, and you aren’t sure it’s really possible to succeed, thrive, and be profitable while doing the right thing. We’re here to tell you that you can succeed and still have a clear conscience.”


    – Jay Levinson and Shel Horowitz


    2. Provide value and put people first – you’ll attract more business that way


    It’s all too easy to become cynical and think the name of the game when it comes to business is to hoodwink people into giving you their money. That idea just won’t hold water in today’s business environment. Why?


    
      	Consumers are now perfectly happy to avoid buying from companies they perceive to be unethical – shareholder activism and widely publicized boycotts are becoming much easier to organize because everyone is hooked up to the Internet. The word can get out. Furthermore, all kinds of consumer boycotts are now springing up around social issues like forced child labor, deforestation, other environmental concerns, poor corporate ethics and more.


      	Consumers nowadays deliberately try to buy from companies which support their social agendas – they like to buy from companies which support good causes. If there is even a hint products are produced in sweatshops using child labor, consumers will move to other brands in droves. At one time, it was only environmental activists who worried or talked about organic products, getting things made by “fair trade” businesses which treat their workers well or worries about highly processed foods. Today, all of these issues have gone mainstream and people put their money where their values lie as often as possible.


      	Investors are actively shifting their investment dollars into socially responsible companies – with trillions of dollars in funding now flowing into these types of investments. By most estimates, around one out of every eight dollars invested goes into companies with active social and environmental programs. People want both values and profits, not profits at the expense of the future.


      	When companies act responsibly, they align the interests of all their stakeholders – customers, investors and employees. Companies that do the right thing have lots of momentum in their favor.

    


    3. Success in business requires that you deliver value to others – end of story


    Responsible companies perform better financially for a number of different reasons:


    
      	They don’t have to face or pay out on expensive lawsuits relating to pollution, safety violations or discrimination.


      	Customers frequently become unpaid evangelists – they actively recruit other customers. This lowers marketing costs.


      	Eco-friendly and highly ethical companies are more likely to build a lasting business based on their heritage.


      	When customers find you have their best interests at heart, they will come back again and again.


      	It becomes easier to find joint venture partners if you have a solid reputation.


      	There is more goodwill for your products and services.


      	You never face the possibility of getting caught out telling a lie if everything you do is above board and squeaky clean.

    


    To enjoy these benefits, all you have to do is consistently create value for others in everything you do as an organization. Or put a different way, you best help yourself by helping others achieve what they’re after. This comes down to three key principles:
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      	Quality – provide customers with the absolute best value you possibly can.


      	Integrity – run your business transparently and in ways which aligns with your core values. Don’t try and be what you’re not.


      	Honesty – value the truth and be candid with your prospects and customers, even if this means sending them to someone else who can better serve their needs.

    


    When you market with quality, integrity and honesty, your customers win because they soon realize you’re not trying to cheat them. They will tell their friends about you as well in glowing terms which can’t be bad. Your suppliers and partners win because they will feel good about being involved in what you’re doing. And even your competitors will benefit. They will see how your ethical behavior is received by the marketplace and this will open up some possibility thinking on how you can collaborate to grow the market.


    “Because I try to deliver extremely high quality while keeping my prices affordable, the value of my work is very high to my clients – and my customers become my marketing evangelists because they’re excited and delighted by the impact my work has on their business. Integrity keeps me close to my core values. Those include making the world a better place, having work that I find meaningful, and enjoying a high quality of life. Out of honesty, I’ve turned down work projects because another person might be better equipped to do the job; out of integrity, I’ve refused work assignments that clashed with my values.”


    – Shel Horowitz


    4. Conduct your business in ways which build long-term loyalty – and prosper


    Traditional marketing is intrusive. It places a premium on capturing your attention and then using that attention to try and sell something. What you then end up with is a relationship which is based on dishonesty and sleight-of-hand. It won’t work. A much better approach is to always conduct your business in such a way that your build long-term loyalty.


    When you do this, you actually get to the stage where people will approach you wanting to do business with you rather than being forced to do so. Instead of alienating people with your marketing, you should be creating marketing which gets the right people to call you. You then win their business by developing a value proposition which will meet their needs.


    “It is always much cheaper – and more profitable – to bring an existing customer back to purchase again than to prospect for and develop a new customer. And how do you retain existing customers? By providing a delightful, high-quality experience during the buying process, by offering goods and services that offer genuine value to the customer, and by exceeding your own promises and your customer’s expectations – not by making enemies of your customers during or after the sales process.”


    – Jay Levinson and Shel Horowitz


    In practical terms, you build a long term relationship with your customer if you treat him or her like an intelligent partner in your business. If you insult his or her intelligence by doing something underhand, you might win the battle (the one-time sale) at the expense of winning the war (solid repeat business). If you burn customers all the time, you then are forced to keep on going out and spending money to acquire more customers in the future to replace those you’ve used up. This is the business equivalent of shooting yourself in the foot.


    5. Use people-centered sales methods – which means saying no when needed


    Most highly successful salespeople pursue a “people first approach” – they figure out who has a lot to gain by doing business with them and then approach only that select group with the aim of becoming their ally.


    “The best marketing lets the customer decide that you are the right person for the job. Your own customers and prospects can even become evangelists for you, and – if you ask politely – will give you referrals or even introduce you to others.”


    – Jay Levinson and Shel Horowitz


    How this works in practice is usually something along these lines:


    
      	Create a profile of your best current customers.


      	Look for more people that match that profile in the future.


      	When you find them, identify the problem they need solved. This will be their “demand trigger”.


      	Ask questions like:

        
          	What is the biggest problem you face?


          	How important is that problem to you?


          	What would be the benefits of fixing that problem?


          	How does this problem affect you at a personal level?

        

      


      	Once you know where they’re coming from, show how you would add value if you had an opportunity to work alongside them to solve their problem.

    


    This people-centered sales method only works if you’re prepared to say no to a sale if that’s the right thing to do. If you don’t have the right solution, can’t do a high quality job or you find dealing with that client to be painful for whatever reason, then you should turn down the work.


    6. Act so you can win business – without intimidating your customers


    Once you get the hang of the people-centered sales method, you can start working on expanding the number of win-win relationships you form. You also position yourself to do more marketing through public relations rather than using paid advertising alone.


    “The trick to getting media coverage is to remember the journalist does not care about you or your business. The journalist cares about the story that readers, listeners, or viewers will find so important that they choose it among all the competing stimuli and choices, and allow the journalist to tell the story for them, in words and images.”


    – Jay Levinson and Shel Horowitz


    “All marketing is essentially creating relationships: with press, distributors, printer, stores – the people who are helping your book get into the marketplace – and ultimately with your readers, who are going to create the word-of-mouth army that will sell your book. What marketing ultimately is, is making friends. All business success is determined by how good you are at creating and maintaining relationships – in any field.”


    – John Kremer, author


    “There is no choice between green guerrilla marketing and standard guerilla marketing. The reality is that the two go hand in hand in a mutual effort toward making the best of both worlds while making each world the best it can be. When I wrote the first Guerrilla Marketing book in 1984, this was an alien concept. But life has changed since that date. Finally, civilization has caught on to the idea that you can do something about the deteriorating state of the environment and about beautifying our planet. Amazingly, at the same time, you can do your part to beautify your own bottom line.”


    – Jay Levinson


    “In marketing, we’ve been told most of our lives that we had to choose between value and values. But like the choice between healthy and scrumptious, that’s a false choice. It turns out that when we create companies based in core values of green awareness and high standards of ethics, cooperation, and service, our marketing actually works better – and costs much less. Not only can we succeed by basing our business practices in our values but the path to success is noticeably easier.”


    – Shel Horowitz


    2. The green guerrilla marketing mindset


    Green marketers work on customer-driven pull marketing rather than company-driven push marketing. Get people to agree to do business with you, even before they get in touch with you.


    7. Have an abundance perspective – rather than using scarcity thinking


    The effectiveness of your marketing always depends on the same three variables:
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      	The relevance of your message to the individual’s needs and wants at that exact moment.


      	The quality and value of your message including its perceived value and the level of reliability you have built in.


      	The frequency with which people are positively exposed to your message.

    


    As a general rule, “pull” style marketing which leaves the consumer in charge of the process is more effective than “push” style marketing where you are attempting to create an artificial demand for what you have to sell. To make pull marketing work:


    
      	You have to be findable when the prospect is looking.


      	You have to be positioned so you can be trusted to deliver.

    


    Once upon a time, the prevailing paradigm in marketing was scarcity – the only way you could win market share was by taking it from one of your competitors. Today, scarcity has been replaced by an abundance mindset – there’s plenty to go around, so much in fact you don’t have to drive someone else out of business in order to do well yourself. The abundance way of thinking even goes so far as to suggest if you work hand-in-hand with a competitor to grow the pie rather than squabbling over who gets the biggest piece of the existing pie, you’ll both come out better in the long run.


    When you look at things through the abundance lens:


    
      	You don’t feel threatened by competitors. They are potential allies you might chose to team up with in the future.


      	You can look around and find opportunities for potential joint ventures all around you.


      	You feel good about the world in general and that attitude comes through in everything you say and do.


      	You start looking for more opportunities to give things to people who need them which creates a reservoir of goodwill which you can draw on in the future.


      	You stay focused on doing whatever you can to help people achieve what they’re after.


      	You become associated with smart and accomplished people who think the same way.

    


    8 Build powerful alliances – even with your competitors if possible


    “The word ‘guerrilla’ traditionally implies an armed struggle. In war, the usual way to neutralize an enemy is to render that enemy impotent through drastic losses of personnel and resources. You drive out the oppressor by making the cost of an invasion or occupation too high. But Guerrilla Marketing has never been about shooting your opponent. Marketing guerrillas outflank the competition by moving swiftly, nimbly, and unexpectedly. We find and exploit new markets before the big, slow-moving household names even know there is a new market. And sometimes we’re out again before they even come in.”


    – Jay Levinson and Shel Horowitz


    Potentially one of the best and smartest ways to disarm your competition is to draft them into your own marketing team. If you can work together and build powerful alliances which leverage what they’re good at, amazing things can happen:


    
      	You get access to an existing and proven market – which you can exploit by forming a joint venture, entering into a strategic alliance or even by proceeding to a full merger of your company with another if the advantages are worth it.


      	You become better positioned – because you get an endorsement from another company which the customer already knows and trusts.


      	You all become stronger – because you can undertake joint promotions which would be too expensive to attempt on your own. By working together, you get noticed.


      	You can apply the energy you previously wasted on fighting each other to growing the market – which can be highly beneficial to you in the future.

    


    These kinds of alliances can take multiple formats:


    
      	Project- or product-specific partnerships.


      	Temporary joint ventures.


      	Bundling products from different companies to add value.


      	Handing out free samples as incentives or awards.


      	Full-scale corporate mergers.


      	Cooperative purchasing arrangements.


      	Joint research and development projects.


      	Cross-industry licensing agreements.


      	Projects which leverage the skills of the parties.


      	Online joint ventures.


      	Geographic specific alliances.


      	Co-promotion of special events.


      	Lead swapping arrangements or referral sharing.


      	Partnerships with those offering complementary products.


      	Joint incentive programs.


      	Networking.


      	Combined efforts on charity projects.

    


    In a nutshell, working with rather than against your competitors can be a great way to turn customer interactions from one-time transactions into long-term relationships. Appreciative, repeat customers are great. They often are more profitable than new customers because you don’t have to spend advertising dollars to contact them. Long-term customers are usually less hassle and they more frequently refer others. Simply put, these are the type of customers you want and you enhance the likelihood you will reach them if you work with rather than against your direct competitors.


    9. Don’t try and dominate your market – serve your customers better


    When you apply the abundance mindset, you stop obsessing over market share. You can instead focus on serving your customers better. You can do this because you know even if a competitor’s product is a better fit, you will still have a means in place by which you move ahead as well.


    A number of companies have found virtual partnerships are a good way to operate. You join forces with a competitor to do a project together and then when the job is finished, the partnership dissolves. Virtual partnerships can position you very well to open up new markets by offering additional products to the existing customers of your firm or that


    

    

    

    10. Ally with the media – to initiate and apply people-centered strategies


    

    
      	Whenever a publication covers your industry, write to them and thank them for the article. Offer a follow-up story which takes a different angle and explain you’d be happy to contribute to any follow-up stories they develop.


      	From time to time, go back to the publication and pitch them on ideas for follow-up stories which tie in with large social trends now coming to the surface. Make it clear your company is well positioned to comment on those changes.


      	Conduct some surveys on topics which relate to your field and current social issues. Release the results of your surveys to the media along with your suggestions on the way forward.

    


    11. Work towards creating win-win partnerships – with your customers


    

    
      	Figure out where you’re better than they are – and look to compete on value rather than on price alone. There will be something you can compete as an equal on, even when facing a large competitor. Figure out what that is and stress the value you provide in everything you communicate. Local stores that compete successfully against Wal-Mart often stress their local knowledge as a major plus.


      	
        Try using a little marketing jujitsu – where you take your opponent’s greatest strength and redirect it against them. If they stress lower prices because of greater purchasing power, talk about the local community projects you undertake which gives something back. You might also ally with third parties to come up with differentiated offers.

        

        

        

        
      

    


    12. Turn green into gold – make your marketing genuinely ecofriendly


    

    

    
      	Claims which fail to mention hidden trade-offs – like you’re doing well in one area but very poorly in another less publicized aspect of acting green.


      	Environmental claims which lack proof – like claiming all of your products are being recycled. How do you prove that is what’s happening if someone asks?


      	Anything using vague language – like “eco-friendly”, “all-natural” and so forth. These terms mean nothing.


      	Irrelevant claims – which actually apply to every product in your industry. It’s counterproductive to say your product saves trees if everyone else has gone digital as well.


      	“Pseudo green” claims for products which everyone agrees should not be sold in the first place – for example tobacco or toxic lawn chemicals.

    


    

    

    

    13. Delight your customers – do things which exceed their expectations


    

    
      	Incorporate absolutely top-quality customer service into your business and operational model.


      	Target your marketing so it will reach the exact people you want to get to.


      	Treat prospects as intelligent, thinking people. Engage their emotions as well as their intellect.


      	Always do right by your customers.

    


    

    
      	Understand both your medium and your audience – so you can come up with a headline which commands attention. Good copywriting is always customized to a specific target audience and includes the elements which will influence.


      	Focus on why it’s advantageous to do business with you – or in other words what’s in it for them? If you solve a pressing problem, talk about that. If you improve their financial condition, that’s should be the main emphasis of what you say. Promise to do something worthwhile.


      	Be believable – in order to stay connected to your customer. Everyone gets barraged with offers everyday so if something sounds too good to be true, we don’t even bother with it. Don’t be outlandish.


      	
        Provide worthwhile incentives to learn more and do business with you – which are hype-free. People will only move from “I’ll think it over” to “I need this NOW!” if you give them a value proposition which is built around an irresistible offer. Create such strong value in the mind of your prospective customers they would clearly be foolish to turn down the offer. Teasers and add-ons which are available for a limited time are a great way to do this.

        

        

        

        

        

        

        

        

        

        

        

        
      

    


    14. Get involved in your community – use your marketing to achieve things Speaking


    

    

    
      	Speaking – you can and should make yourself available to give public addresses about the things you’re good at. After a while of volunteering to do this for nothing, people will start to be prepared to pay to hear what you have to say if you’re good enough.


      	Writing / Publishing – you should put together some kind of tangible information product which encapsulates all you know. This may be a book, an audio program, videos or whatever suits. You can sell your book or other information products before or after your speeches. Books are also a good way to establish your credentials in order to get more important speaking engagements in the future.


      	Consulting – people who hear you speak and read your book or other articles you publish may then be interested in hiring you to perform follow-up services for them.

    


    

    
      	Writing a regular column for your trade or industry publications. You can include these articles on your Web site for future reference as well.


      	Sending out old fashioned press releases using the new tools of the social media like Twitter and Facebook.


      	Publishing a newsletter in order to create a relationship with potential customers.


      	Using highly targeted advertising and direct mail pieces.


      	Donating samples to your local library.


      	Giving away your products as prizes for competitions or as a premium when people buy something else.


      	Sending out free stuff to mark important anniversaries, achievements, etc.


      	Barter – offer to give a public discussion on your area of expertise in exchange for booth space at a trade show.

        

        
      

    


    15. Work with a charity – do socially responsible promotions


    

    

    
      	When you give back to the community, people feel good about supporting your business. They feel motivated to reciprocate.


      	Your credibility as a mover and a shaker within your community gets enhanced. People feel like you’re a go-getter organization when you support local causes they care about.


      	You become more appealing to consumers who place high personal value on social responsibility.

    


    

    

    

    
      	You can invite cookbook authors or well-known celebrity chefs to do dinners with the proceeds going to a local charity.


      	You might sponsor and run an event where local musicians are invited to impersonate famous acts as a way to raise money for your local arts council.


      	You can run an auction featuring artwork, memorabilia from local sports teams or other more exotic prizes.


      	You can openly state a percentage of each sale will be donated to a deserving charity on all your marketing materials. With the charity’s permission, you might also be able to include their logo.


      	You can stress that you support environmentally friendly products, community-based farms or business started by low-income people.


      	You can organize bike-athons, walk-athons, skate-athons or dance-athons with proceeds of the event going to local community groups.


      	You can sponsor local youth sports teams like Little League teams for example.


      	Your organization can take responsibility to keep a section of a highway or a park free of litter for a year.

    


    

    16. Think holistically – come up with solutions which are green and profitable


    

    

    

    
      	The elimination of poverty and famine.


      	Moving from nonrenewable to renewable, clean energy.


      	Reforestation and the maintenance of planet earth.


      	Industrial processes which clean rather than pollute.


      	Redesigned communities to lower or eliminate commuting.


      	The expansion of the communications revolution.


      	The reduction of expensive military forces.


      	An end to the war for resources.


      	A reduction in the workweek from 40 hours to 20 hours.


      	Universal access to water, Internet and electricity.

    


    

    

    
      	Don’t just look at eliminating waste doing what you’re now doing, look at the big picture. Ask whether your processes can be fundamentally redesigned so they use less of everything. Design whole new systems which will deliver multiple benefits to all involved. A good example of this is Amory Lovins who is promoting the Hypercar as the next generation automobile. It runs on hydrogen fuel cells and when not in use for transportation can be plugged into the electrical grid at your home to feed power into the grid. Not only will this make your power meter run backwards but it will also eliminate the need to build new nuclear or coal fired power plants.


      	John Todd has built an industrial park in Vermont which turns brewery waste products into a growing environment for mushrooms while at the same time providing a biopark for people to enjoy. He is also involved in another project which takes 30 million gallons of toxic waste each year and turns it into fish food. Both these projects not only do good for the environment but also manage to turn waste disposal into new revenue streams.


      	Interface Carpets is one of the largest commercial carpet manufacturers in the world. Founder Ray Anderson is now working towards making the company the world’s premier restorative company – Interface will take old commercial carpets and recycle them into new materials and energy.

    


    

    17. Encourage multiple streams of conversation – to create value


    

    

    

    

    
      	Look for little improvements you can make which will generate exceptional rewards. Identify what customers see as being very important and figure out how to give them more.


      	Inject some personal touches. Catch a Piece of Maine has formed a private membership club where customers get the entire harvest of one Maine lobster trap. For an annual membership fee of $799, members get a DVD of their lobster trap and lobsterman, cooking instructions and recipes, a map detailing where your lobster was caught, personal notes from your lobsterman, a monthly newsletter from the wharf and an actual phone call from your lobsterman the day your lobsters are delivered. You can also buy T-shirts, gift certificates, full-course dinners for your friends and so on. By injecting all these personal touches, Catch a Piece of Maine takes a commodity (a lobster) and turns it into an exclusive private membership club.


      	A grocery chain noticed many of its customers were pregnant. The company thereafter started setting aside reserved parking spaces for pregnant women. They loved it and the store generated huge amounts of great publicity as a result.


      	A rental car company noted many of its customers were nervous about how long it took to return rental cars. They reworked their processes so it halved the time required. By doing this, the company made it clear smoothing the return process was a priority. The company has enjoyed a surge in customer loyalty as a result.

    


    

    18. Build your marketing around honesty – rather than hype
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