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[bookmark: _Toc30182037]1. EXECUTIVE SUMMARY
This report aims at giving suggestions to Joe’s Ice Cream via the tool of guerrilla marketing. First, guerrilla marketing has been defined as a low cost and unconventional strategy especially suitable for small businesses to attract customers’ attention and make profits. Then, after analysing the strengths, weaknesses, opportunities and threats of Joe’s Ice Cream, it has been found that the company has space to broaden its market even only in Wales. Next, word-of-mouth (WOM), which is a key element of guerrilla marketing has been identified and analysed, followed by a series of specific methods of online guerrilla marketing. Finally, the potential impact of implementing guerrilla marketing has been measured, and some recommendations have been given to the organisation.







[bookmark: _Toc30182038]2. INTRODUCTION
[bookmark: _Toc30182039]2.1 DEFINITIONS OF MAJOR CONCEPTS
The contemporary issue this report wants to focus is guerrilla marketing. In fact, guerrilla marketing is a borrowed concept from guerrilla warfare, which took place in the Vietnamese war in the 1960s and the successful “guerrilla tactics” had affected the marketing industry in America (Onurlubaş, 2017). The term “guerrilla marketing” was first proposed in 1984 by Jay Conrad Levinson in his book “Guerrilla Marketing”, broadly meaning an unconventional way of marketing to get maximum results from minimum resources. There are numerous definitions about guerrilla marketing afterwards, such as “Guerrilla marketing is achieving conventional goals, such as profits and joy, with unconventional methods, such as investing energy instead of money” (Kaden, 2007); “Guerrilla marketing is a way to raise awareness of brand, products or services in the public with an unexpected way” (Lun and Yazdanifard, 2014). It can be concluded that “unconventional way” and “low costs” are two main features of guerrilla marketing.
Nowadays, guerrilla marketing has become more and more popular not only among small and medium-sized enterprises (SMEs) but also around large companies like McDonald’s, IKEA and Coca Cola. The main reason for the popularity is that the customers’ attention currently is very difficult to catch (e.g. skipping adverts on YouTube). However, if the contents of marketing are interesting, novel or can even evoke emotional resonance, which is what guerrilla marketing provides, customers are more likely to focus on these issues. Besides, due to the constantly changing and complex digital environment, guerrilla marketing, as a flexible approach both online and offline, could help companies cope with the emerging problems more smoothly. 
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[bookmark: Figure2_1][bookmark: _GoBack]Figure 2.1 A Creative Crosswalk from McDonalds (Kaval, 2019)
[bookmark: _Toc30182040]2.2 BACKGROUND TO THE ORGANISATION
The organisation I choose is Joe’s Ice Cream. It is a small family-run business specialising in ice cream. The company was set up by Joe Cascarini in 1922 first in the St. Helen’s Road in Swansea as an ice cream parlour, and with the market growing, the flavours developed from vanilla to a range of flavours, the wholesale began to be sold, and another four parlours (Mumbles, Llansamlet, Cardiff, Llanelli) were established (Joes Ice Cream, 2020).
Although the family run company is quite small, the brand of Joe’s Ice Cream is big (Chwarae Teg, 2019). “It is so popular that people travel from all over the UK and beyond to taste it” (Unreal Led., 2013). 
[bookmark: _Toc30182041]2.3 OBJECTIVES OF THE ORGANISATION
According to Facebook and Twitter data, it can be estimated that the customers of Joe’s Ice Cream are mainly local residents from all age groups. However, there is still large space in the increase of younger generations, for example, Generation Y and Z. Therefore, the next objectives of the organisation are proposed: promote sales in Wales to increase profits for the company.
[bookmark: _Toc30182042]3. MAIN BODY
[bookmark: _Toc30182043]3.1 TYPES OF GUERRILLA MARKETING
“Guerrilla marketing is an advertising strategy in which low-cost unconventional means (graffiti, sticker bombing, flash mobs) are utilised, often in a localized fashion or large network of individual cells, to convey or promote a product or an idea” (Digital Firefly Marketing, 2013). According to different tactics guerrilla marketing utilises, it can be divided into a number of segments. The most common types of guerrilla marketing are ambient marketing, experiential marketing, undercover marketing and viral marketing (Saucet and Cova, 2015).
Ambient marketing is about recreating venues with adverts or items that normally would not occur in the places (Nair, 2017). The Creative Crosswalk from McDonalds in Figure 2.1 is a perfect example of ambient marketing. 
Experiential marketing is a concept to immerse consumers in live experiences and to create a memorable impact on them, which customers are willing to share with their friends both online and offline (Torres, 2019).
Undercover marketing, also known as stealth marketing, is a strategy to introduce a product to customers in a way that customers do not realise the advertising essence (Marketing Schools, 2012).
The last one, viral marketing, “uses different social networking sites and popular games and videos to create recognition for the brand and the product” (Nair, 2017). The point is that the contents are just like viruses that can be spread quickly and extensively without force of the company.
One thing to be noticed is that, with the advent of internet and social media, online guerrilla marketing has got more and more popular, especially in Generation Y (born from 1980s to the middle of 1990s) and Generation Z (born from the middle of 1990s till now). It is usually the combination of several tactics mentioned above, which often achieves great results.
[bookmark: _Toc30182044]3.2 IMPLEMENTATION FOR THE ORGANISATION
To know how to implement guerrilla marketing for Joe’s Ice Cream, an overall understanding of the organisation should be considered. Here, a SWOT analysis is done first.
Strength: 
A core strength of Joe’s Ice Cream is the unique and mysterious ingredients to make delicious ice cream. Nearly 90% of customers have said it is the best ice cream ever from Facebook and Twitter reviews. Another strength is that, with around 100 years history, Joe’s Ice Cream has accumulated a large number of devoted fans.
Weakness: 
Apparently, the first weakness is that the company is quite small, thus having fewer budgets and parlours compared with bigger ones. Besides, the company has not done much in marketing. A customer has recently commented on Facebook that they should get a card or something which they can get bonus points on and maybe a free ice cream could be provided on their birthday (Joes Ice Cream, 2020). In fact, this is a common marketing tool that other companies like H&B, Tesco and Boots use.
Opportunity:
To some extent, the weaknesses are the opportunities for Joe’s Ice Cream. "We do choose to only sell our ice cream into the Welsh market and remain artisan with a strong emphasis on quality," said Lucy, the marketing manager in Joe’s Ice Cream (Clements, 2018). However, there is market space even only in Wales, especially in Generation Y and Z. By utilising guerrilla marketing well, the company can gain more market share from minimum costs.
Threat:
The threats mainly come from two sides: one is competitors in ice cream industry in Wales; the other is increasing commercial rents which add burden on small businesses (Maxwell, 2020). Locally, there are other ice cream parlours or restaurants selling ice cream around Joe’s Ice Cream parlours. For instance, in Mumbles there are Forte’s Ice Cream and Italian restaurants like Verdi’s which have chances to steal markets from Joe’s Ice Cream. Nationwide, in every supermarket there are numerous kinds of ice cream other than Joe’s Ice Cream, such as Häagen-Dazs, Ben & Jerry’s and Wall’s, which are all very popular among consumers.
Therefore, it is time to use guerrilla marketing to maintain and enlarge the markets of Joe’s Ice Cream.
Before start we should know what works well in guerrilla marketing. Among numerous guerrilla marketing tactics, word-of -mouth (WOM) plays an exceptionally pivotal role.
WOM has proven to be more persuasive than advertising and the consumer’s own attitude and even claimed to be one of the most effective ways to attract and keep customers with higher credibility and fewer commercial contents (Tam and Mai, 2016). Kumar et al (2007) said “In these interconnected days, how your customers feel about you and what they are prepared to tell others about you can influence your revenues and profits just as much.” Therefore, customer’s referral value (CRV) needs to be included in the measurement of a customer’s full value.
In the research conducted by Tam and Mai (2016), they found four factors mostly affecting WOM. The most significant one is creativity, the combination of novelty and relevance, which has the strongest direct and indirect effect on WOM attention. The second one is surprise. As the main feature of guerrilla marketing, it also has a strong direct effect on WOM attention. Then comes the mediation role which is message credibility. Last but not least, the clarity also plays an indirect role in WOM attention.
In addition, Guerrilla Marketing (2020) also points out that it is crucial to show love and value to customers since it can increase the chance of customer referral.
To synthesise the above methods, what Joe’s Ice Cream is going to do is to use online guerrilla marketing combined with different guerrilla tactics which can motivate WOM.
Here are some specific ways to do online guerrilla marketing (Byron,2017). 
1) Viral videos
This approach can be used in the present column – Weddings and Events in Joe’s Ice Cream website. Currently, there are no videos there, just some pictures and reviews. Since weddings and events are live experiences and have stories to tell, why not produce a series of loving and interesting videos which can go viral? If the videos are done well, the company can put them on YouTube as well, which is sure to be spread quickly and win the company exposure and satisfaction.
2) Blogging
For Joe’s Ice Cream, this involves the creative designs and contents of the website.
3) Trending images
People tend to get more attention from images than words. Make sure to produce some fun and attractive images, no matter from real scenario or using PS.
4) Social media
Social media is one of the most widely used communication tools online, especially among young generations. Although Joe’s Ice Cream has already got an account on Facebook, Instagram and Twitter, it is not enough to just put the opening times or any regular information on them. Viral videos, trending images or just a novel design of the cover needs to be considered. 
[bookmark: _Toc30182045]3.3 POTENTIAL IMPACT
There are plenty of advantages using guerrilla marketing. The first benefit is the low budget. Unlike traditional marketing, which needs to cost a lot of money on TV or billboards, guerrilla marketing is cost effective. It is especially suitable for small businesses like Joe’s Ice Cream. Besides, it has the opportunity to go viral. With the access to internet, the creative and surprising campaigns can be spread quickly. Next is the memorable effect. “Guerrilla marketing campaigns are memorable and unconventional by nature and show the ability to leave a lasting impression on consumers” (CFI, 2019). This could increase the chance for potential customers to purchase Joe’s Ice Cream. Last but not least, research has proved that “guerrilla marketing in social media has a positive effect on both functional and symbolic brand image” (Gökerik et al., 2018). 
However, the disadvantages of guerrilla marketing cannot be neglected. Firstly, there is a high possibility for target consumers to misunderstand the information. Besides, it is likely to be on the wrong side of the law “especially when it comes to graffiti and stickers on city streets” (Adinton, 2015). Thus, Joe’s Ice Cream must take into account these risks and be prepared before implementing guerrilla marketing.
A typical successful example for small business using guerrilla marketing is “The Blair Witch Project” (Lum, 2018). The 1999 movie was produced by a group of students with few budgets of just $50,000. In order to raise money, the students went creative to “present the film as real ‘found footage’” and to “fabricate an urban legend centred around ‘The Blair Witch’ online”. Eventually, the website had generated buzz and raised gross $250 million worldwide.


[bookmark: _Toc30182046]4. CONCLUSION
In conclusion, the report introduces guerrilla marketing from its definitions, types and key elements, as a marketing tool to solve Joe’s Ice Cream problems to achieve its goals.
[bookmark: _Toc30182047]4.1 RECOMMENDATIONS
1) Always do research before implementing a strategy. It should include aspects of consumers, the organisation itself and the market environment.
2) WOM is a key point for doing guerrilla marketing, so “to increase WOM intention” should be a goal in the process of implementation.
3)Make full use of the internet in every procedure of the strategy.
4) Be prepared for the potential risks from guerrilla marketing.
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