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原著作者



杰·李文生&艾尔·罗腾斯拉格（Jay Levinson & Al Lautenslager）


由杰·李文生与艾尔·罗腾斯拉格共同撰写的《游击营销》，是有史以来最畅销的营销系列之一，截至目前为止，杰·李文生已出版29本商业方面的专书，总销售量超过1,400万本。

艾尔·罗腾斯拉格是营销∕公关顾问暨演说家，也是一名合格的游击营销教练，另经营两家公司：“利润营销”及“墨水池”。


译者简介



阎蕙群


中兴大学法律系毕业，曾任《自立晚报》编译，现从事翻译工作，译作：《从辉煌到湮灭》、《八步走出失业路》（商智文化）、《永远的芭比》、《十二根金线》、《节庆与活动管理》等十余本。


要点整理＼Key Words


Guerrilla Marketing　游击营销


“游击营销”的观念，是由美国资深营销顾问杰·李文生在1984年出版的著作《Guerrilla Marketing》中首创，原本是教导中小企业如何用微薄的营销预算“以小博大”，吸引消费者目光的方法，近来许多大型企业也跳脱传统的营销方法，改采以创意来建立稳固顾客关系的游击营销。游击营销经过近20年的理论发展和实践，已经成为“非传统和反传统营销策略”的代名词，并且衍生出一系列的反传统营销策略，与传统营销方法分庭抗礼。传统营销主要以电视、报纸、大型广告？媒体来建立品牌知名度，而游击营销重视品牌与消费者之间的互动，善于创造独特的传播模式。

英国知名的游击营销公司康宁广告（Cunning），在2003年底想出一个全新的广告媒体——“额头广告”（Foreheads）。康宁公司租下一群大学生的额头，把广告画在学生的额头上。这些学生在一个星期内，每天至少要花3小时出现在学生经常出没的公共场所。这种广告方式一出现，吸引了从《泰晤士报》到《每日镜报》等几乎所有英国媒体的关注，甚至连远在美国的《华尔街时报》也以头条报导，而这种广告的价格，一星期只要90英镑。


Fusion Marketing　联合营销


游击营销在面对竞争对手的态度与传统营销大不相同。游击营销人寻求与竞争对手之间的策略联盟，共享营销资源，这种化敌为友的关系就称为“联合营销”。雅虎（Yahoo！）为了找回那些宁愿把经费用在经营官方网站，而不继续在雅虎刊登广告的企业，曾经进行一波联合营销活动。任何人只要购买一瓶百事可乐，并且在雅虎的某个网页上键入瓶盖上的号码，就可以赢得积分，作为在雅虎购买CD或DVD等商品的折价优惠。这种联合营销网络化的发展，称为FMO（Fusion Marketing Online）。


Niche Marketing　利基营销


Niche一词源自法语，原指法国人建造房屋时，在外墙上凿出来供奉圣母玛利亚的小神龛，后来引申为市场中的消费区隔，也就是“利基”，美国学者在1980年代开始将利基一词引进营销领域。利基市场是指，在市场中被大企业忽略的某些市场区隔；“利基营销”则是指，在利基市场中找出有特定需求的消费者，然后以差异化的成品和服务来满足这群消费者需求的策略。过去台湾的饮料市场，清一色是果汁、汽水等高甜度饮料的天下，为了吸引想要真正解渴的消费者，无糖的矿泉水、包装水等开始一窝蜂出现。在品牌过多、市场饱和的情况下，泰山企业切割出喜欢喝有淡淡口味又不希望饮料太甜的消费群，在水中加入少量的水蜜桃、葡萄等果汁，成功地以加味水切入市场，可以说是利基营销的代表作之一。



5分钟摘要



选定目标，边打带跑，用最少成本，30天出尽奇招！　
英文



只要持续30天的努力，就能改善及提升你们公司的整体营销做法。

游击营销的纲领是，透过非传统的营销方法（像是投资更多的精力做营销，而不只是投入更多的资金），仍旧可以达到传统营销的目标（销售量和利润增加）。真要说营销有什么“独家配方”，通常是：光把概念具体写下来是不够的，落实计划才更重要。许多从事营销工作的人花大把时间等待出击的大好时机，殊不知，去做就对了。只要投入精力、热情和热忱，就足以弥补你在营销知识方面的不足。

游击营销人会审慎选择投入的行业，不会想要一网打尽所有的商品和顾客；游击营销人全心投入市场的某个区隔，尽可能满足这块市场的需要。就营销而言，清楚界定绝不涉足的市场区隔，其实和选择要投入哪个区隔是一样重要的。

此外游击营销人把营销当作投资而不是费用，举例来说，如果你花3,000美元让一笔生意产生5,000美元的收益，那么营销根本没花到半毛钱；所以说成功的营销是一种投资，而且有效的营销所产生的投资报酬是相当可观的。营销只有在做错或是行不通的情况下才会变成费用，所以游击营销人会非常用心地拟定并且运用能够奏效的营销招数。


“经过30天酝酿而出的这份营销计划，内容包含了简易的营销策略、营销行事历，及一套评量系统，同时也包含了让你能全盘掌控营销工作、可供选择的精良武器和战术。”

——杰·李文生与艾尔·罗腾斯拉格




“你是否曾经百思不得其解，不明白为什么你无法获得你需要的客户或顾客？很多时候是因为你无法下定决心要从哪里开始营销，或是不确定该从哪里着手，或是无法维持士气及保持专注。其实你绝对有能力做好营销，但真正的问题在于，你下定决心去做了吗？游击营销的真正精神就是行动，你要先设定一组简单又有效的执行事项，持续执行，然后利用这套机制应付当天的营销挑战。”


——杰·李文生与艾尔·罗腾斯拉格







MAIN IDEA





中文



With 30 days of consistent effort, you can upgrade and enhance your organization's entire approach to marketing.

The guerrilla marketing creed is that it's possible to achieve conventional aims (like sales and profits) using unconventional methods (like investing energy in your marketing and not just more money). When it comes to marketing, the missing "secret sauce" is usually implementation rather than conceptualization. Loads of people spend all their time getting in position to start marketing when in reality they should be just getting into action. Energy, passion and enthusiasm can cover up a lot of gaps in your marketing know-how.

Guerrilla marketers take the time to decide where they want to do business. They don't even attempt to be everything to everyone. Instead, guerrillas focus on one part of the marketplace and serve that segment as well as possible. When it comes to marketing, knowing where you don't want to play is just as important if not more so than knowing where to play.

Guerrilla marketers also view marketing as an investment rather than an expense. For example, if you spend $3,000 to generate an additional $5,000 in new business, your marketing hasn't cost you anything. Marketing that works is an investment, and when marketing works well, the return on investment can be impressive. It's only when marketing is done wrong and doesn't work that it becomes an expense. Guerrillas focus on developing and using marketing that works.


"A marketing plan, the ultimate result of this 30-day process, offers a simple strategy or set of strategies, a marketing calendar, an evaluation system, and a selection of weapons and tactics that give you complete control of your marketing."


—Jay Levinson and Al Lautenslager






"Have you ever wondered why you don't have all the clients or customers you need？Many times it's because you can't decide where to begin marketing, you aren't sure where to put the pieces together, or you can't stay motivated and focused. You are capable of doing many of the things required for effective marketing, but the real question is, Will you？Action is what guerrilla marketing is all about. You start by formulating a set of simple, effective things to do consistently to address today's marketing challenges."


—Jay Levinson and Al Lautenslager







第1天　调整心态　
英文



主要观念

请发挥营销人的创意，立志每天都做点事情建立公司与产品的知名度。

支持概念

营销高手不管做任何事，都认真思考此事将对潜在顾客传达出什么样的讯息；营销高手会让组织里的每个成员成天只想着：“我今天要怎样做才能让潜在顾客更了解我们公司？”

其实营销最终目的，不过是要让做营销变得像付账款般自动自发，如果全公司每个人一心一意只想着如何摸清楚及满足顾客的需求，那就可以动员全体，大家一起做营销。设法让公司的成员每天都做些跟营销有关的事情。营销人每天都要学些跟营销有关的新知识，并如实记下每天的进展。营销是很重要的事情，只要时时刻刻想着，自然不会轻忽营销。


“顾客至上，让顾客开心是营销人的目标。”


——杰·李文生与艾尔·罗腾斯拉格







Day 1　Check Your Mind-Set　
中文



Main Idea

Think like a marketer. Make it your goal to do something every day that will build awareness of your company and products.

Supporting Ideas

Great marketers think about what they're saying to prospective customers by everything they do. They get everyone in the organization to focus every day on one key question: "How am I building awareness with prospective customers by what I am attempting to do today?"

Ultimately, you want your marketing to become as automatic as paying your bills. When everyone is focused on understanding and satisfying the needs of your customer, there will be an organization-wide commitment to marketing. Commit everyone in your firm to do something related to marketing every day. Keep learning something new about marketing each and every day, and record your progress in a journal. Thinking about this all the time keeps marketing at the front of your mind—which is where it needs to be.


"Delighting customers is your goal.


—Jay Levinson and Al Lautenslager







第2天　设定明确的营销目标　
英文



主要观念

营销目标必须明确，并且配合公司整体营运的目标。

支持概念

营销目标必须明确具体、能够评量且能取信于人。你应该把每天的行动与设定的目标做个比较，长期而言，这个好习惯能帮助你更密切掌握自己的行动，并提升成功的机会。

简言之，营销目标点明了你想要达到的营销效果，而且这些目标应当符合公司的整体营运目标。你愈能够清楚说出希望潜在顾客采取什么行动，就愈容易画出让他们走到那个目的地的路线图。记得一定要把目标写下来，这样才不会迷失方向，而且也才能够追踪每天的进展。



Day 2　Set Clear Marketing Objectives　
中文



Main Idea

Be specific. Set marketing goals that will tie in with your overall business goals. Know what you want to achieve.

Supporting Ideas

You must set specific, measurable and believable marketing goals. You then measure your activities against those goals each and every day. Over a period of time, this practice will enable you to focus more intensively on what you're doing. This will enhance your chances of success.

Simply out, marketing goals state the results you want to achieve with your marketing. These goals should fit in with your overall business aim. The more concisely you can state what you want prospective customers to do, the easier it becomes to map out the pathway you want customers to go down to get there. Make sure you write your goals down so as to avoid confusion and to facilitate tracking progress.



第3天　研究目标市场与竞争对手　
英文



主要观念

弄清楚市场现况；仔细分析市场、竞争对手以及顾客的种种情况。

支持概念

你应经常与顾客对话，这样才知道他们面临哪些难题有待解决。摸清楚顾客重视什么，并依照他们的需求打造公司的经营模式。

你还得研究竞争对手在做些什么？想办法找出对手的弱点，以及你们明显胜出的优势；留心逐渐浮现的威胁，以及别人尚未开发的新商机。

供货商的现况也要了解，积极探寻是否有开发新产品或服务的机会、是否有还未被人锁定的新市场区隔，并提出吸引人的新优惠条件，这样才能掌握整个市场动态。


“定期研究的内容最有价值，而且还得比竞争对手抢先一步。”


——杰·李文生与艾尔·罗腾斯拉格







Day 3　Research Your Market and Competition　
中文



Main Idea

Find out what's happening in your marketplace. Analyze your market, your competition and your customers.

Supporting Ideas

It's important that you speak with your customers frequently so you have a good awareness of the problems they need to have solved. Find out what's important to them and make their needs the foundation for your business model.

Similarly, you should do research to gain insights into what your competitors are doing. Try and identify where they are weak and where you have a clear competitive advantage. Look for emerging threats and new opportunities that nobody else has exploited yet.

As far as the overall market is concerned, stay current with what your suppliers are doing. Look for opportunities to develop new products or services. Look for market segments nobody else is targeting specifically and develop new offerings that will appeal.


"Research is most valuable if it is done regularly. Do your research before your competition does."


—Jay Levinson and Al Lautenslager







第4天　锁定目标市场　
英文



主要观念

野心不要太大，锁定你最擅服务的那群潜在顾客群就好。

支持概念

你的顾客是哪些人？他们会买些什么东西？购买的原因是什么？在哪里购买？你愈清楚这些问题的答案，就愈能够有效运用你的资源。慢慢缩小市场范围，直到你已掌握住特定的消费族群为止，之后你就能以高明的营销策略，像道激光束似地锁定这群顾客。

要达到这个目标，你可以分析现有的顾客，找出他们的共同点，然后据此拟定一项计划，以抓住更多具有同样特性的潜在顾客。营销成功的关键常常在于缩小焦距，与其妄想向每个人推销，不如集中火力针对某个特定区隔的顾客积极营销。

你做的每件事——包括产品或服务的设计、定价、配销、包装与广告，最好都能配合目标市场的特性。游击营销的要诀就是集中攻击火力，而不是大做广告乱枪打鸟。



Day 4　Think about Your Target Market　
中文



Main Idea

Narrow your scope and zoom in on those prospective clients you're best equipped to serve.

Supporting Ideas

The more clearly you can determine who buys what, why they buy it and where they buy it, the more efficiently you can use your resources. Narrow your scope until you are selling to specific groups of buyers. Then you can craft marketing strategies that will focus on those buyers like a laser.

One way to do this is by analyzing your current clients, identifying their commonalities and then devising a plan to reach more potential customers who share those traits. Often, the key to success in marketing is to narrow rather than broaden your focus. Instead of trying to sell to everyone, sell to one particular segment of the market aggressively.

Ideally, you want the characteristics of your target market to influence everything you do—your product or service design, pricing, distribution, packaging and advertising. Guerrilla marketing is all about direct hits rather than shotgun sprays of advertisements.



第5天　为产品或服务建立正确的定位　
英文



主要观念

定位是指以明确、不会令人误解的语言，叙述公司的立场。

支持概念

清楚表明公司的市场定位很重要，因为定位是拟定营销计划的基础。定位表明了你们的真实身分，以及想要提供给顾客的真正价值，所以定位绝不仅只是一句口号，而是你们希望别人如何看待你们这家公司的标准。

好的定位声明应具备以下特点：


	独特性——说明只有你们公司能够提供的优点。

	利益导向——能吸引目标顾客。

	把公司的优点转化为卖点。



以下是一些好的范例：


	水管高手公司：我们从不打烊。

	直排整脊诊所：专为花式溜冰选手提供整脊服务。

	克瑞斯牙膏：减少蛀牙。

	糖尿病膳食公司：专供糖尿病患者食用的外带餐点。

	联邦快递：不负所托，隔天必达。




“定位争战的是消费者的心，营销争战的是潜在顾客的钱包。如果你们不肯做好定位、拼命争取消费者的认同，竞争者就会捷足先登。”


——杰·李文生与艾尔·罗腾斯拉格







Day 5　Position Your Product or Service　
中文



Main Idea

Positioning means you clarify what your organization stands for in crystal clear, unmistakable terms.

Supporting Ideas

It's important than you clarify your market position. This becomes the base upon which all other elements of your marketing program are built. Positioning articulates your true identity and the actual value you aspire to provide your customers. Positioning is more than a tagline. It sets in place how you want others to perceive your company or organization.

A good positioning statement：


	Is unique—it specifies what only you can deliver.

	Is benefit-oriented—it appeals to target customers.

	Capitalizes on your strengths.



Some examples:


	Expert Plumbing: We never close.

	Inline Chiropractic: Chiropractic services for figure skaters.

	Crest Toothpaste: Fewer cavities.

	The Diabetic Chef: Take-out meals for diabetics.

	Federal Express: Trust us to get it there overnight.




"Whereas positioning is the battle for your mind, your marketing is the battle for your prospect's wallet. If you don't position and battle for it, your competition will."


—Jay Levinson and Al Lautenslager







第6天　成为利基营销的佼佼者　
英文



主要观念

瞄准一项利基，就能打造一个利于成功的环境；找出你们公司的利基，并全力营销。

支持概念

利基营销恰与大众营销相反，只针对整个市场中的一小块区隔营销，如果公司的资源不足、无法从事大众营销，不妨找出一项利基然后投入所有资源，针对这个利基做营销。

在选择利基市场时，应考虑以下因素：


	哪一块市场的潜在顾客会重视公司的专业能力？

	在哪一块市场公司可以有某种程度的排他能力？

	针对哪一块市场公司经营起来是既有效率又符合成本效益？

	公司有办法取悦哪一块市场的潜在顾客？

	公司能够赢得哪一块市场潜在顾客的忠诚度？

	哪一块市场的规模足以产生足够的营收？




“真正的游击营销人，是以利润以及和潜在顾客建立的关系来评量营销工作的成败。对于小型企业或独资创业者而言，若不具备独到之处，攸关的不只是成败问题，恐怕更攸关存亡。没有独到之处就不会成功。”


——杰·李文生与艾尔·罗腾斯拉格







Day 6　Become Good at Niche Marketing　
中文



Main Idea

By narrowing your focus to a niche, you create more of an environment for success. Find your niche and market to it.

Supporting Ideas

Niche marketing is the opposite of mass marketing. You're not trying to sell to everyone, just to a small subset of the entire marketplace. If you don't have the resources to do mass marketing well, find a niche and gear everything towards serving that particular niche better than everyone else.

Select a niche market：


	Where your firm's expertise will be highly valued.

	Where you'll have some exclusivity.

	Where you can operate cost effectively and efficiently.

	Where you will delight your customers.

	Where you can expect customer loyalty.

	Which is big enough to generate sufficient revenue.




"A true guerrilla measures successful marketing by profits and relationships. Having a difference, especially for small businesses and the entrepreneur, is not only a matter of success, it is a matter of survival. No difference? No success."


—Jay Levinson and Al Lautenslager







第7天　拟定一份书面的营销计划　
英文



主要观念

拟定一份书面的营销计划，并让这份计划随着你在学习与工作上的经验累积而变得更完善。

支持概念

一旦你彻底弄清楚市场的整个状况、以及如何满足顾客的需求时，就必须拟定能够吸引、赢得及留住顾客的营销策略。营销计划书不用写得像火箭科学一样艰涩难懂，但如果你愿意花点时间把计划好好写下来，这就能够帮助你说到做到；营销计划宜简明，但必须言之有物，这样才能拿来当作行动的指引。

首先就从拟定一份只有八句话的计划，每句话至少要针对以下其中一项内容：


	营销目的是什么？

	目标市场是哪些人？

	专注在哪一项利基上？

	独特的优点或竞争优势是什么？

	公司的企业形象是什么？

	拥有哪些营销利器？

	有多少营销预算？

	能够掌握哪些新商机？




“吸引潜在顾客是第一步，第二步是将潜在顾客变成愿意掏钱出来的顾客，第三步则是维系住这些顾客。”


——杰·李文生与艾尔·罗腾斯拉格





“按照公司当前发展，决定投入多少营销资金。”



Day 7　Develop a Written Marketing Plan　
中文



Main Idea

Create a marketing plan, commit it to paper and then keep upgrading it all the time as you learn and do more.

Supporting Ideas

Once you know your market inside out and know how to create satisfied customers, you then need to sit down and write down the strategies by which you will attract, obtain and retain customers. While this doesn't need to be rocket science, you enhance your chances of actually doing what you say if you take the time and effort to commit your plan to writing. Be brief, but add enough meat so your plan has some substance and can actually be used to provide guidance.

Start by developing an eight-sentence marketing plan. Each sentence should address one of the following components:


	What is the purpose of your marketing?

	Who specifically is your target market?

	What niche are you focusing on?

	What are your unique benefits or competitive advantages?

	What is your corporate identity?

	What marketing weapons do you have at your disposal?

	What is your marketing budget?

	Which new market opportunities do you have available?




"Attracting potential customers is job one. Job two is turning potential customers into paying customers. Job three is keeping those customers."


—Jay Levinson and Al Lautenslager







第8天　让顾客知道他能获得什么好处　
英文



主要观念

别光介绍商品的特色，你能给顾客的好处，才是你的竞争优势。有好处才能打动顾客，只有特色是不行的。

支持概念

没有人会光冲着产品的特色而购买，顾客会购买产品的主要原因在于，那些特色能够转化成对他们个人有益的好处：譬如方便、省时、让生活更有条理、容易取得、实时、更快获得答案、可靠、节省资源、增进生活情趣。

如果你能够提供别人无法匹敌的好处，你就有了一项竞争优势，并且应该在每一次的营销沟通中强调这点。比方说：“我们公司非常了解顾客常被五花八门的保单搞得眼花缭乱，所以我们特别针对五种情况推出一系列的服务项目，让您一目了然，能够快速选出最适合的保险计划。”


“如果你实在找不出有何竞争优势，不妨强调你做得最棒的事情，像是迅速响应和值得信赖。”


——杰·李文生与艾尔·罗腾斯拉格







Day 8　Answer the Question："What's in it for me?"　
中文



Main Idea

Build your competitive advantage around benefits, not factual statements about features. Benefits sell. Features don't.

Supporting Ideas

Nobody buys anything because of its features. Instead, people buy because some features will translate into benefits for them personally: Convenience、A saving of time、Be better organized、Easy access、Immediacy、Quicker answers、Reliability、Fewer resources required、Lifestyle enhancements.

When you can offer benefits nobody else can match, you have a competitive advantage, and this should be highlighted in all your marketing communications. For example: "At Acme Insurance Company, we know you have many choices when it comes to insurance. There fore, we've developed a menu of service options based on just five variables which will cut through the clutter and show you the optimum plan for you quickly and decisively."


"If you find it difficult to find that real competitive advantage, try to focus on the things you do in excellent fashion, including your responsiveness and reliability."


—Jay Levinson and Al Lautenslager







第9天　打造品牌和企业形象　
英文



主要观念

企业形象清楚说明了你们是家什么样的公司，而品牌则能够为企业形象注入一些美好的情绪要素。

支持概念

身为营销人，你肯定想要为公司打造强而有力的企业形象。企业形象是指，企业希望潜在顾客对于产品和公司、以及公司履行承诺的能力，抱持什么样的看法。好的企业形象能让顾客放心，让他们知道你永远在那里，而不是躲在精心伪装形象后面，让人无法一窥真实面目。

持续使用某种企业形象就可以打下建立品牌的基础，而品牌是产品或服务与顾客之间的情感连结。企业无不希望大家在看到他们的品牌时，都会感到熟悉并感受到品牌所产生的附加价值。品牌必须与众不同，而且要建立在带给顾客具体的利益上。品牌其实就是企业对顾客的承诺，所以每次与顾客做生意时，务必要履行对顾客的承诺。



Day 9　Build a Brand and Identity　
中文



Main Idea

Your identity will state who you are clearly and concisely. Your brand will then inject some good emotional elements.

Supporting Ideas

As a marketer, you want to build a strong corporate identity. This will be what you want prospective customers to know about your product, your company and your ability to stand behind what you sell. A corporate identity provides customers with reassurance you're there for the long haul and not just some faceless entity hiding behind a contrived image.

Consistent use of an identity then lays the foundation for branding, which is the creation of an emotional bond between your product or service and your customer. When people see your brand, you want them to feel awareness and a perception of added value. Your brand has to be distinctive and must be based around delivering tangible benefits to customers. In essence, your brand is a promise. You then have to ensure that you deliver on what has been promised each and every time a customer does business with you.



第10天　积极传颂你的优势　
英文



主要观念

拟定一份创意十足的计划，以便有效地在市场传颂公司的竞争优势。

支持概念

宣传策略可搭配运用公关、邮件推销、广告和招牌。拟订营销计划时应遵守以下原则：


	开发每一种宣传工具时，一定要说明目的何在。

	详细说明你要如何达成上述的目的。

	具体说明你要用什么样的外观、心情和语调运用每一种宣传工具。

	做一些事情引起目标顾客注意。

	务必要用诚恳可靠的方式说明你能提供哪些好处，千万不要夸大和美化。

	告诉顾客该做什么，并提供诱因让他们立即采取行动。




“要成为成功的营销人，你必须有能力源源不断想出新方法。但切记别让创意喧宾夺主，抢走了推销和营销工作的锋头；你要推广的是产品、服务和品牌，而不是你个人的创意才能。”


——杰·李文生与艾尔·罗腾斯拉格







Day 10　Communicate Your Advantages Compellingly　
中文



Main Idea

Plan a creative program that will enable you to communicate effectively to the marketplace.

Supporting Ideas

Your communications strategy will include the use of public relations, direct mail, advertising and signage. In developing your plan, follow these guidelines:


	Always state your purpose in developing each communication component.

	Detail how precisely that purpose will be achieved.

	Specify your personality—the look, mood and tone you want to use with each communication element.

	Do something that will get the attention of the people you’re attempting to influence to buy.

	Always state your benefits in a believable and credible way, avoiding exaggerations or embellishments.

	Tell people what they need to do and provide motivation for them to take action right away.




"Your ability to imagine new approaches is vital to your success as a marketer. Don’t let creativity overshadow the job of selling and marketing. Advertise and market your product, service, and brand, not your creative abilities."


—Jay Levinson and Al Lautenslager







第11天　拟订媒体宣传计划　
英文



主要观念

仔细规划要如何妥善运用资源以掳获潜在顾客的心。

支持概念

营销绝非只是打打广告，但如果广告能与其他营销工具搭配得当，将可发挥最大的效力。游击营销风格的广告是指发挥想象力，在紧凑的时间内，传达出明确而有创意的完整讯息。

先想好你的整体营销计划，然后就可以决定分配多少资源打广告；接着精心构思几支高质量的广告，目的是要刺激销售量，而不光是打知名度。你必须在符合预算的限度内针对目标市场打广告。

要制作一支效果恢宏的广告，必须包含以下几项关键要素：


	能引起观众注意的醒目标题

	广告内容必须不断强调你们提供的好处

	说明产品或服务的内容

	提供一个让观众立即行动的诱因

	告诉顾客你要他们做什么

	穿插一些能让顾客心动的影像





Day 11　Develop Your Media Plan　
中文



Main Idea

Plan how you'll use your resources to build share of your prospective customer's mind.

Supporting Ideas

All marketing is not advertising. Rather, advertising is most effective when it is balanced with other marketing tools. Advertising, guerrilla style, is a set of clear, creative messages that are delivered within a closely prescribed budget of time, energy and imagination.

Plan your overall marketing program first. Then you can decide how much of your resources should be allocated to advertising. You then craft high-quality ads that are designed to make sales and not just to get your name known. Advertising needs to fit both your budget and your target market.

The key elements of an effective advertisement are:


	A headline that will grab attention

	The body of the ad dwelling on benefits

	Your offer

	A hook or an incentive for people to act now

	A call to action—what you want customers to do

	Some graphic elements that will also create interest





第12天　尽力拓展商业人脉　
英文



主要观念

拓展人脉是游击营销中不可或缺的一环，努力想办法与其他企业建立关系。

支持概念

建立人脉是指在商业社群中与其他人建立关系，由于大家都比较喜欢跟自己认识、喜欢及信任的人买东西，所以拓展人脉可以为你日后的业绩打下稳固的基础。

既然要拓展人脉，就得设定一些目标，想想哪些活动的效果最好，然后打定主意今天一定要认识多少位新朋友。记住，发名片与收名片一样重要，在拿到的名片背面记下一些值得注意的重点，譬如此人的兴趣，以便稍后寄给他一些简短的信函。

依据一般的经验法则，在刚结识的每十个人中，大约有八个人会递名片给你，如果你能够接着寄送简短的信函和对方寒暄，并与对方保持联络，大概能跟其中二至三人排定第二次的会面，最后或许能够与一、两位持续往来做生意。如果你每个月都能这么做，假以时日你就可以源源不断地增加新客户。



Day 12　Do Some Business Networking　
中文



Main Idea

Networking is an integral part of guerrilla marketing. Do everything you can to build relationships with other firms.

Supporting Ideas

Networking means building relationships with other people in the business community. Since people prefer to buy from those they know, like and trust, by networking you're laying the foundation for more business in the future.

Set networking goals. Decide which events will be of the most benefit and then attend with the mind-set you'll meet a specified number of new people. Don't forget it's as important to receive business cards as it is to give your own cards out. Make notes on the back of each new person's business card about points of interest, and write follow-up notes to all the new people you meet.

As a general rule-of-thumb, for each ten new people you'll meet, eight will give you business cards. If you write follow-up notes and keep building the relationship, two or three will set up an appointment to meet with you and you'll end up doing business with one or two of those people. If you do this each month, you'll be adding a regular flow of new customers.



第13天　慎选适当企业共组策略联盟　
中文



主要观念

透过两家信息交流，便能在双方密切合作下，产生精彩的联合营销方案。

支持概念

当你与另外一家有着类似目标市场与价值的企业组成一种策略性联盟的关系时，这就是所谓的联合营销。当两家以上的企业通力合作，并互相将对方的产品与服务信息提供给自己的顾客，往往会产生很大的好处，至少，联合营销让企业有机会向新的阅听大众进行营销。

策略联盟与联合营销可以降低营销成本。因此，游击营销人会和各种产业组成不同形式的联盟，且这中间有很大的空间可以商议讨论各种合作方式，譬如你可以借由在广告中提及合作伙伴的名称而免费使用对方的会议厅，或是与合作伙伴联合打广告，让双方共同分摊费用；也可以请别家公司赞助你想做的事情。至于网络营销也有许许多多的结盟机会，像是提供网站代发信息以交换对方的奖品或佣金，这类型的合作皆可以称为策略联盟与联合营销。


“联合营销是最划算、最有效，却也最被忽略的游击营销手法之一。”


——杰·李文生与艾尔·罗腾斯拉格







Day 13　Form Some Worthwhile Strategic Alliances　
中文



Main Idea

When two companies pool information, some great fusion or affinity marketing initiatives can be put in place.

Supporting Ideas

Fusion marketing occurs when you form a strategic alliance with another business that has a similar target market and comparable values to your own. When companies work together and swap information about their partner's products and services to each other's customers, some great benefits can be derived. At the very least, fusion marketing provides an opportunity for companies to market to new audiences.

Strategic alliances and fusion marketing reduce marketing costs. Therefore, guerrilla marketers form loads of alliances, with as wide an assortment of different businesses as possible. The options to do some good horse-trading in this area are wide. For example, you might secure the use of a seminar room for free in exchange for mentioning your partner's name in your ads. Or you might try some coop advertising in which the costs are born between both parties. Another idea is to get another company to sponsor something you might want to do. In online marketing, there are also loads of opportunities to have affiliates who pass on information in exchange for an incentive or commission. All of these options and more come under the banner of strategic alliances and fusion marketing.


"Fusion marketing is one of the most underused, inexpensive, and effective methods of guerrilla marketing."


—Jay Levinson and Al Lautenslager







第14天　积极销售　
英文



主要观念

营销固然让你进了门，但真正的重点还是在于卖出东西，学会如何让顾客真正掏钱购买你的产品。

支持概念

从许多方面而言，销售可以算是营销中商品配销的部分，而你传递的所有营销讯息，其目的都是为了要让潜在顾客认真考虑买下你提供的产品，所以你必须与顾客展开双向对话，让他们掏出钱包买下你推销的产品。

由此可见，你与潜在顾客的关系愈好，直接向对方推销的效果也愈好。所以如果你预先问对方一些问题，了解他的需求，然后帮他想好解决问题的方法，那么到时候你就可以从容不迫地回答他的问题，从而完成交易。精明的游击营销人还会把握这种面对面推销的机会，达成更多高价值的附加交易或是请对方介绍亲友和其他人脉。


“没有完成交易，营销就是白费工；没有做好营销，也无法完成交易。”


——杰·李文生与艾尔·罗腾斯拉格







Day 14　Be Proactive about Direct Selling　
中文



Main Idea

Marketing might get you in the door, but you still have to sell. Learn how to get people to actually buy your products.

Supporting Ideas

In many ways, selling is the distribution arm of marketing. All your marketing messages are delivered to get a prospective customer to the point at which they will seriously consider buying what you offer. You then have to open up a two-way dialogue with customers with the objective of getting them to open their wallets and purchase what you have to sell them.

Obviously the better your relationship with the prospective customer, the more effective you can be in a direct sales situation. If you've asked questions beforehand, learned their needs and then crafted solutions to their problems, you're then well placed to answer their questions and ultimately transact business. A direct sales meeting is also an opportunity for an astute guerrilla marketer to upsell (offer premium add-ons) or ask for referrals for the customer's friends and associates.


“Marketing can't exist without sales, and sales cannot exist without marketing.”


—Jay Levinson and Al Lautenslager







第15天　电话营销也是你的利器　
中文



主要观念

电话营销最明显的好处是你不必直接面对也可以营销。

支持概念

有些产品与服务可以透过电话卖得很好，有些则不行。你得要有准备，自己衡量电话营销对你公司的效率。要想提升电话营销的成功率，必须做到以下几点：


	在打电话之前先想好你要达到的目标，不要一边讲电话一边想。

	事先想好一些能够帮助你推销的好问题，并把这些问题写下来，放在面前。

	拟好一份能够引起对方兴趣的开场白。

	问一些潜在顾客可能正在面对或是可能会提起的问题。

	快速有效地介绍产品或服务的内容，并向对方解释这些商品对他有什么帮助。切记思路要保持简单，这样对方才能理解你在说什么。

	完成交易。请对方采取行动同意让这项交易继续进行，但你的态度要果断且专业，别让这通电话沦为闲聊，而是要请对方下单并完成交易。





Day 15　Add Telephone Marketing to Your Arsenal　
中文



Main Idea

The obvious advantage of telephone selling is that you can sell without having to be physically present.

Supporting Ideas

Some products and services sell well over the telephone while others do not. You have to be prepared to rate the effectiveness of this marketing tool for yourself. To increase your chances of success in tele-selling:


	Give some thought to what you want to accomplish before placing the call rather than during it.

	Prepare some good questions beforehand, and have them in written format sitting in front of you.

	Make a sound opening statement which will be positive and interesting for the listener.

	Ask questions about the problems your prospective customer faces or would like to address.

	Communicate quickly and effectively what you offer and explain how it will help the customer. Keep your line of reasoning simple so the listener can grasp your ideas.

	Close the transaction. Ask the listener to take action by giving their approval for the transaction to move forward. Be decisive and business-like. Don't let the conversation evolve into a casual call but ask for the order and complete the job.





第16天　制作书面的营销文宣　
英文



主要观念

你需要一些内容充实的文宣数据，以提供足够的信息帮助顾客决定购买你得花点时间好好构思这些文宣数据的内容。

支持概念

宣传小册子、售货目录以及其他的文宣数据，都是整个游击营销行动中的“担保品”，保证你们是一家有实力、准备充分的专业公司。宣传用的文宣数据不但要能够一眼吸引住潜在顾客的目光，而且还要让他们看得津津有味、爱不释手，从而下定决心购买。设计这些文宣数据的要诀在于，充分说明你的产品或服务究竟能带给潜在顾客哪些好处，而且内容宜简短扼要。宣传小册子和售货目录要吸引人，必须清楚介绍公司产品和服务的价值，并且对推销过程中提出的每件事情提出书面保证。

即使身处电子营销极为盛行的时代，我们仍然相当广泛地运用各种书面的文宣资料。其实大多数的消费者还是比较喜欢从书面得到信息，而不愿单单依赖网站。



Day 16　Develop Your Print Materials　
中文



Main Idea

You need good printed materials to give customers enough information to make a decision. Take time to organize.

Supporting Ideas

Your brochures, sales sheets and other print materials serve as "collateral" for your guerrilla marketing efforts. They provide reassurance that your company is solid, prepared and professional. Your print materials should capture and maintain the interest of prospective customers and help move them towards a purchase decision.

The key design principles here are to focus on what's in it for the prospective customer and to keep your materials short and sweet. Your brochures and sales sheets should attract attention, communicate the value of your products and services, and provide written confirmation of everything discussed during the sales process.

Even in an age of electronic marketing, print materials are still widely used. The simple fact is most purchasers prefer getting things in writing rather than relying on the material in a Web site alone.



第17天　利用邮寄传单营销　
英文



主要观念

邮寄传单营销也是最具效率及成本效益的营销手法之一，所以你要学会如何做好邮寄传单营销。

支持概念

目前美国邮局每天处理的邮件中超过65％是促销用的传单，由此可见，邮寄传单营销显然效果不错。能够成功锁定那些对你产品最感兴趣的潜在顾客，邮寄传单营销就能发挥最大效益。邮寄传单营销之所以符合成本效益，原因如下：


	可以针对不同客层量身制作传单内容，拉近彼此的关系。

	在经过筛选后可以很精确地寄发给特定对象。

	邮寄传单营销可以激发顾客采取行动，目的就是为了销售。

	可以协助企业达到各种型态的销售目标。

	可以计算销售成绩，也可以做些试验比较各种结果。



邮寄传单营销要成功必须具备以下要件：


	锁定正确的目标——搞清楚哪些人是最有可能的买主，然后想办法买到这群人的详细邮寄名单。

	传达正确的讯息——传递的讯息必须清楚、简要和引人注意，在这份充满创意的邮寄传单中，你必须传达出清楚的讯息敦促顾客采取行动。

	采用适当的工具——你可以用一系列的明信片和信函或是一份目录等，进行邮寄传单推销。

	拿捏恰好的频率——多久做一次邮寄传单推销？其他周边作业能不能充分支持邮寄传单营销？





Day 17　Do Some Direct Mailing　
中文



Main Idea

Direct mail is one of the most efficient and cost-effective ways to market. Learn how to do it well.

Supporting Ideas

More than 65 percent of what gets handled every day by the U. S. Post Office is direct mail marketing, so it obviously works. Direct mail is great when it is targeted to those who are most interested in what you have to offer. Direct mail is cost-effective because：


	It can be personalized so as to build the relationship.

	It can be tightly focused according to your own filters.

	Direct mail inspires action and is sales oriented.

	It can be used to achieve a wide variety of sales objectives.

	You can measure results and do tests to compare results.



The key components of successful direct mail marketing are:


	The target—knowing who your most likely buyers will be and being able to purchase a mailing list which contains the details of these people.

	The message—which needs to be clear, concise and attention-getting. Embedded within this creative material must be a clear and unambiguous call to action.

	The vehicle—whether you structure your direct mailing as a series of postcards and letters, or use a catalogue or any of a number of other options.

	The frequency—how often you communicate your message and how that effort is supported by other things you do.





第18天　考虑透过电视与电台营销　
英文



主要观念

如能运用得当，在电台、无线或有线电视台频道做广告，或许能产生不错的效果，但千万记得要以利润为导向。

支持概念

在电台或电视台做广告的成效究竟好不好，与产品的性质、目标顾客及营销手法有相当大的关系。举例来说，透过电台广播来宣传各种活动的效果就特别好，至于新产品上市或是与竞争对手的产品做比较，电视广告就别具成效；在有线电视频道做广告则很划算。

在考虑应该选择哪一种媒体做广告时，最重要的评估因素是，你能不能在短短60秒内完整推销产品。广告必须要能引起阅听大众的注意，让他们获得讯息，并成功说服及激发他们采取行动。重复播放可以提升广告的功效，游击营销人不会迷信用重金礼聘知名的广告制作公司，而是和电台及电视台的业务人员一起努力，这些业务人员会希望你的广告能够成功，这样以后你才会继续跟他们合作，而且他们很清楚广告业的真正状况，所以何不善用他们的专业知识。


“产品、服务和企业都能透过电视广告迅速建立可信度。”


——杰·李文生与艾尔·罗腾斯拉格







Day 18　Look at Television and Radio in More Detail　
中文



Main Idea

Used in the right way, advertising on radio, television or cable TV might make sense. You just need a profit orientation.

Supporting Ideas

Radio or TV advertising might make sense for your business, depending on your target, your product and your guerrilla marketing ideas. For example, radio is very good at promoting awareness of a special event.TV advertising is a powerful way to launch a new product or do a comparison with your competitor's offerings. And cable TV advertising can actually be quite cheap.

The key consideration with each medium is whether you can do a decent job of selling your product in 60 seconds. You need to grab attention, inform people, persuade them and motivate them to act. Repetition then enhances the success of your advertising. Guerillas don't use expensive production companies, but work with radio and TV salespeople. They want you to succeed so you'll do more advertising, and they will know their industry inside and out. Take full advantage of their expertise.


“Products, services and businesses gain instant credibility if they advertise on television.”


—Jay Levinson and Al Lautenslager







第19天　使出独特的营销手法　
英文



主要观念

想办法让你的产品独树一格，运用手法在讯息中埋一根钩子，好勾引潜在顾客的注意。

支持概念

要想成为成功的营销人，你必须使出一些有趣又吸引人的营销招术。你必须摸清楚顾客想要什么？需要什么？有什么样的特性和偏好？这样你才能在营销手法中加入一些让人难以抗拒的特殊素材。

你不妨在营销手法中加入以下这些令人印象深刻的设计：


	提供信息——像是食谱，不易取得的机密名单等等。

	提供免费的咨询服务。

	发挥幽默感。

	想出让人朗朗上口的广告词或标语。

	提供参加抽奖的资格。

	赠送折价券。

	免费提供附加服务。



想要吸引潜在顾客上门的那个钩子必须要能讨顾客欢心、让他们喜出望外。只要潜在顾客被这些特别的设计给吸引住，你就能够通行无阻地对他们营销。


“促销法宝只是吸引顾客上钩的第一步，这个钩子只是用来勾住鱼饵用的，『吊足顾客的胃口』正是促销法？的写照。”


——杰·李文生与艾尔·罗腾斯拉格







Day 19　Make Your Marketing Different　
中文



Main Idea

Do something that will make your product stand out. Have a hook in there which will attract their attention.

Supporting Ideas

To succeed as a marketer, you have to do something interesting and appealing. You need to understand the wants, needs, characteristics and preferences of potential customers well enough that you can integrate something into your marketing that will be irresistible to the right people.

Memorable hooks you might consider:


	Offering information—recipe booklets, confidential lists, etc

	Offering free consultations

	Using some humor

	Integrating a jingle or noteworthy tagline

	Offering an entry to a contest

	Including a coupon

	Offering a free add-on service



A marketing hook has to be something that delights, that is totally unanticipated. When the prospective customer takes the hook, they're giving you implicit permission to market to them.


"A marketing hook is a start. It holds your bait. It's a taste of more to come. 'Leave them begging for more' was never truer than it is with a marketing hook."


—Jay Levinson and Al Lautenslager







第20天　发挥公关最大功效　
英文



主要观念

别忽略营销招术中有新闻价值的事物，让有利的公关报导发挥最大影响力。

支持概念

公关说穿了其实就是让大家知道你的各项事迹，说一些大众感兴趣、愿意进一步了解的事情，就是好的公关。你必须先和媒体界的人建立良好的关系，这样当你做了一些值得报导的事情时，他们才会愿意替你宣传。

发布新闻稿就是最基本的公关工作，千万不可以用广告混充报导，你必须简明扼要地介绍事件的主人翁是谁？地点在哪里？情况是怎样？记得要从编辑的角度来看待公关事件，里面要提到会令阅听大众感兴趣的内容。例如，你可以根据自己的专业撰写一篇文章，然后提供报章杂志刊登；或是当你负责主持一项非常值得报导的活动，就可以邀请各家媒体出席。



Day 20　Use Public Relations to Best Effect　
中文



Main Idea

Be aware of the newsworthy things you're doing, and take full advantage of the impact of good public relations.

Supporting Ideas

Pure and simple public relations is all about getting the word out on the good stuff you're doing. Great PR tells a story the public is interested in and wants to know more about. You want to develop good relationships with the people who run media organizations in advance so when you do something news worthy, they're willing to go with it.

The basic workhorse of public relations is the press release. This can't be an advertisement in disguise, but must state the who, what, where and why of your news succinctly. It's important that you put yourself in the shoes of editors and ensure that your press release contains information that will be of interest to their readers, listeners or viewers. For example, you might write an article in your particular area of expertise and then offer this for their use. Or you might host a genuinely newsworthy event and send out invitations to various media organizations.



第21天　编制营销行事历　
英文



主要观念

排定营销行事历可以让你以一种有条不紊、面面俱到的方式达到营销目标。

支持概念

持续进行的营销才能发挥最大功效，三天晒网、两天捕鱼是不行的。保持动力的最佳方法，是预先妥善规划未来每一天的营销工作，这样你才不会在销售情况不佳时拼命促销、等销售情况好转的时候就掉以轻心。安排适宜的营销行事历还可以帮你预先将资源做更有效的分配。

营销行事历不必做得花哨华丽，只要准备一张纸，把你需要用到的营销利器一一写在左半边，把这些工作按各周、各月或各年度分派执行——只要合理就好，并附上个别的执行预算。然后在纸张的顶端，横向依序写下各周或各个月份的字段，然后把左边的营销利器所需的特定活动分别填到适当的位置，别忘了把产业重要活动的日期也写下来，接着便设定公司各项营销活动的作业排程和最后期限；当然，也别遗漏写下执行每一项营销活动的负责人。

这份行事历基本上是一项管理工具，不但能帮助你在规划时考虑得更完整，还能够让你有个适当的标准，正确地评估营销活动的成效，同时可以帮助你确定整个营销活动上不会出现空窗期。营销行事历可以帮你找出综效，用更有成本效益的方式把多项营销活动结合起来。营销行事历可以让你发挥想象力和精力，产生更大的功效。


“单是花心思规划和记录你的游击营销活动制作成一份行事历，这个工夫就是一种承诺。”


——杰·李文生与艾尔·罗腾斯拉格







Day 21　Develop Your Own Marketing Calendar　
中文



Main Idea

A marketing calendar allows you to achieve your goals in a structured and well thought out manner.

Supporting Ideas

To be most effective, marketing needs to be consistent rather than stop-start. One of the best ways to maintain momentum in marketing is to calendar everything well in advance. This will help you resist the temptation to market aggressively when sales are low and then less casually when sales are high. A good marketing calendar will also help you budget your resource allocation more productively.

A marketing calendar does not need to be fancy. On a sheet of paper, list all your marketing weapons down the left hand side. Break these into weekly, monthly or annual groupings—whatever makes sense. Include budgets for each. Across the top of the page, make weekly or monthly columns. Then place the specific marketing activities for each weapon on the left into the appropriate column for when you plan to carry it out. Incorporate any important industry dates into your calendar, and establish your timeline and deadlines. You might also incorporate information about who is responsible for each marketing activity.

In essence, your marketing calendar is a management tool. It helps you plan more thoroughly and then provides metrics by which you can gauge success. It also helps you ensure there is not a lull when people aren't being reminded of what you have to offer. The marketing calendar will help you identify synergies, where you can combine marketing activities more cost effectively. A marketing calendar enables you to use your imagination and energy to better effect.


"Just the mere fact that you are planning and recording guerrilla action in a marketing calendar is a commitment."


—Jay Levinson and Al Lautenslager







第22天　注入一些兼具新意与创意元素　
英文



主要观念

做一些令人瞩目的事情，像是公开演说、举办比赛，或是在一些令人意想不到的地方夹放折价券。

支持概念

利用折价券营销的效果挺不错，但更棒的是，你不但可以精确地追踪这项活动的成果，还可以不断将这项办法修正得更好。设法从各种宣传媒介中找出可以送折价券给顾客的机会。

发表公开演说也是让顾客认识你的另一种方法。如果你可以借由一场设定主题的演说，提供一些内幕消息或有价值的情报给听众，就可以趁机建立你的声望。发表的演说愈多，你的声望也会跟着水涨船高，将来大家也就愈有可能会听从你。

举办竞赛也是建立高知名度的好方法，因为每个人都喜欢赢得奖品。你可以跟所有的参赛者继续保持联系，并给他们一些特别的优惠当作安慰奖，做法可以千变万化，所以发挥创意设计一些引人瞩目的竞赛。



Day 22　Inject Some Novel and Creative Elements　
中文



Main Idea

Do things that will get noticed. Try public speaking, running a contest or inserting some coupons in unusual places.

Supporting Ideas

Coupon marketing works very well. Even better, you can track the results generated with preciseness, allowing you to fine-tune this marketing vehicle over time. Look for opportunities to include discount coupons in all types of communications with customers.

Another way to help customers find you is to offer your services as a public speaker. If you can put together a topical speech offering inside tips or valued information, you get the opportunity to establish your credentials. The more talks you give, the further your reputation spreads and the greater the chances people will want to follow up with you in the future.

Running a contest can also generate huge marketing awareness. Everyone loves to win a prize. You can then follow up with all the entrants and make them special offers as consolation prizes. The options here are limitless, so think creatively and build some buzz by running competitions.



第23天　架设网站　
英文



主要观念

你应当善加利用新的沟通科技，不妨架设一个网站，让这个网站成为顾客喜爱的资源。

支持概念

从营销观点而言，当大家拜访你的网站时，他们就是开始在跟你建立关系。一旦你因为提供他们一些很有价值的信息，而赢得他们的信任，日后你就可以向他们推销一些能够产生营收和利润的东西。你一定要把网站主要当作是你与顾客建立关系的利器。

一个好的网站，不能只是电子版的宣传小册子，而是要让网站成为一个能与潜在顾客双向对话的管道，并和你们其他的营销活动合为一体。如果你能够将网站打造成现有顾客及潜在顾客经常造访以获取信息的地方，那你就能够获致最佳的营销成果。



Day 23　Build a Web Site　
中文



Main Idea

Take full advantage of new communication technologies. Build a Web site your customers view as a resource.

Supporting Ideas

From a marketing perspective, when people visit your Web site, that should be the start of their building a relationship with you. Once you earn their trust by providing them with something of value, you can then move on to selling them something that will generate revenues and profits. Always view your Web site as a customer relationship builder first and foremost.

A good Web site won't just be your marketing brochures in electronic form. Instead, it will engage prospective customers in a two-way conversation, and will be integrated with all your other marketing activities. This is usually best accomplished if you make your Web site an information resource customers and prospective customers use frequently.



第24天　积极从事在线营销　
英文



主要观念

打造一座优质网站是个不错的开始，但你还得继续从事在线营销，才能吸引大家造访。

支持概念

你不妨针对那些同意接收你讯息的人发出促销的电子邮件，这是建立品牌知名度的好方法。借由回复他们的询问，你加强了与顾客之间的关系。最重要的是，利用电子邮件营销是最省钱的，也可以用创意的方式运用，不单只是把电子邮件当作一种沟通工具而已。这不但完全符合游击营销人的心态，也是一项珍贵的利器。

为了让电子邮件发挥更大的营销功效，你可以（也应该）成立一份电子杂志或是新闻报，操作一些在线公关活动，或是当作顾客抒发意见的论坛。这些在线营销工具各有长处，电子杂志不但是与现有顾客保持关系的省钱方法，也是对潜在顾客软性促销的方法。透过电子新闻稿公开发布公司的重要活动，可以为公司做宣传，撰写一些专题报导供其他网站使用也可以达到一样的效果；至于成立在线论坛，则可以为你的产品或服务建造一个不断成长的活跃社群。



Day 24　Be Active in Online Marketing　
中文



Main Idea

Having a good Web site is a useful start, but you also need to do online marketing to get people to visit your Web site.

Supporting Ideas

Permission-based e-mail marketing means you send e-mail to people who have opted in to your mailing list. This is a great tool for building your brand, responding to inquiries and strengthening customer relationships. Best of all, e-mail marketing is cheap and lends itself to being used imaginatively rather than in simple broadcast fashion. This suits the guerrilla mind-set perfectly and is a valuable tool.

To supplement e-mail marketing, you can and should try developing an e-zine (an online newsletter), doing some online PR or offering a discussion forum where customers can post their comments. Each of these marketing vehicles have advantages. An e-zine is a great cost-effective way to keep in touch with your current customers and to do a soft sell on prospective customers. Sending out online press releases about newsworthy events your business is having can also generate substantial publicity. So, too, will writing feature articles which other Web sites use. Having an online forum allows a lively community to grow up around your product or service.



第25天　到商展或博览会参展　
英文



主要观念

透过商展和博览会与顾客、经销商和同业建立更深厚的商业关系。

支持概念

商展是建立人脉的另一项绝佳营销工具，除了能让你接触到潜在顾客之外，也提供评估产业及市场前景的大好机会。但是想要达到这些目标，你必须安排一些能够吸引大家到你摊位参观及闲谈的东西。动动脑筋想出个创意十足的点子吧，这些点子必须符合你们这个行业的性质，这样做的话，商展的确可以产生可观的营销成果。

商展活动必须事先审慎规划，才能发挥成效。你必须预先拟定要达到哪个特定目标，然后引导每件事情朝那个目标前进。设计一场引人入胜的展示，透过公关、电子邮件和电话通知大家。好好运用商展，并与新认识的每个人继续保持联络，同时也别忘了仔细记录下每件事，以便下一次商展时能有更好的表现，不会一再重复犯相同的错误。



Day 25　Display at Trade Shows and Expos　
中文



Main Idea

Use trade shows and expos to build stronger business relationships with customers, distributors and your industry.

Supporting Ideas

Trade shows are another excellent marketing tool. In addition to putting you in touch with prospective customers, they're also an opportunity to assess your industry and your market. To achieve these goals, you need a hook that will encourage people to stop by your exhibit and talk. Come up with a creative idea in this area that is appropriate for your industry and a trade show can be a huge marketing boost.

Successful use of trade shows comes down to careful and deliberate planning. Decide in advance what specifically you're trying to achieve, and gear everything towards one consistent objective. Develop an alluring display. Market your participation in the trade show using PR, e-mail and the telephone. Work the show intelligently and follow up on everyone you meet. And don't forget to document how everything goes so the following year, you know how to better optimize your participation rather than making the same mistakes over and over.



第26天　利用新闻报建立关系　
英文



主要观念

新闻报是企业与内部及外部人员保持关系的好方法。

支持概念

新闻报是建立关系的利器，让你可以用最经济的方式把信息传递给顾客。顾客很喜欢这一套，因为这让他们感觉受到重视。潜在顾客可以将新闻报当作一种售后服务与后续执行的有形证据，你也可以把新闻报发给潜在顾客，或是当作媒体专访的补充数据。

记得要定期且持续发布才能让新闻报发挥成效，此外内容不但要有趣，而且还得包含一些真正有价值的信息。要做到这点，表示你必须很清楚顾客需要什么。如果其中还能免费提供一些有用的秘诀，那效果就更卓著了。

新闻报的内容宜简明扼要，条列式的信息是不错的方式，如果能适时穿插幽默的隽语或引人入胜的图表，那就更受欢迎了。只要是适当、而且能够让你的新闻报独树一格或令人难忘的内容，你都不妨尝试。



Day 26　Use Newsletters to Build Relationships　
中文



Main Idea

Newsletters are a great way to stay in touch both in ternally and externally.

Supporting Ideas

Newsletters are great relationship builders. They provide you with an opportunity to inform your customer base cost-effectively. Customers love them because they feel like they are being—treated well. Prospective customers can use newsletters as tangible proof of your after-sales service and follow through. And newsletters can also be used as handouts to prospects or as additional material for media interviews.

For a newsletter to work, however, it must be produced on a regular and consistent basis. The newsletter must also be interesting to read, and contain enough information to be of genuine value. Delivering on this means you need to know what your customers need, but generally newsletters work best when they're filled with free and helpful tips.

Newsletters are best kept short and to the point. Bulleted lists of information work well.A little bit of appropriate humor and attractive graphics can be enormously helpful. Anything you can do that is appropriate and that will make your newsletter memorable or unique should be tried.



第27天　精心编列营销预算　
英文



主要观念

要投入足够的资源让营销活动发挥功效，要把资金挹注在你确定一定有效的营销活动上。

支持概念

有些企业常把剩余资金一古脑投入营销，这其实是本末倒置。正确的做法应该是，事先将营销预算编列好，然后尽全力让投入的每一块钱发挥最大的功效。

你应当按照公司当前的发展阶段，决定应该投入多少营销资金。切记，只要想让营收成长，就得投入更多资金做营销。别忘了提醒自己，营销资金不是像房租那类的固定费用、而是投资，只有在营销无效的时候才会变成费用。你应按照预算投入必要的资金，以增加销售量。



Day 27　Plan Your Marketing Budget　
中文



Main Idea

Commit enough resources to make your marketing fly. Always allocate money to marketing that you know works.

Supporting Ideas

Some businesses allocate whatever they have left over after meeting bills to marketing. That's backwards. Instead, you should establish your marketing budget in advance and then work hard to get the very most bang for each marketing buck.

The amount you allocate will vary according to what stage your business is at. Keep in mind that to grow revenues at any time, you'll need to spend more on marketing. Remind yourself that marketing isn't an expense like rent. Marketing is only an expense if it doesn't work. At all other times, marketing is an investment. You spend what you've budgeted for marketing in order to generate more in additional sales.



第28天　执行营销计划　
英文



主要观念

要落实营销计划完全得靠执行，请好好管理你的营销活动。

支持概念

尽管竞争对手可能有意抄袭你的营销文宣，但他们将会发现，要抄袭你的执行手法困难得多，所以只要记住这点，照着计划一步步去做就对了。把你所拟定的营销活动全列在一张图表上，并以一贯的方式确切执行这些活动。好的意图固然值得赞赏，但还是要经由执行才能产生真正的效益。

为了加强执行的成效，必须指派专人负责。从组织里找个人负责监管每项营销活动务必如期完成；明确规定需要完成哪些任务、有多少资源可以投入、由谁负责追踪后续的作业。如果你决定将部分营销活动外包，务必先想好由谁负责盯稍后续的作业，不要以为每个人都会自动自发参与营销计划的执行，你必须下达明确的指示。

千万别等到拟出完美的营销计划、或是理想条件下才要动手。从营销的角度来看，完成某件事，远比你把那件事的每个细节都做得完美更为重要。营销操作的次数愈多，你就愈能得心应手，所以赶紧一头栽进去、开始动手吧！



Day 28　Implement Your Marketing Plan　
中文



Main Idea

Quite simply, implementation of your marketing plan is all about execution. Manage your marketing well.

Supporting Ideas

While a competitor may try and clone your marketing materials, they will find it much more difficult to copy your implementation. With this in mind, do what you have planned. Put together a chart where you set out all your projected marketing activities and develop a consistent way to follow through and check all these things are being done. Good intentions are laudable but it is in the implementation that true benefits are derived.

To enhance execution, assign accountabilities. Make someone within your organization responsible to see that all marketing deadlines are met. Be specific about the tasks required, the availability of resources and who will be following up. If you decide to outsource some of your marketing activities, decide in advance who will be following through on that. Don't assume that everyone will automatically get involved in executing the marketing plan unless they're given very specific instructions.

Note that you shouldn't wait until you have the perfect marketing plan or ideal conditions to get started. Getting something done is of far more value in a marketing sense than making it perfect in every detail. The more marketing you do, the better you'll become at it, so plunge in and start swimming.



第29天　不要志得意满　
英文



主要观念

千万不要自以为已经十拿九稳，应当定期思考市场上正出现什么变化。

支持概念

千万别让自己变得过度自满，以为只要继续延用过去行得通得做法就足够了。最赚钱的企业通常是那些改变产业游戏规则的公司，他们不会因为把先前奏效的招数耍得更好就感到满足，游击营销的生命泉源是进步和领先。

记得随时要做到以下各点：


	停下脚步，从顾客的角度真正了解你们这一行。

	确定你们的业务成长的确有赚到钱，而不只是让成本随着营收而成长而已。

	认真思考你们公司未来该朝哪个方向前进。

	花点时间好好检验组织核心是否健康且充满活力。

	别只顾着与竞争对手一较高下，其实更应留意如何满足顾客的需求。

	试着找出顾客的新需求和欲望，思考如何重新打造公司以满足这些需求。换言之，别只一味想着推销你们现有的商品，应该更注意到底大家最想要及最需要什么东西？





Day 29　Avoid Complacency in Your Marketing　
中文



Main Idea

Never assume that your success is assured. Instead, periodically think about how your market is changing.

Supporting Ideas

Avoid getting too complacent and assuming all you have to do is keep doing more of what worked in the past. The companies that create the most wealth are those that change the rules of the game rather than those that execute better. Progress and advancement are the lifeblood of guerrilla marketing.

Every once in a while：


	Stop and really try to understand what business you are in from the customer's perspective.

	Make sure your business growth is actually profitable and isn't merely adding to your costs.

	Think about where your business is headed in the future.

	Take time to evaluate the health and vitality of your organization's core.

	Focus more on meeting customer needs and less on matching what competitors are doing.

	Try and discover some new customer needs and wants and see how you could reconfigure your business to meet those needs. In other words, instead of trying to sell more of what you have, look in more detail at what people want and need the most.





第30天　继续精炼所有的营销构想　
英文



主要观念

以现有的成绩为基础，在下一轮的30天循环中，继续改善你的表现。

支持概念

营销不应该是静态的，必须不断挑战极限。你应当每天自问：“下一步该做什么？如何改善已往的做法？”

具体而言，重新经历另一次30天周期是有道理的，因为到下一个循环时，你已经很清楚自己的优点和弱点，也知道哪些方法行得通、哪些会失败。经过这30天密集营销的经验，你肯定对营销工作有了更深的认识。这时就应该设定新的目标，继续向前进。


“虽然游击营销并不是什么艰涩的学问，但也不是不费吹灰之力的简单工作，其中最重要的成份就是你。这30天的功课肯定对你的想象力大有帮助，你可以透过学习和实际操作想出更多点子，而点子又会生出点子，游击营销也会生出更多的游击营销。”


——杰·李文生与艾尔·罗腾斯拉格







Day 30　Never Stop Enhancing All Marketing Ideas　
中文



Main Idea

Build on the foundation you now have. Spend the next 30 days improving what you already have put together.

Supporting Ideas

Marketing should never be static. You should keep pushing back the edge of the envelope all the time. Every day, you need to ask: "What's next? How can we improve on what we've done in the past?"

Specifically, it makes sense to go through the 30-day program again. The next time around, you'll already know where all your strengths and weaknesses lie. You'll already have a feel for what works and what does not. By doing marketing intensively for the past 30 days, you've learned much more about marketing. It's time now to set new goals and keep moving forward.


"Guerrilla marketing is not rocket science. It's not a cakewalk either. The most important ingredient in guerrilla marketing is you. These 30 days have contributed to your imagination. You will develop even more ideas from your learning and doing. Ideas breed ideas. Guerrilla marketing breeds more guerrilla marketing."


—Jay Levinson and Al Lautenslager







在地观点

用型录代替广告、用参赛证明质量


陈志仁



成霖企业经理兼发言人


“只要持续30天的努力，就可以改善及提升你们公司的整体营销做法。”这句话是“游击营销”作者杰·李文生与艾尔·罗腾斯拉格的主要要求，确实在现今竞争白热化的市场下，如果能够做到在30天内提升及改善公司的营销策略，的确是一个迷人的要求。

但是放诸企业的经营，要搞好营销，恐非像作者所说的这么轻而易举。就拿书中提及的第1天调整心态而言，“立志每天都做点事情提升公司与产品的知名度”，就非一日可蹴的，毕竟公司内部的成员不知凡几，要每个人都拥有这种正面的心态，其间可能得历经长时间的企业文化陶冶。

所以就实务面而言，我只能说，《游击营销30天攻略》这本书很有卖点。作者透过营销理论的重新组合，再以运行时间作为撰述的主轴，可谓是浅显易懂，得以让急于想提升自我的企业很有意愿掏出钱来买书，而且本书将营销要注意的30个要点一一列举出来，也可以让刚入门者有本可循。但是落实到企业经营上，却没办法照本宣科地施行，其间可能会碰到的挑战并不少，有些动作可能费时多日，有些步骤更可能历经数月却毫无进展。

此外，就营销手法言之，“游击营销”也仅是企业经营的手法之一。正由于企业面临环境的变化瞬息万变，游击营销可能是面对某种挑战可以实行的方法，却并非唯一的方法。

正面、游击各有所好

一般而言，企业可以实行的战略有很多种，由正面、侧面、迂回及游击战术不一而足。当然，实行什么战术，则得视个别企业个别的处境而言。如果企业与竞争对手势均力敌时，当然可以采取正面攻击方式，全力以赴，伺机与竞争对手决战。举例来说，威盛之前就曾采取正面攻击的战略，想掰倒英特尔（INTEL），结果却适得其反，反落入小虾米遇大鲸鱼的困境。

如果自己的营销能力不足以对竞争者进行正面集中攻击时，则宜采取侧面攻击，或是游击战的策略。一般来说，所谓侧面攻击的战略是在竞争对手比较忽略的市场或地区中采取攻势。比较成功的案例如：西德和日本汽车公司因选定小型省油汽车市场进军，因而顺利在笨重又耗油的美国车市场中占有一席之地。

除了采侧面攻击外，企业也可以采取声东击西的游击战，如选择性的减价、对竞争者进行法律行动干扰等等，以分散竞争对手的营销力量；又如要求政府祭出反倾销税、给予配额限制等，都算是打游击战常用的战术。

至于本文所述及的游击战术，虽以游击战术命名，不过究其实，做法倒比较接近侧面攻击的战略，由拟订营销目标，到做SWOT分析，到最后投入营销资源，做差异性营销，也算是一脉相承，与管理学大师麦克‧波特的竞争理论似也有不谋而合之处，文间经常可以看到麦克‧波特提及的企业竞争3项利器，包括：差异性、最低成本及利基的影子。

另一个我不认同的点，则来自于营销手法。本文中虽述及不少营销工具，从电视、架设网站、寻求策略联盟伙伴、电话营销、邮寄传单营销，方法不一而足，但并非每个方法都适用于每家企业，也不是每家企业在做营销时，都必须照单全收。虽然本文作者在行文时，也曾建议营销人员拟订媒体宣传计划时，必须在符合预算的限度内，针对目标市场打广告，但字里行间却未针对个别营销工具可能带来的效益及花费的成本，作一对比，就实用度上略嫌不足。

分出三块市场

身为亚洲第一大水龙头制造商，成霖对于营销自有一套自己的看法，为了兼顾OEM以及日后拟新开拓的自有品牌市场，成霖精细地进行市场分析。

以专业代工厂起家的成霖，伴随着企业规模的扩大，也想在营销领域一展长才，将饼做大，但由于既有客户的牵绊，所以成霖在界定营销领域时，反而比一般刚跨入这个市场的厂商少了些选择。在不愿与主要客户在一般家用品市场直接冲突，成霖先挑中了建筑市场，随后才又跨入精品的利基市场。

卫浴市场一般仅区分成居家改善及建商市场，为了更精细画分，成霖在既有的居家改善市场中，再拉出一块全新的精品市场，而将卫浴市场自创性地细分成3块。就价格来分析，一般常见的卫浴用品零售市场，这块市场成长迅速，但是单价不高，多在30至40美元间，70至90美元的售价已算是高档货。除此之外，伴随着国民所得提高，也新增了精品市场，这块市场的消费者不计较价格，但对质量要求颇高，零售价可以一举跳脱平价路线，达到120美元，顶级报价甚至可以达到400至500美元。再者，近年房市启动，建商也释放出不少订单，就成为成霖可以介入的新领域。

品质会说话

在选定市场后，为了不危及既有的接单，成霖势必得在产品以及营销策略上做区隔。正由于自有品牌DANZE走的是高级路线，为了名实相符，成霖自2000年设立DANZE品牌后，即逐年增加研发人员，在不断投入研发经费下，两岸的研发人员也由当时的不到50人，一举增加到目前的300、400人。

不论要做OEM市场，还是日后要跨入的自有品牌市场，质量是唯一不变的要求。为了让自己立于不败之地，成霖除了在营销策略上创新出击外，也积极投入研发，在多年的努力后，成霖已一举成为亚洲地区首家通过美国NSF无铅认证的水龙头专业厂商，且产品在北美市场早已行之有年。另外，为因应消费者意识抬头及美化生活环境的市场趋势，成霖也开发出防烫式、无铅、滤水、可独立控制温度及水流量等，各种构造及流行外型的水龙头产品，且多数皆已申请专利并通过质量认证。

在以质量、造型取胜下，DANZE业绩逐年扬升，去年业绩仅3,300万美元，相当于10亿元台币，今年则可望增加至4,000万美元。

正由于成霖自有品牌走的不是一般零售市场，在营销手法上也不尽相同。为了确立DANZE高品牌的形象，成霖放弃一般家用品的通路，转进卫浴精品店的通路，截至目前为止，铺货的商家数已达800家。

A股挂牌强打企业形象

继DANZE顺利创造成功范例后，成霖也抢进主要客户尚未切入的大陆市场，并另创一当地品牌GOBO，希望能够抢占内地市场。为了抢占市场商机，成霖有计划地规划集团子公司成霖洁具在大陆挂牌上市，以提升企业知名度，在历经4年余的努力后，成霖集团终以台商之姿，在大陆顺利通过A股挂牌，创下台商同时在台湾及大陆A股挂牌上市的首例。目前成霖在大陆的内销比重虽然只有3％，被设定为大陆本地品牌，属中低价位，但是成洁顺利上市后，即可顺利募集资金16亿8,000万元新台币，用来在大陆当地扩厂及提升生产设备。新厂落成后，将锁定高级水龙头生产，主攻大陆的新推建案，目前成霖集团在大陆已拥有30多家专卖店，今年将持续增设据点，以广招徕。

正由于相中的市场不同，成霖在营销手法上，也有别于一般企业。成霖不时兴做广告，即使做广告也多以企业形象广告为主，主要营销工具以摆放在精品店内的精美型录为主。此外，为了提升产品营销，成霖也积极参与大小展览以及竞赛，截至目前为止，成霖已顺利拿下不少奖项，在业界树立高质量的形象，也正因为这个缘故，成霖才得以MADE IN CHINA的产品，卖出高档的价位。

做客户，也做伙伴

除了持续与既有客户维持良好的供货关系外，成霖也进一步与往来客户建立策略联盟的关系。成霖与澳洲最大水龙头及卫浴陶瓷集团GWA日前才刚签订策略联盟合约，未来GWA将逐步释放代工订单给成霖，1年至少可以增加1,000万美元的采购金额；两年内，出货量将占GWA集团总出货量的80％，成功抢滩澳洲市场。今明两年内，循相同模式，也将在欧洲市场，取得2至3家泛欧跨国策略联盟伙伴，欧洲前3年业绩均呈倍数成长，今年亦可望有佳绩。

要缔造一个世界级的水龙头王国，难度颇高，但是一直强调要和客户同步成长的成霖，做到了！在不危及客户的利益下，成霖在既有的OEM路线之外，走出自有品牌的道路，这种营销策略与利基定位，应该是台湾很多以代工起家的中小企业也想要走出的新道路。


本文作者简介

美国MBA修业完毕后，即回台任职，历任多家公司财务部门，现为成霖企业经理兼发言人，负责财会相关业务。
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