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SMEs sector is Jait rowingEAich neec‘is Spectfic market development for market survival and
SUCCESS: Today $ contem]?orary' marketing - environment essentials new strategies for SMEs
;lcvcloﬂ""’ nt. Lack of applied or 'f””ed r esear:ch blocks the new strategies for this sector: Nowadays
SME 5 are facing several mar: ke{zng r elatetli issues. In all over the world many SME’s have applied
Guerrilla marketing as the solutto'n Jfor their marketing problems. Guerilla advertising is one of the
owing marketing techniques which are used by advertising industry that makes a use of unusual or
” conventi onal means of promoting the product to the market. modern and preferable methods of
pusiness promotional activities are always welcomed by the customer to improve the marketing
poblems in any sector This research paper has triple objectives, as reviewing the Guerrilla
promotional strategies discovered in the literatures, identifying Guerilla advertising strategies from
- practical applications in organizations, especially in small entities, and explore the Guerilla
advertising strategies for selected SMEs, which suffer from the promotional problems. Through the
participatory research method, and the purposive sampling techniques, data were collected from four
SMEs, rural development society members, Government officials and those who involve with SMEs in
Mannar District. Discourse analysis was used to analyze the images which show Guerrilla advertising
' contents. There are six different weapons were identified from the literatures such as Ambient
Marketing, Guerrilla sensation, Ambush marketing, viral Marketing, Guerilla mobile and lower
" budget guerilla advertising on those methods. Even though there is no framework or guidelines for
Guerilla Advertising methods recognized, present study recognized many Guerilla adverting
practices form Small, Medium and large companies. Finally, Researchers explored some Guerrilla
advertising ideas to improve business promotions based on the concepts such as Ambient Marketing,

Guerrilla sensation, Ambush Marketing and Viral Marketing.

Keywords: Ambient Marketing, Ambush Marketing, Guerilla advertising, Guerrilla sensation and
Viral Marketing.

.INTRODUCTION

De eloped as well as developing countries have recognized the importance of the development of
Small and Medium Enterprises (SMEs), because they play a significant role in economic
Uevelopment. As in developing country in Sri Lanka many enterprises are small and medium scale
OWadays SME’s are facing manyproblems (Kanaganamage, 2014).Small medium enterprise refers
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to that, there are different terms used in different documents to ident'ify this.s?c-tor such as: small and
medium industries or enterprises, rural enterprises, small and medullm 'actlvmes, 'cottage and Sma}l
scale industry. Using the size of capital number of employees as the cr.lterfa, Enterprise development is
almost universally promoted in developing countries, and is often ]UStlﬁC.d on the grounfis that the
emergence of entrepreneurs is an important mechanism to generate economl? grovt'th .(Kodlthu\‘vakku
and Rosa, 2002 and Landes, 1998). The SMEs in northern Sri Lanka are facing with issues ma}nly in
six areas. Such as marketing related issues, Financial issues, Humafl Resource rel?t.ed %ssues,
Technology Management issues, Business rules & regulations related issues, Competition issues,
Infrastructure issues (Kankanamge, 2014)

The Guerrilla marketing concept, an unconventional way of performing promotional activities on low
budget.(Levinson, 2007). Guerrillamarketing communication has become more important than ever
before because of the building strong relationships with customers. It is an unconventional marketing
strategy that lead the firms stay successfully and it also consider as different types of “non-traditional
marketing” strategy (Levinson, 2007).

There are reviews related to the benefits of Guerilla advertisements in the books and the practices
which are more attractive and can be applicable to reach customers. It is considered as a weapon for
small scale organizations with in a lower budget. Some studies considered the Guerilla advertising
strategies for overcoming promotional problems of SMEs (Ali Mokhtarimughari,2010;Tam and
Khuong , 2015). Past researchers considered this emerging phenomenon, and its uses and its influence
on consumer behavioral changes (Sairaigbal,2014; Sandra Jonsson , 2012) many research studies
identified the issues related to SME sector in Sri Lanka, and specially in some rural areas
(Kanaganamage, 2014;Priyanath,., &Premaratne (2015).Ther are some studies related to the
application of Guerilla Marketing to the SME sector (ZekiYuksekbilgili, 2014), and it create brand
awareness of SME’s Products were found byAliMokhtariMughari (2011), from his findings he
mentioned that studies needed on this topic. It is clear there is a need for creative ideas for supporting
SMEs, by solving their problems. They are struggle with financial problems, and lower budgets
(Kankanamage,2014).Novelists mentioned that Guerilla advertisements are considered as innovative
strategies for the firms which have lower financial budget for their promotional campaign. (Levinson,
2007). there are some SMEs struggle to promote their products with lower cost (Pilot study, 2017)
Present study intended to fill the gap by exploring the advertising weapons for solving Promotional
problems of selected SMEs in MannarDistrict. With the lower budget for promotional campaign how
creative Guerilla Advertisements can be designed to solve the existing advertisement problems of

SMESs, is the research question to answer to reach a defined scope for supporting local context people
for their business successes.

2.RESEARCH OBJECTIVE

1. To gainan in-depth knowledge of the whole concepts of Guerilla marketing.

2. Toidentify some real Guerrilla Advertisement applications at organizations all over the world and

specially in the SME sector

To explore the real guerilla marketing applications for SME’s in Mannar district.
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, LITERATURE REVIEW
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yrofits, cooperate business with other firms to increase competitive adC:/a:tsaegdesoil:ls?;r;lar;r
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struggles against the competitors.

Guerrilla has become a weapon in marketing, since there are no official classifications of Guerrill
weapons, the following division chosen by Ujwala (2012). Such as ambient marketing Gu:rn;illal
sensation, ambush marketing, viral marketing, Ambient advertising includes placing adv’ertisin i;
places (locations) one would not normally choose for such advertising is to take an object and presgent

' itin a large or smaller scale. When we see something, it is either abnormally large or small, so we
cannot come and take a closer look (Luxton& Drummond, 2000). ,

Sensation marketing is basically very similar to ambient marketing. The main difference being that as
 ageneral rule sensation marketing activities are one-time occurrences, and not repeatable. The aim is
 to surprise and fascinate the consumers and produce an "aha" or a "wow" effect. The terms "Guerrilla

sénsation” and "ambient stunt" represent unusual, spectacular special activities (Jurca, 2015). Ambush

marketing is a marketing technique featuring products and events which are connect, but the sponsors

don't cover the sponsorship expenses for such events (Sauer, 2002).

of the message can take place offline by word of mouth communication (mouth to
virtually “from mouse to mouse” (Forster and Kreuz,

2006; Langner, 2005). Regardless of the type of campaign, it causes people to share it, using viral
marketing, word of mouth, as well as buzz methods and it causes a so-called 'boom' effect. One person

sent it to another, then that person sent it to yet another, and on and on (Scott, 2011). Guerrilla
) that has a significant influence on all

marketing can be taken as a marketing communication (MC
fypes of consumers. It is generally directed towards gaining their attention by different ways sends
means such s direct marketing, PR and advertising (Miller, 1994).

The dissemination
mouth propaganda, buzz marketing) or online,
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advertising activities of the
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e : for its campai i
hence able to act faster. The main benefit Guerrilla advertising beho:::sal o sma]lp lg?ers 13 l?rand
awareness. This is one of the reasons this type of campaign llT 1 g , NO estabhshed

: 3 a e :
brands. The Guerrilla marketing is in the first place meant for Small comp » New companies, and,

Celebrity endorsement (Silver and Austad, 2004).

According to Hutter and Hoffmann (2011) marketers can choose to 'place adv‘ertlsmg Ina pl'ace where
they spend little money and they will beat the competition. Even if these big events required many
investments, in the end, the costs will be relatively decreased for every person that has been reacheq_

4 METHODOLOGY

According to Saunders et al., (2009), there are three different ways to describe the research metho(,
These are exploratory, descriptive and explanatory. The way the research question is asked determineg
what type of study it results in. Since the purpose is to explore the real guerilla adverting applicationg
for SME’s. This research paper attempts to seek new insights into the subject of how Guerrilja
marketing can be applied to SME’s with the involvement of community members, SME’s facilitators,
According to Mark Saunders, (2007), the full set of cases from which a sample is taken calleq
population. A common misconception about sampling in qualitative research is that number is
unimportant in ensuring the adequacy of a sampling strategy. Yet, simple sizes may be too small to
support claims of having achieved either informational redundancy or theoretical saturation, or too
large to permit the deep, case-oriented analysis that is the raison of qualitative inquiry. Determining
adequate sample size in qualitative research is ultimately a matter of judgment and experience
evaluating the quality of the information collected again is the uses to which it will be put, the
particular research method and purposeful sampling strategy employed, and the research product
intended (John Wiley & Sons, 1995).

There are four SME’s selected based on who faced promotional problem, such as Uthayam Palmyra
handicrafts, Madumatha HandCrafts, Karisal cashew products, Ilamthalir Palmyraproduction, and the
related community members who involve with the Small Medium Enterprises in Mannar District.

According to Fraenkel, Wallen, and Hyun (2012) defined sampling is a process of selecting
individuals to participate in a research. ForDavid (2005) andMercado (2006), sampling essentially
involves a system of selecting a population’s representation from the general population depending on
the objective of the study, availability, money, timeand effort in gathering research data.

Purposive sampling (also known as judgment, selective or subjective sampling) is a form of sample
often used when working with very small samples (Neuman,2000).Purposive sampling is a non-
probability sampling method and it occurs when “elements selected for the sample are chosen by the
judgment of the researcher. Researchers often believe that they can obtain a representative sample by
using a sound judgment, which will result in saving time and money”. Patton (2002) emphasizes this
point by contrasting the needed to select information-rich cases in purposive sampling with the need to
be statistically representative in probability sampling. In case of this research according to the own
judgments of researchers selected the SME’s which have promotional problem in MannarDistrict.
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. pATA COLLECTION
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data used in this study is primary, Use of participatory action method, the collection of '

important in order to get a deeper insight into the problem with the help O’f pa ftiCipar:fr;odl-]e.w data is
line with the research question. Therefore, participatory action method is sdit:bl t ‘; also l.n
:smdy,Researcher purposively selected four SME’s in Mannar district,who needs ri)mOL thlg;
solutions. participation of that group research suggests solution for their promotionalpprob(l)e:njx
Framework for Participatory Action Research (the 4 phases of developing a collaborative inqu.iry

process) Bergold& Thomas, 2010)

The

orative inquiry group, engaging a diverse group of community members:
form the research question, at the first stage researchers selected
people for the discussion to make an in-depth discussion

|, Forming a collab
~ Developing the inquiry project, to
the community members, SMEs, related

related issues in the selected SMEs.
in the second stage researcher explained the tasks of

for that discussion respondents could be able to

~ onthe promotional
2. Creating the conditions for group learning;
this research to respondents in their perspectives,
~ understand the concept Guerilla Advertisements and its applications.

3. Acting on the inquiry question, and Putting plans and designs into practice keeping, reflective

records respecting ownership of group ideas questioning honestly Practicing dialogue and
reflection. From the in-depth discussion with the respondents’ researchers identified their
- promotional problems and the applications of Guerilla advertisements atthe Selected SMEs

4. Making meaning (capturing and interpreting the group’s experiences) Understanding the
experience. Selecting a method for interpreting diverse experiences avoiding common
assumptions and questioning dominant values checking validity by considering multiple
perspectives and methods in this stageresearcher suggested them to make use ef Guerrilla
marketing as a promotional weapon and to overcome the problems related to their })usmess.
Researches discussed with several organizations in order to implementGuen’illamz-lrketmg. Sl{ch
organizations are. Road Development Authority: -for getting permission o painting pedestrian

crossing Rural Development Officer: _Selection of SME’s, School - Introduction-of Palmyra
local products, KachchriMannar-get

related product, Super i i ote

. , Super market (Cargills, Shakthi)- to prom ; o e
Permission 1o do research and implementation of Guerrilla marketing, SME’s: to find
Promotional problem & suggest solutions for their problems.
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Reliability and validity issues

To ensure the reliability Proportional reduction in loss method was used to assess fhe 'reliabi]ity of
:»d:h‘ scheme. The proportional reduction in loss for the current study Wlalsl 85745, which is we]] above

coding scheme. ; .

the 0.70 cut-off level recommended for exploratory research (Rust &Cooil, )

The outside researcher experienced in qualitative methodolog}f were ?sked to conduct an audit of oy
empirical processes to insure the dependability of the data. TI?IS outside researcher \Tvent through the
data to assess whether the conclusions reached were plau31bl.e: These Reer debriefing processes
(Corley &Gioia 2004) provided with an opportunity to solicit critical guestlons abe)ut data collection
and analysis procedures. These discussions also allowed to have our ideas scrutinized through other
researchers’ perspectives.

To protect validity, present study followed five unified procedures recommended for qualitative
research (Silverman &Marvasti, 2008): (a) respondent validation, (b) refutability, (c) constant
comparison, (d) comprehensive data treatment, and (¢) deviant-case analysis. Respondent validation,
also known as member checks (Creswell 2007), needs that researchers go back to the respondents to
validate the findings that emerge from the data. To do so, researchers shared the findings with the study
participants and asked them to offer their views on our interpretations of the data and the credibility of
the findings. Refutability means that researchers seek to disprove the assumed relationship between
phenomena. By having a two side perspectives from SMEs and the community members. Data
collection was stopped when no further new findings emerged after reaching theoretical saturation

(Strauss & Corbin 1998). Comprehensive data treatment means that the researchers examine the data
thoroughly and comprehensively prior to drawing conclusions.

6. DATAANALYSIS

Discourse is “a set of meanings, metaphors, representations, images, stories and statements which

together produce a particular version of the world” (Berglund and Johnson, 2007). A discourse is a
stretch of language that is typically longer than a single sentence. The texts used in discourse analysis
may consist of formal written records such as news reports, company statements and reports,
academic papers; transcripts of social interactions such as conversations, focus group discussions, and
individual interviews, advertisements, magazines and novels (Elliot, 1996). Researchers analyzed the
discourses in this research are images of Guerilla advertisements, transcripts of social interactions
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: { Uthayam Palmyra handicrafts
K ’sc’ .

3 »olmyra Handicrafts, a small business situated in Pag
Uthayam | .t‘.“ be defined simply as objects made by skill of the han
'_ andiu‘r;ltistf".‘ n. Since its founding in 2003, Uthayam PalmyraH
I hmmmﬂ:.j;(: 'l:zl related handicrafis product in Mannar, Thig bus
supplicr ,.n ]‘ Il‘ sdcf Women Development Society. UNDP anq ot
hoi business ing to the women, with the help of “life lights ag
- ovided train ni;a rk. Even though they have to face promotiona]
5-,‘ oduct tl? ];C\:ards these products in local consumers. They ne
» :hr:;iibmpare to competitive products.

me

appadi, Thalaimannar, Mannar.
dof creator as wel| as countries of
andicrafis has become the leading
iness has 42 members; they access
her non-government organizations
reement” they have to export their
problem in locally because lack of
ed to have different advertisement

Case-2 MaduMathaHandycrafts

3 Handcrafts center is craft based small business begin with a plentiful raw ingredient and
dun'ﬁlth‘.i shells crafting. It is operating under the PallimunaiEast women development
greativity fike seal 5 members joinedtogether to run this business. Entrepreneurs with ample access to
e 2firehells like a public beach, have the opportunity to start a business. After they have
good source O Tl in various shapes and colors, they need a good craft into profit.In 2002 they started
b |1ectejd seash.e h Sf w members less than 5 but now they have fully trained fifteen members in their
he business Wit ; 1edevelopment department and several non-governmentsorganizations are trained
g In:u:;bitively in order to do the craft work efficiently even though nowadays tl:je)t:f have
i ore f loyal consumers. They need to have a different
insufficient market coverage as well as lake o

promotional strategy.

Case-3 KarisalCashew Products

i rates of cashew production all over the
" glObal demar: ZOZ:;Srh;‘IZil:ll::ts: aZSOIF;l,t?t liI;c:ietisaet:d in Karisal ,Mannar. There are sever:
. S'm'ce i ed start this business. They access their business under worfl.en developr(rilen
e‘_“befsJO.‘“ e is most suitable for cashew production; here weather con'lel.on anfi sIa(n -Z:
3 lfty'fatizat{ol: I;(ri;z;}r)leglzashew tree. Small scale cashew nut processing can t:e Sl:;t:tt;di Smdoil;ed
most suita : 2
| o::tif)n considering the availability of raw 'matenal. Womean ilt?e\;}elleozyr(nt:a oo ki
building and machineries for cashew productlf)n. However., I:a 1);1 t}iir e
‘Maintenance and marketing of cashew nuts it vs:lll help to m:l;n i —
i suffering from promotional problems; they don’t know how top

Case-d llamthalirpalmyrah production

: e producing
! in Tharavankottai ,Mannar. They ar
+ Damthalir pajmyry production this business situated in Tharav

1ly it splits into
Imyra mber, genera
“lyal product. Odiyal is the hard edible snack that makes from Palmyr

o an dry until get hard.
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i< business with 11 members and few cnpi.lul i“VCSlmcmS‘hi‘gh (]UZ.llity Odiya]
A T Smm'd = “"T' )r;)‘duclion. Rabinacompany is major 'consu'mcr of this businesg, They
produced by llamthalir I":}lm) r:‘l.[.‘nnl"“' Now they have to expand their busnr?ess .as well ag productigy,
'T“‘f‘.‘f‘ i hu";ZT::::;:O;]HP;OE)7 UNDP providing equipment and machl‘ncnes for enhance ¢,
:‘:\‘1‘]‘]‘:: lll::ut:ll;:;lir‘ Palmyra production have ql‘lalily product :Lg:lills;[r]:)ilt:rze enough resources
produce their product even though they are suffering from o

7. FINDINGS

Guerrilla advertisements has been considered as a weapon for or'gamzatlor}s3 which have lf)Wer
budget, even though There are lack of research on the theme Guerrilla adve;t::ng. as a;;)erotlonz}l
weapon of SME’s in order to solve their promotional problt?n.ls. Because of this insufficiency, thig
research seeks to evaluate the applications of Guerrilla advertising for SMEs.

Guerrilla Advertising is a popular marketing techniquewhich is used in product marketing and that
makes the use of unusual of unconventional ways of providing the product to the marketplace,
Guerrilla marketing was very popular among small businesses because of the small budget
investments, which provided big results. In all over the world Using all out-of home weapons will not
only attract the attention of people who are passing by at a particular time and place. The concept of
Guerrilla advertising campaign attempts to capture the interest and attention of prospective customers
and hold their attention via unusual methods and unexpected means. Jay Conrad Levinson notes,
“Guerrilla marketing is the harmony of wisdom rather than budgets” (Levinson, 2007). Present study
identified many applications of Guerilla advertisements all over the world (see table 1).

There are various techniques involve in Guerrilla marketin

g. These marketing weapons are used in
public locations. Using all out-

of-home weapons will not only attract the attention of people who are
passing by at a particular time and place, but these forms media will also increase the publicity levels

for the company and make people talk about the product being promoted. The most successful out-
home weapons, The Guerrilla campaign of McDonald’s are using ambient marketing because of

unusual placement of the campaign (Luxton& Drummond, 2000). The unusual placement also cre
the surprise effect that characterizes Guerrilla ma

of-
the

ates
rketing (Hutter& Hoffmann, 2011). McDonald’s

ork City wa

S presented using volunteers lying nearly naked
wrapped Meat trays, convert in fake b

lood. The main point of this complaint was that
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ide of flesh, blood and bones, just like humang,
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the real guerilla advertising ﬁlpplic&.itions for SME’s in

To explore ta on whether theSMEs using this phenomenon, resea
collected the ‘f‘"‘ ( of the Guerrilla advertising to them. Real applicatio
and the P“rpobeshem and discussed with them to create new ;
are placed: 10 t hers found that there are some Guerrilla advertising related ideas used by the
fndvenising.ReseafC 't really know the concept even. Today they are enlightened to new ideas, to
SMES b ey e hing the end customer and aware that marketing does not necessarily need§ to be
original V23" Ofr'eac en%s in the media. Instead, a Guerrilla campaign creates free publicity in th.e
expensive advert.lSCm rch found Guerrilla advertising to be an exciting campaigning tool for their

edia world. This resea rrilla advertising strategies suggested for SMEs inMannar in order to s.olve
Jut. Therearemary S With the participation of the selected SMEs which have promotional
their promotional PrOblemi rs, Government officials, and other SME related institutions research.ers
Jbiems commumt)f on t}(:e c,:oncept of Ambient Marketing and Ambush Marlfeting for Guerrilla
:VdOp some strategle; OnResearchers develop strategies and had agreement with the govemmef]t
advertising (see Table ) t the Guerrilla advertising to overcome the problem§ of selected SM115§ in
organizations to IEP::;;ZZ strategies create awareness of SME’s products. This may lead to solving
Mannar District. Ide X
; tional problem of SME’s.

Mannar district. Researchers
rchers explained the meaning
ns of Guerrilla advertisements
nnovative ideas on Guerrilla

CONCLUSION

i ing strategy that lead the firms sta'y successfully and
N i's = “ncon":: ttl)(f)'n‘?li(l:rl::::ilzinal miryketing” su:ategy (Lc.e\.nnsog,0 igggze;{;e
- Consider 5_15 dlffercntth?rlz was something unique about Guerrilla ma(;keitrllntgh.e .
e ldemlﬁe'd th;t t Guerrilla marketing is not a model one can St:t g'.nking .
- P J t ad s one practice; it is a state of mind., a way o 1r : opel,l A
1 ll: i, mj t:oq izz(:;::;l ea The ones who use Guerrilla marketm‘g1 ll;a;:lkr:gng o ——
arketers and busin ; - .
ones not using it, the people that believe in the phenorr.lenon Z,fn ((}):'i ot R
 oreaive ideas.  These kinds of promotions are solving pr
Mannar digric
ar district, sed their marketing problems and
Thmugh tf
alyze i
affecteq S
Uvertigip
disln'c[, b
More rej

o were expo. : aigns
1€ participatory action research the Partlclglants in order to see if the Guerrilla campaigh
il for them
tand covey new Guerrilla strategy

i rketing as an
g 2 t a Guerrilla ma :
ME’s to a greater extent. to summarize this study lsuﬂlz/ziledium Entorprisain Mannat:
& Weapon for solving promotional problem§ of S;nzm + 1 marketing re the concep
ut the two concepts such as Ambient Marketing an

Yantto the context of the study.
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faq SUEE sME’s inMannar, sye
There are so many Guerrillaadvertisement strategics j'ugbzzt]fcdb?; (?csign, dcsigncdrs(;?oiﬁclsmd
e Uihﬂyﬂm g ]quicrl;q:lilzr(;ll\?::vdc:;i in Mannartown, Mannar DS ofﬁceoiﬁ
sponsorship, Student basket sponsorsiip, . ;
blranchcs dloor design, boxes are sow in buses, Bus hangmg.baffma]\‘ilzgz ul;;l;?}?;;,a:(:itiilr?fizlam.ps’
Pen holder those things made by Palmyra. suggested strategies or N ‘te using
sea shells for decorating Wedding hall, and hotel industry, Restaurant - HOtelNi, o statue by
\mmmmmmemWMMwMMmmmww%%m£ﬁmﬂm
in Office, Design chair in Hotel, design shoes in front of shop's, Beauty pa o4 gnl, a'nd lhos.e
things made by seashells. suggested strategies forllamthalir Palmyra pi(o tu g 13 solving thelr
advertising problems are build statues like odiyal shape, make supermarhe pen do :r as anOdiya]
shape, build stone bench like anodiyal shape near the B'us stop. .Cas. ew production Sl{ggested
Guerrilla marketing strategy is Paint cashew shape pedestrian Crossing in Mannar to Thalaimanna;

road.

Mannar district is a place, where the tourist mostly visits for entertainment. Designed sﬁategies based
on selected Guerrilla Marketing concepts such as Ambient Marketing, and Ambush Marketing, which
are very much suited to solve the promotional problems of Selected SMEs. further researchers can
explore many strategies related to other concepts in Guerrilla Marketing.

REFERENCES

AliMokhtariMughari (2011), Analysis of Brand Awareness and Guerrilla Marketing in Iranian SME,
Tranian Journal of Management Studies (IJMS), Vol4,No1, March, 2011, Page No, 115-129.

Baltes, G., &Leibing, 1. (2008).Guerrilla marketing for information Services? New Library World,
109(1/2),46-55.

Bergold, J., & Thomas, S. (2012). Participatory research methods: A methodological approach in
motion. Historical Social Research/HistorischeSozialforschung, 191-222.

Borenstein, M., Hedges, L. V., Higgins, J., & Rothstein, H. R. (2009). References (pp. 409-414).John
Wiley & Sons, Ltd.

Corley, K. G., &Gioia, D. A. (2004). Identity ambiguity and change in the wake of a corporate Spin-
off. Administrative Science Quarterly, 29, 173-208.

Chen, J. (2011). Explore guerrilla marketing potentials for trade show.

Drees, N., &Jackel, M. (2008).Guerilla-Marketing-Grundlagen, Instrumente und Beispiele. Transfer,
Werbeforschung und Praxis, (2),31-37.

Elliot, R. (1996), “Discourse analysis: exploring action, function and conflict in social texts”,
Marketing Intelligence & Planning, Vol. 14 No. 6, pp. 65-8.

Fraenkel, W., &Wallen, N. Hyun,(2012). How to design and evaluate research in education.

Gustafsson, B., Kreiss, H. O., &Oliger, J. (1995). Time dependent problems and difference methods
(Vol. 24).John Wiley & Sons.

Hutter, K., & Hoffmann, S. (2011). Guerilla-Marketing— eineniichterne Betrachtungeiner
vieldiskutiertenWerbeform. der market, 50(2), 121-135.

556



dhi, S. (2015).The Impacts of Guerrilja Marketi
5., &Lodhi, 5. ( ; €ling on Consumerg' Buyi lor
Nbal-c ase of Beverage Industry of Karachi, The [nternationg| Journal of Busincs:):gl::d I:z:::or.;:
men

1, 120. .
1;; A., &Madlberger, M. (2015). Ambient advertisi,

J irivers of advertising effectiveness. Journa] of MarketingCommunications,Zl(l) 48-64
,anamage-R'D'(zo 14).Problem faced by Smal| scale Enterprises in Srilanka, : i
Kml'\h wakku, S. S., & Rosa, P. (2002).The entrepreneuriaj Process and econg
Kodit :ng[raine d environment. Journal of Business Venturing, 17(5),431-4¢5.
mg:crv S (2005). Was ist Viral Marketing? In Vira] Marketing (pp. 25-32).GablerVerlag.

yinson, J. C. (1998). Guerrilla marketing: Secrets for making big profits from your small business
3 Houghton Mifflin Harcourt.

inson, J. C. (2007). Guerrilla Marketing: Easy and Inexpensive Stra
4 mfs om Your SmallBusiness. Houghton Mifflin Harcourt,
: [_uxtonr‘ S.. & Drummond, L. (2000). What is this thing called ‘Ambient Adve
- of ANZMAC (pp. 734-738).
: do, A. C., Carroll, L. J., Cassidy, J. D., &Coté, P. (2005
Mercado, 3 :
disabling neck or low back pain. Pain, 117(1), 51-57.
~ Miller,D.A., & Rose, P. B. (1994). Integrated communications: A look at reali
Relations Quarterly, 39(1), 13.
* MokhtariMughari, A. (201 1). Analysis of Brand Awareness and Guerrilla M
Iranian Journal of Management Studies, 4(4), 115-129.
pande, P. S., Neuman, R. P., & Cavanagh,R. R. (2090). The six sigma way. McGraw-Hill,,
 Patton, M. Q. (2005). Qualitative research.John Wiley & Sons, Ltd.
'~ Rust, R. T., &Cooil, B. (1994). Reliability measures for qualitative data: Theory and implications,
IMR, Journal of Marketing Research, 31(1), 1-14. Doi: 10.2307/3 151942,
-~ Sauer, A. (2002). Ambush marketing: steals the show. Brand Channel, 27th May, available at:
http://www.Brandchannel.com/features _effect. asp.
' Saunders, M. N. (2011). Research methods for business students, 5/e. Pearson Education India.
Saunders, M. N., & Lewis, P. (2012). Doing research in business & management: An essential guide to
planning your project. Pearson.
Silverman, D., &Marvasti, A. (2008).Doing qualitative research: a comprehensive guide. Thousand
Oaks, CA: Sage.
Strauss A, Corbin J.( 1990) Basics of Qualitative Research: Grounded Theory Procedures and
: Techniques. Sage, :

Scollon, R.. Scollon, S. W., & Jones, R. H. (2011). Intercultural communication: A discourse
approach. John Wiley & Sons. -
Scott, D. M. (2011). The New Rules of Marketing and PR: How to Use Social Media. Or?lme Video,
Mobile Applications, Blogs, News Releases, and Viral Marketing to Reach Buy‘ers Directly.

Wallen, N. -, & 14 yun, H.H.(2012).How to Design andEvaluate Research in Education.
ZekiYuksc) bilgili (2014), the use of Guerilla Marketing in SMEs, International Journal of Advance

Mult ‘1ieiplinary Research and Review, Volume 2, No2, Winter Page 2-7

g characteristicg and schemga incongruity as

mic success ina

tegies for Making Big Profits
rtising’?In Proceedings
)- Passive coping is a risk factor for
ty instead of the, Public

arketing in Iranian SME.

597



Table -1: Identified Guerrilla Advertising applications

: Examples B e P
Guerrilla Meaning amp
advertising
application
concept

Ambient Ambient advertising includes placing
marketing advertising in places (locations) one
would not normally choose for such
advertising,  using  unconventional

methods (execution). A common trend in
ambient advertising is to take an object

and present it in a large or smaller scale. Scotch .Brite sponge  -ambient
When we see something, it is either marketing

abn ormally large or small, so we cannot Source:P.Wongki  -La, scotch Brite
come and take a closer look (Luxton& Bangkok,2009.

Drummond, 2000).

7

Mini cooper - ambient marketing
Source: P. Kiss, Mini cooper provi ding

to be very spacious in
Zurich,Switzerland, 2012

McDonald*“s -ambient marketing

% O\
Source: M.Oostheizen,

McDonald’s: Pedestrian
Crossing,2010.

McDonalds - ambient marketing

Source: J. Schear, Lo Shamrock
Shake nelverde del Chicago
River,2011.
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i g w\\*

r Coca-Cola- ambjeng marketing

Sourcfe: S. Seven, coke roj out of
happiness - Guerrillg
marketing, 201 3.

3 : Sensation marketing is basically very PET i :
: tion : : A-Guerill
g Sensd similar to ambient marketing. The main| e

" - Y

marke(ing difference being that as a general rule
sensation marketing activities are one
time occurrences, and not repeatable. The
aim is to surprise and fascinate the
consumers and produce an “aha” or a Source:J Mackey, Human Meat
“wow” effect. The terms “Guerrilla| Packages from PETA 20104
sensation” and “ambient stunt” represent / :
unusual, spectacular special activities

| (Jiickel, 2007).

: PETA-Guerilla sensation
Source:J.Mackey, Human Meat
Packages from PETA,2010b.

|

| Ambush Ambush marketing is a marketing VISA-ambush marketing

Imarketing | technique featuring products and events | | gl %

“which are connect, but the sponsors don®t
cover the sponsorship expenses for such|
events (Sauer, 2002).

Source:http://2 1mktg.com/
Pringles -ambush marketing
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source:http://magicinads.empow(:m
etwork.com/

-
e Visa Ambugh
_— marketing

Barcelona “92

Sources: sportspromedia.com

Stella
Artois-
ambush
marketin
g

Source: D.Kaplan,Ambush
Marketing — Stella Artoris2011b.
Bavaria-a

T

Source: A.Boers, Another triumph

Jor  Fifas  chillingly rights
protection team,2010
viral The dissemination of the message can Viral Marketing
marketing take place offline by word of mouth

communication

and Kreuz, 2006; Langner, 2005).
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(mouth to  mouth
propaganda, buzz marketing) or online,
virtually “from mouse to mouse” (Forster

Source: N.Karakatsanis, .contrex-
Viral Marketing, Contrex
Contrexperience,ZOl 1

Viral Marketing

Source: N.Karakatsanis, .contrex-
Viral Marketing, Contrex
Contrexperience,2011.




- neept :
Ambient marketing

Table-2 Suggested Guerrilla

| Description for promotion
Wedding cake box design

nt marketing

Build Glass show case in Mannar town

nt marketing

Mannar DS office all branches door

design

Night lamp in hotel

\
al campaign

Pen holder made by Palmyra leaves

Palmyra boxes are sow in buses

o d (4 .\‘ '
advy S I S 8 - %8

applications
Yications

Y

—ee |

Bus hanging bar made by Palmyra

[ Ambient marketing

Using Hotel tea pot

| Ambient marketing

¢

Restaurant table decoration
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Build Statue in tourist spot

T\Wting
Ambient marketing | Build name board tourist spot
Ambient marketing Hotel night lamp and Clock
Ambient marketing | attractive cushion design at waiting
Hall
Ambient marketing innovative champion cup design

Ambient marketing

design for shoes

Ambient marketing beauty parlor mirror

Ambient marketing Build Statue like odiyal shape

Ambush Marketing build bench as Odiyal shape for
focusing consumer perception

Ambush Marketing

[

Paint cashew shape Pedestrian crossing

in Mannar to Thalaimannar road
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keting

..,Marketing

- Marketing

Student basket sponsorship for sports

meet

School logo Sponsorship

Penholder for Hotel Stationaries
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