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8 GDQDAaQMHOWWHMWMRRIXiIH QH SULPLMHWLWL REOLNH
oblici pojavili su se 70LK JRGLQD SUR&AORX W REROMHIMHX SBBRALULR
svijetu. Kako seéehnologija ubrzano razvijasve postaje digitalno, tako se razvija i gerilski
QDpLU@QIRADYDQMD =D UD]J]OLNX RG WUDGLFLRQDOQRJ NRMI
PDUNHWLQJ VYRMH LGHMH UD]YLMD Xd jePddiika RAuGQrhalE X G & H W
SRGX]HUD SULKYDWLOD ]JERJ RJUDQLPHQLK Q HAEWR LAKN R XiGH 1
zauvijek koristiti. Kroz godine, razvile su se mnoge karakteristike i odlike gerilskog
PDUNHWLQJD NRMH GH VH SREOLAH REMDVQLWL QDGDOMH
JHULOVNRJ PDUNHWLQJD OMXGLP Disl sissretaliXg idvih BikahR MLV H
marketinga. . UHDWLYQRVW QHNRQYHQFLRQDOQRVW EMQWRYQR
QDMEOLALK SR M P RovéxatRykritskivhHnaPkietihgom.

.OMXpQH ULMHpPL JHULOVNL PDUNHWLQJNWNRD YHOQMLR BBC

SUMMARY

In today's world, it is simply impossible ntii notice the forms of guerillmmarketing. The

first forms appeared in the 1970s in the United States from where it spread all over the world.
As technology develops and everythisgdigitally digitized, a guerillavay of advertising is
developed. Unlike the traditiona@harketingwho needs a large budget, guerill@arketing
develops their ideas with minimal budgets or free of charge. This is the quality thlht sm
businesses haveeepted because bimited and low budgets, but they have made something
that will be used forever. Throughout tlyear, many featuresf guerrilla marketing have
evolved, which will ke further explained in the seminar work. The aim of this work is t@brin

the guerillamarketing concept closer to people and businesses that have not encountered this
type of marketing. Creativity, unconventionality, rebellion, innovation and imagination are

some of the closest termg can associate with gueriliaarketing.

Key words: guerilla marketing, unconventionality, traditional marketing, low budget



S$'5a%-

B B A (7 Bt tan—— ittt tt et taaaaaaeeeann 4
SUMM A R et e e ae——— e e e e et e et ———— it aranaarraa e 4.
2. POVIJEST GUERILLA MARKETINGA .....coi ittt ieenieeee et e e meennees 5
3. GUERILLA MARKETING ....uutiiiieiiiiiiiiiee e e s simemsiiieeee e e s ssinseeeeessmmme s ssnnneeneeesssnnnsneees s
3.1. Karkteristike gerilskog marketinga............cceeeeeeviiiieeeiiii e 8
4. 2%/,&, *(5,/6.2% 2*/F8P 9P LB e 10
4.1, AmbBIent Marketing........coovviiiiiiiiiie e e e e e e e e e anes 10
4.2, AMDBUSNh MArKetiNg.......cooiiiiiieiiii e e e e e e e e e e enes 11
4.3. Trojanski MarketiNg.........ccoiiiiiiiiiiiiiimme e smr e e e e e e e e e e e anan 12
4.4, Sensation MaArketiNG.........cceeiiiiiee e ieeeics e e e eene e e e e e e e e e e 12
4.5, Walt MarketiNg.....ccooiee i i e eeee e 13
46. 'LYOMD RJIQDADY.DQMD...cooi e 14
4.7, VIruSNi MArKEUNG.....ooeiiiiiieiiii e e e e e e eeenees 15
4.8. Presence Markeling....... ... e eeiiiiiiiii ettt rmmme e 16
T T C 11V A1 | PP TRPTPPP 16
4.10.  FIaShMOD........o e 18
5. TRADICIONALNI VS. GUERILLA MARKETING. .....ccciiiiiiieeeie e, 20
6. PRIMJER GERILSKE KAMPANJEXHOPA CUPA BY HEINEKEN....................... 22
6.1, O KAMPAN]L...ci ittt eee bbbttt e e e e e e e e e e e emr e e e e e e e eas 22
6.2.  GerilSKi INSTIUMENTL ......eiiiiiiiiiiies et e e e e e e e e e emees s e s e e e e e e e e eeeeeeeeeeeenenns 22
A T - VP 25
I I 26



1. UVOD

'DQDV MH PDUNHWLQJ SRVWDR QHL]RWAWIaKkGheviidLse VYDNI
V X'V kdisidrojnim reklamama, od letaka u tramveBU O DNDWD SROLMHSOMHQLK C
korakuSD VYH GR QHNDG QHSR aH &»edgoKorind® pojhi rgaiketir@aV/ H U Q H'
QH VPLMHPR JD PLMHADWL V SURGDMRP ,DNR VX RYD GYLC
]ODpHAMMHUNHWLQJ MH XPLMHUH NRMLP OMXGIHOQ DGR TG RAE
DNWXDOQL QDpLQ UD BRIaré © RIDQRND QONERiISYNM2D0BIME). Stoga,

PDUNHWLQJ MH VORAHQL SURFHV NRML VDGUAL PQRAWYR \
SURFHV GR NRMHJD VH QH GROD]L SUHNR QRUOL *ODYQL |
pronalazak novih kupeD WH XGRYROMDYDQMH QMLKRYLP aHOMDPD L

Gerilski marketing (eng. Guerilla marketing) NRML MH X GDQD&aQMH YULMF
popularan,UHODWLYQR MH PODGD SRGYUVWD WUDGLFLRQDOQR.
besplatna, a glavid ] Q Deps MjNkreativnostinovativnost, fleksibilnost teQHRJIJUDQLpPpHQRYV
.RULVWHUL VH QHNRQYHQFLRQDOQLP PHWRGDPD LPD SULYV
PHGLMVNLP NDQDOLPD PHYyX NRMLPD VX GUDXM®R]H@AV LPMUHH :
GerilskimarkHWLQJ PR&4H VH RSLVDWL NDR MHGQD YUVWD XPMH!'
VOLNH L IRWRJUDILMH SO HNaRedehOekjriehti mdguXse Moristitvikad.- p Q R
FMHOLQD DOL PRJX VH NRULVWLWL L SRMHGLQ®DPQR RY|
RJODabDYDQMD UDGL

Uovom iH VH U D GoXjaSrRipaviiedni razvoj pojmova gerile i gerilskog marketinga te

VYH QMHJRYH NDUDNWHULVWLNH 1DGDOMH NUR] UDG SUR.
X] YHUO YLYHQH SULPMHUH D] MYNDRIQ GARHINQ ROXSMRWRW H XV S
PDUNHWLQJ V WUDGLFLRQDOQLP QDpLQLPD RepukdzatwWLQJID L
sve pozitivne, ali i negativne strane gerilskog marketitegah primijeniti na dobrom i

pamtljivom primjeru iz prakse.



2. POVIJEST GUERILLA MARKETINGA

Pojam gerilskog marketinga nastao je za vrijeme Ernesta Che Guevare, najpoznatijeg
UHYROXFLRQDUD VWROMHUD 2Q MH X VYRMLP ERUEDPD
1960. godine objasnio u knjizi pod nazivom*XHULOOB3*DHUDROVNL QDpLQ UDV
8] &KH *XHYDUX L )LGHOD &DVWUD NLQHWNbgUHYROXFLRQ
Minh WDNRYHU VX VH NRULVW L&evniJdij geriBkeNdktike edphd W HJILMRF
zasjede kako bi se ostvariijevi u koje trebamoXORALWL VYH PRJXUH VSRVREQF
XGDU QD PMHVWR QD NRMHPX VH QDSDG QDMPDNQ,MeK RpHNX
deset godina kasnije, u SAIQ Jay Conrad Levison prvi je upotrijebio naz@uerilla

marketingu svojoj istoimenoj knjizi. Danas ga se smatra ocem gerilskog marketinga.

Prije gerilskog marketinga, reklame i oglasi su se uglavhom sastojpfigholva i za njih se

izdvajala velika svota novca, nisu imale funkciju zabavljanja, nego im je cilj bi@ MkX p L
REUDIRYDQMH PRIXYUKLMNMBEFUYRJ VYMHWVNRJ UDWD JOD®
suplakatiNRML MH RPRJXUbréhDaRslKiDgrdzvadad HJ to vrijeme plakat je bio
PHGLM NRML MH SR]JLYDR JUDyYDQVWFKFROMM E X GHDWH. |Q D BIQRWK
YRYDDNRQ 3UYRJ VYMHWVNRJ UDWD UDGLR SRVWDMH MHGL

pojave televizije.

6 SRMDYRP WHOHYL]LMH MDYOMDMX VH UHNODPH NRMH VX
UHUOL GD V Xe WKtheddostpjndAANjena spomenutim plakatima jer su usmjerene na
PRYMHND L QMHJRYH SRWUHEH EH]6%H®HpBDRR Y RGXN O MXpa
WHOHYLJLMVNRP RJODAaDVYBIQKRR RO BSRPER FRPODD]RYDQM|
prehrambenproizvodi te zdravlje.8 WR YULMHPH SURL]YRYyDpL UHNODPD
moraju obrazovati, a neke od tih reklama bile su apsurdne i porgleathe. Kao primjer
navedena je kampanf@ PHULPpNRJ SURL]YRYyDpD FLJDIgbdima 20 FN\ 6 W
VWROMHUD



Slika 1: Kampanja Lucky Strikea

Izvor: (https://www.urbanghostsmedia.com/2015/02/ré#its-10-unhealthy
vintageadvertisingcampaigns/6/)

1D VOLFL MH SULND]DQR NDNR NDPSDQMD /XFN\z&6WULNHI
PUADYOMBRIDKLPD VX SRNXADYDOL SULGRELWDGURWWQFY
XND]XMXuL QD WR GD VX FLIDUHWH GREUH ]D JGUDYOMH \
ORAHPR SULPLMHWLWL GD MH GDQDV VLWXDFLMD REUQXWL
SRWSXQRVWL |]DEUDQMHQR BE&Rztir&¥RND]DQR OR&HJ XWMHFDNM

2JODAaADYDpPpNH WH kiR gddida WdstBjiv EaBtarjele. Godii®84. Jay Conrad

Levinson objavom svoje knjigegA*XHULOOD P WdbH W LaBjasnio koncept
minimalnih ulaganja za postizanje velikih rezultatge mogao ni zamislitGD UH JRWRYR FLI
svijet prihvatiti njegove nove meeH L UD]J]PLAOMDQMD R PDUNHWLQJX

uvedena u novu revoluciju u marketingu koja predstavlja dva pojma, a to su:

1. ODUNHWLQJ QH PRUD ELWL VNXS GD EL ELR XVSMH3Z
2. 3URGDMD MH @>sM@bNaL SRVDR

7DGDAQMD QRYD JHULOVND VWUDWHJILMD SRPRJGID MH PD
godina u SABX 7YUWNH VX SRPRiUX LQRYDWLYQRJ QDpLQD S
SRVORYDQMH X SRJLWLYQRP VPMHUX WH GRELOH PRJX
NRUSRUDFLMDPD 8] SRGX]JHUD JHULOVNL PDUNHWLQJ SF
ND]DOLAQLP VNXSLQDPD NDGD QLVX LPDOL ILQDQFLMVNH
GHULOVNL PDUNHWLQJ VY idolovicam 9@HRgedina Rad Bol¥zZDdo@aR QW D

L &LUHQMD ,QWHUQHWD



3. GUERILLA MARKETING

S5LMHp ApbHrijgtlamOzR O D panjalgkdy jezikaduerra rat; guerilla-mali rat). Potjep H

L] YUHPHQD NDGD VX ASDQMROFL) YRGEX]IL LD SWDRWDLYY QIS
nazivali smo paitanskim. Danas, zpojam gerilskog marketing@eng. Guerilla marketing)

postoji mnogo definicija. Aema Levinsonu (2008) gerilski marketing pojednostavljuje
VORAHQH SRMPRYH L REMDAQMDYD NDNR VH SRGX]HWQLF
stjecanjamaksimalne dobi na temeljuminimalnih ulaganja. Stoga,eglski je marketing

pogodarza manjaSR G X{IHILD SRGX]J]HUD NRMD VX WHN X SRpHWQRM Il
QH UDVSRODA&X YHOLNLP EXGiaksiv&RP R QNHWR PR BIXXaD/NRD/ LY Q |
PDQMH XORAHQYBUHK®RYAHDOLNRIJ EXGAHWD JHULOVNL PDUNF
XORAHQH HQHUJLMH L PD&aWH

Osim naziva gerilski marketing, dan&&H MR& NRULVWH L VOMHGHUOL QD]LY

Ispod radara marketingng. Under the radar)
Osnovni marketingeng. Grassroots)
Otpadni marketingeng. Renegarde)

9

9

9

9 Tajni marketingleng. Undercover)

9 Senzacionalni marketin@ng. Sensation)

9 Avangardni marketingeng. Vanguard)

9 ODUNHWLQJ NXOW X (@R Cul®re ljahargh QMR a4 SR]QDWR

imenom Guerilla @mmunication

$XWRU .UDMpHN HILDENLNPORNAWLQJ SRVMHGXM
nekoQYHQFLRQDOQH WDNWLNH NRMLP VH SRVWLAX ]DGDQL
GUXJDpLMLP RGQRVQR DOWHUQDWLY QL KoQnpdijipRieUD]PLAaC
VYHJD NUHDWLYQRVWL L LQRYDWLYQRVWL XPMHWQRVWL
marketing pL YODpPL SRWU R elcl | DGUADWQLLK L SURPLMHQLWL G
pretpostavke o marketingpuMHVWD JHULOVNRJ RLEO®E DLY BOQQHVRIE LY X DQ
UH]XOWLUDMX IDNWRURPVURGQERPDYHQ@KBD SR H&ERMDOQL
SURPRWLYQX SRUXNX QD QHRPHNLYDQRP PMimhd potkebltELOD R
SULpDWL R WRPH aWR GRYRGL QRYH NXSFH

Dva aspekta gerilskog nia@tinga su da jednostavnim sredstvima ostvarite veliki utjecaj te da

imate hrabrosti biti nekonvencionaln#&onzumenti ne prepoznaju gerilski marketing kao

7



WLSLPpQX UANDRPN WOHT/OPQMHEFUX PDUNHWLQJ NRML XNOM:
WHOHYL]JLMH UDGLMD NLQD SODNDWD ]ERJABRIPZ AWIRHR
OLPHMHUDPD %7/ LOL PMHUDPD N&R&dAsHjiNkanddkX b kubtXifeR VR E Q L
(,VWU2413.P H

Stoga, gerilski marketing razlikuje se od tradicionalnog jer je usko povezan i orijentiran
SUHPD OMXGVNLP HPRFLMDPD RGQRVQR NDNR X RGUHVHQ
RJODV L 4WR JD SRWLpPpH QD NXSQMX LOL NRQIXBMHEQMH |
JHULOVNH PDUNHWLQANH NDPSDQMH VX SURYRNBWLYQH ]
RNROLQL L]DJLYDMX LIQHQDYHQMH X QHRPHNLYDQLP VLWXL
EL VH QD XSHpDWOMLY QDpLQ VWYRUWIHR SIDRQPDOMHQRNK
komunikacijskog kanala s potencijalnim korisnikom, a zahtijeva da se pravila poslovanja
SURPMHQH SUHNUAH pBsfekRrevQIEciaDiEaBLaX WH QD

(2013)prema kojima je gerilski marketing poput ljubaxiiDWHuUL 0H YDV X WUHQXW
VH QDMPDQMH QDGDWH WH QHUHWH PRUL SUHVWDWL UD]PL

SRVWRML PQRJR REOLND JHULOVNRJ QDpPpLQD RJODADYDQN

Instrumenti gerilskog marketinga dijele se na:

9 .ODVLpPpQL JHUL offiIn¢) PDUNHWLQJ
9 Ontline i mobilni gerilski marketing
9 6WUDWHANL JHULOVNL PDUNHWLQJ

3.1.Karakteristike gerilskog marketinga

Gerilski marketing razvio sebogY generacie pLMH MH RELOMHAMH VYDNRGQ
QD VYH PRJXUH QDpLQH 1MLPD MH VYDND NRQYHQFLRQDC
SRWDNQXOD REUDPEHQL ViXvd¥ iliaitlRgeBiaka REb mgral h&iJdaS U

JHQHUDFLMD < LPD WDNR]YDQL AGRNDA&L LP GD MH WR WD
SULKYDUDQMX UHNODPD A=QDpL OL WR GD ELVWH WUHED
moralno neispravno doslowt SULOLpQR QHREUDQMLYR &aWR ]J]QDpL GD



UDJ]RWNULWL , pbDN DNR L QLVWHSPRWLW LiAWR 8 WR/[HH WH. N&OLL
VH |DQLPDMX ]D YDa&aX WYUWNX L VOX&Dn\WkakvienMsteGel NDNR
predstavii® /HYPR@AHS). 7T/ DNRyYyHU GD EL PDUNHWLQ&ND NDPSDQMD
utjecaj na velik broj ljudi+taWR MH YHUOL HIHNW LJQHQDYHQMD YLaH O
SRVWDMX PDQML 6WRJD JHULOVNL PDUNHMDNQQU X]KQ®IQ ByXIQ
HIHNW UDVSURVWUDQMH Q RSvamii elemidrtepiediva RasMihimikki ®ilU RaAN R'Y
Y H U Lj@or® neki manjim, prisutni svakom obliku gerilskog marketinga.

(IHNW L]QHQDYyHQMD

,JOHQDYHQMH SRWHQFLMDO QL K WBNRMNLREINP QIHRRPXNNR Y DIDR
JHULOVNRJ PDUNHWLQJDR .V NYWR S\RHU XYNHHI MM eaREHUX M X H P |
NRMRP VH X NRQDpPQLFL NXSFL YRGH SUL NXSQML RGUHVHQ
SRVWLAH VH SUYHQVWY HifQ RporksrRaR UaRsRrdniré R MM i
QHRPHNLYDQLP PMHVWLPD

Efekt rasprostranjenosti

.DGD a4WR YLaAH OMXGL YLGL RGUHYHQX SRUXNX EH] SRYHI
PDUNHWLQJX 3RMDYRP ,QWHUQHWD RGQRVQjRrdddéjeWUHP QL
postao gotovo besplatan i lak.

1LVNL WURANRYL

SDQLMH QDYHGHQ HIHNW UDVSURVWUDQMHQRVWL SREXYyXM
QHNH NDPSDQMH |DKWLMHYDMX YHUD QRYpDQD XODJDQMD
aALUH Pd.VH OMX



4.0%/,&, *(5,/6.2* 2*/$4$9$1-%

6YDNL pRYMHN NRML VH EDYL PDUNHWLQJRP XSR]QDW MH \
]JDWR d8WR VX YHU QDXpLOL NDNR AXiUL3 X SVLKX NRULVQLNLEL
GRUL GR ShRGdjnE XSLQD GUXJDpLMH UHDJLUD L GRALY
R J O D & DZvdy QoD S R V W R Wi i8blldiygaidkpg marketinga2 JODADYDQMH RGUH
WYUWNH PRUD VH SULODJRGLWL SURL]JYRGX LOL XVOX]L L C
proizvod. Danas postoji mnogo oblika gerilskog marketinga, a kao najpoznatiji oblici koje
tvrtkeu zadnje vrlemeQDMYLAH NRULVWH VX

4.1. Ambient marketing

8 RYRP REOLNX RJODaDYDQMD QDJODVDN VH QH VWDYOMD
indirektno stvotti prepoznatljivostbrenda Tvrtke koristeambientmarketing na stvarima s
NRMLPD VH OMXGL VYDNRGQ HyYige, antobushnd gtinicé] ARondobiliR VX (
SRNUHWQH VWHSHQLFH YUDWD WadpdaatifhppvimjkraroMeQe® DUD L \
RJODabybQMD QDSUDYLOD MH WYUWND 1HVWOH XNUDAaDYI
Kat.

Slika 2: Primjer ambient marketinga tvrtke Nestle

Izvor:(http://www.creativeguerrillamarketing.com/guerrilli
marketing/theB0-bestguerillamarketingideasive-ever

seen) 10



4.2. Ambush marketing

Ambush (eng. zasjegdd DUNHWLQJ QD]JLMDWVNLMRRAUINAWDQD3 LOL APL
SRMDVD? | JUBRHPR BRWYWRDWL VD wieR®Q KBriste \kadeR femaju
OHJDOL]JLUDQD SUDYD NRPXQLNDFLMH V SXEOLNRP DOL W
ambusk MH GD RGUHYHQD WYUWND GRELMH PHGLMVNR SRNULI
GRJD yDaniushPDUNHWLQJX QDMY brérdowdo¥dTala/iWepsl, ali RrGzH
SRYLMHVW QDMY Hislaziad) RaV rashithL §prtdlihD natjecanjima. Jedan od
najpoznatijin primjera ovog oblika marketinga dogodio se 1992. kada je Nike sponzorirao
NRQIHUHQFLMX ]D QRYLQDUH DPHULpPpNH NR&DUNDANH UHSU
primao zlatnu medalju, Michael Jordan sakrio logo pokrovitelja Reeboka.

Slika 3: Rivalstvo CocaCole i Pepsija

Izvor: ( https://www.pinterest.com/pin/436638126354280402/)

1D RYRP SULPMHUX PRaHP&RYIH: MHS\RIGRNRMDNI&GRWBML QDWS
RJODVX 3HSVLMD NRML MH SRVWDYOMHQ RGPDK LVSRG SL@é

11



4.3. Trojanski mark eting

7URMDQVNL PDUNHWLQJ VH X OLWHUDWXUL SUYL SXW VS
PDUNHWLQJ NRMHJ SRYH]XMHPR VD VUHURP L L]QHQDVHQM|
PDOR WUR&GNRYD RPRJXUDYD A8HOMHQH UH]XONKBWGOL ZHBRL
SUHGVWDYLWL X WUHQXWNX NDGD MH RQD VUHWQD LOL L
proizvod ili uslugu povezivald QDYHGHQLP RVMHUDMLPD 2VLP WLK RVN
WDNRYHU XND]XMH QD YDAQRVW &bl skipidd) oRNSXS OMDLRMD R C
PMHVWD JGMH LPD SRWHQFLMDOQLK NXSDFD NRML iH WD
EXGXUQRVWL

4.4. Sensation marketing

SensationPDUNHWL Q amientBD QNMIM LQJX VDPR aWR skhdatioD ] OLND
marketingQLMH SRQRYOMLY &RN L |IDVs$ehsatiood®MQUNH® MIED HBEHIDY
SRVWAIZIRZEOL ADKD3 WU H Qataxtéristike AMEBUQRDPRLPp QRY YR VQ\HRE

VSHNW D N X O haséyRijetWia mjestrh gdje ima puno ljukiao na primjeglavni trg,

JODYQD XOLFD &aRSLQJ FHQWDU EU]JH FHVWH

Slika 4: Adidasov primjer sensation marketinga

Izvor: (http://theinspirationroom.com/daily/2006/adidas/er-kahn

brid
ridge) 12



1D SULPMHUX PRAHPR YdklauHA Lsvj@skd GdydhiemX prvenstvo u
IMHPDpNRM 1D UHNODPL MH MHGDQ RG QDMSR]QDWLML
Khan koji je ujedno ambasador Adidasa i jedan od najprepoznatljivijanidca ikada.

Ovakav QDpLQ RJIJOD&ADY D qziibe kdadRdM B RGRIPID8L K DO Litela VWUDQ I

Svjetskog nogometnog prvenstva.

4.5. Wait marketing

Wait PDUNHWLQJ RGQRVQR PDUNHWLQJ pHNDQMD SULVXWDAC
DXWREXVQRM L aHOMH]QLPNRM VWDQLFL X &NROL QD IDNX

9 Online- QSU AGRVDGQL3 RJODV ]D YULM EbRdpisg, RiM& HWD QM

pjesama na Yolubeu.

9 Offline GRJDYD VH QD SULPMHU QD DXWREXVQRM VWDQLF]

Slika 5: Primjer offline wait marketinga

Izvor: (http://www.creativeguerrillamarketing.com/guerrili@arketing/the80-
bestguerillamarketingideasive-everseen)

13



Na primjeru sa slike vidljiv javait marketing+ GRN aHQD pHND QD NOXSL HNUD
VWDQLFH SRND]XMH QMH]LOK AXNEH @1 B Y QX WVWHHEPLHD % H X DROHM D
SRND]XMH PRJXUL ]J]GUDYVWYHQL YSYDRROHBL BEHWR. ORVWQ
kombinacijaonline i offfine PDUNHWLQJD WUHED ELWL SULVXWQD X P
MHGQD VNXSLQD SRWURA&ADpPD POGE d6kR|S XiOda Fkpin® Y LAE&H
SRWURADpPD S Xi@QRD PDND MR S U Evilinke (dtatijSpdpuianija).Q D

46. 'LYOMD RJOD&aDYDQMD

DivOMD RJQ ddiDpMikaiiMvidldpostingQDMVWDULML VX REOLN JHULOVN
MH QHNLPD WDM REOLN RJODaADYDQMD VWRURWPRIG D/ WVREV
SODNDWL SRVWHUL NRML VX FLMBOQRWPY D UGRS R WWW BSID Q@
mjesta. Wildposting PRaH ELWL GLR PDUNHWLQ&ANH NDPSDQMH LOL
30ODNDWH QDMpH&UH QDOD]L P RjeQeDnaXedhdrDrijéstu Qalplida GRY LP D
YHOLND N RReiape fihidveiMdnéeratee modaglavna su tematika plakata.

Slika6 3ULPMHU GLYOMHJ RJOD

Izvor: ( http://swingmediaoutdoor.com/project/outdemtvertising
wild-posting/)
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4.7. Virusni marketing

Sinonimi za virusni marketing sural R J O D & DoMA2r@akkéting,word-of-mouthte word-
of-mousemarketing. Ovaj oblik marketinga ne zahtjeva mnogo resursa te ima potencijal
nezaustavljivost, 9LUXVQL PDUNHWIRJGMUNNXBDEGSWIRSRUXpPL QHNL
uslugu svojim prijateljimaili SR]QDQLFLPD NRML #HDWR \AHUMWA IG BN
PDUNHWLQJ ARG XVWD GR XVWD3 :20 PDUNHWLQJ 3RMDP
LQIRUPDFLMD R SURL]XRSRUNHRGMMIL PRAKPPRLQRP aLUHQMD Y
9LUXVQL PDUNHWLQJ PRAHPR RNDUDNWHUL]JLU®Y\H. WIER XDl
LVWUDALYDQMD SRND]J]XMX NDNR YL3d3H RG SRORYLFH SRW
SULGRQRVL PMWIOMMWD MOH BRJIYMODVWLWRP LOL RIJODaADYDQM>
odnosno preporuke, oduvijek je postojao, ali razvojem tehnologije i Interneta dobio je na

brzini te je danas gotovo nezaustavljiv.

Slika 7: Strategija virusnog marketinga

Izvor: (http://www.onskyglobal.com/viraiarketing.php)
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4.8. Presence marketing

Presence (eng. prisutnos DUNHWLQJ ]DSUD YRbidnthakéi@QiR @l@vhdp D Q
NDUDNWHULVWLMRDOPR%RY D@DV QNDH Cilj Bpte¥éhce BarkelingaVijp Q
SUHWYRULWL LPH WYUWNH X QHAWR VH ISRIR SJYHR&SR [ QD VWO K X
svugdie +t RG ILOPRYD IHVWLYDOD GXubDQD FatébodkdHiUdLMD MD?
BULVXWQRAaAUX VYXIJGMH QD VYLP PMHYV idstipovi¢rdhlaDUD VH N

Slika 8: Primjer presence marketinga

Izvor: (http://dranitmarketingmusings.blogspot.com/2011/04/innovativethodsof-
marketing.htm)

4.9. Giveaway

Giveawayoblik gerilskog ogDaAaDYDQGMODDEQMH MH YULMH R QDMWY B QWX ¢
PUH3DPPODMYLEH QM i)bskagrfBERUIRNYRUQR RYDM REOLN RJODAD
Japana gdje je metodagiveawaw razvijena na primjerudijeljenja besplatnin maramica
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ljudima na kojima se nalazlaHNODPD 2JGRIPIRUXQOGIHW D M,DstoQd 88H XV S M
XpLQNRYLWLMH SRND]J]DOR VWDYLWL UHNODPX QD SDNHW P

GRN LK Q HSt®R \WiddRgiteawap ED]LUD VH QD GLMHOMHQMX JUDW
proizvoda ili XVOXJH 6 REJLURP GD QLWNR QH RGELMD EHVSOD

VNXSLQH RYR MH QDMEROML QDpLQ GD VH GRNDAaH NYDOL
primjer ove metode S LMHOMHQMH XSDOMDpPD L NXWLMD &LELFD

Slika 9: Primjer giveawaya

Izvor: (https://www.instagram.com/elladvornik/)

1D SULPMHUX VD VOLNH PiRfla¢hceviceé Bleé ®ubihiveLnaRrekrion D

Instagram profilu. Influenceri svakodnevno korigigeawaymetodu kako bi promovirali
RGUHyeH@QLDGD SR]QDWD L XWMHFDMQD RVRED NRMD MH YHI
NXSDFD REMDYL L $@ndSKRHXDPLVRHGYMHHRMDWQRVW GD UH O

NDNR EL RVYRMLOL R GlugyiHkpLsuSzddoud)jii RjBneLiQikljeXnastaviti
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NRULVWLWL SURL]J]YRG WH SUHSRUXpLWL S8itchwaippvek@® MLPD
GUXaAWYHQLK PUHAD GDQDV YUOR XWMHFDMQLK LQIOXHQFH

4.10. Flashmob

Flashmob VH PR&H GHILQLUDWL NDR RUJDQL]JLUDQD WRPND R
QHRELpQL SHUIRUPDQV X UHODWLYQR NUDWNRP YUHPHQX
Organizira se putem SM& ePDLOD GUXAaW Y HRatekodRIHDANDp HG8D XSRUDI
flashmobge za reklame koje organiziraju agencije ili tvrtkdavni cilj flashmobge SULY X UL
AWR YLAH OMXGL L QMLKRYX SDaQMX WH LK JDLQWHUHVLUL
1DMpHAUH VHAAZRBIERWWILGL HIHNW LIQHQDYHQMD

Slika 10: Primjer flashmoba tvrtke TMobile

Izvor: (https://www.mirror.co.uk/news/weirdews/tmobile-flash-mob-hits-
heathrow256862)

8] QDYHGHQH SRVWRML MR&@ YUVWD JHULOVNRJ PDUNHWL

9 Predmetni(eng. Item) = poruke, odnosno reklame, o proizvodu ili usluzi se
VWDYOMDMX QD UD]JOLpLWH SUHGPHWH QSU LJUDpPNI

9 Carrotmob xskupina ljudi koja stimulira kupovni flashmpb
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9 Tjelesni(eng. Body)+poruka u vezi proizvoda ili usluge stavlja se na tjjelo

9 Tamn (eng. Dark) t QHLJ]UDYQR RJODADYDQMH NRUSRUDFLMLEL
kako bi zainteresirali ciljanu skupinu koju WH&NR SULGRELWL NRQY}t
metodama

9 Prolazni(eng. Tranzit)+ RJODADYDQMH NRMH YLGLPR X ASURC
tramvajima, taksijima, autima igr.

9 $PEDO D a(ehhD Pdekithg) + stavljanje poruke o proizvodu ili usluzi na
SDNLUDQMD QSU aHuUHU ]D NDILUH

9 80 L(e@LStreett QD SULPMHU FUWDM®AEvihE DILWD QD XOLD
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5. TRADICIONALNI VS. GUERILLA MARKETING

Prvenstven o PDUNHWLQJ MH RGQRV L]JPHYyX OMXKBH NR¥EHNLNDGL
QDMYDaQLMH PDUNHWLQ&ANR RUXaMH *HULOVNL PDUNHWLQ
YHU QD JRPLOX EBROMQIID MDHAWEGDJID PDAWH PRAH VH YLGMHW
-HGDQ MH NQMLAaQLpDU LPDR QHVUHUXNRI VXU DWWV NILPH #Q
-HGQRJ MH GDQD GRADR QD SRVDR L NRG VXSDUQLND V
A)DQWDVWLPQR SULJRGQR VQLAHQMH &LMHQH VQLAHQH
NQMLabUH &a4aWR MH ELOR MR&d YRUSRWWMYBODDMEBLMRIRY
AIHYMHURMDWQD UDVSURGDMD &LMHQH VQLAHQH ]D 3
QMHJRYX NQMLADUX AaWR MH YODVQLN WH NQMLADUH X VI
JHULODF WDNRYVHU M#h iiesi® haH rla RNQrewLS)ddostavitd pisalo

AJODY Q(LeXrBdn] 200817). 9DAQR MH VSRPHQXWL GD NRQYHQFLR
pratiti i podupirati nekonvencional,QH REUQXWR .RQYHQFLRQDOQL PDUN
vidljivosti kroz konvHQFLRQDOQH PDUNHWLQANH DODWH NDR aWR
QHNRQYHQFLRQDOQL PDUN HandUQ I MHH ] PIDE WGRRYPMMWE B YOI &V RIWVHW |
tome se vidi prva razlika L ] P Hijalicionalnog i gerilskog marketing®rema Levinsonu

(2008, neke od ostalih razlika su:

9 7TUDGLFLRQDOQL PDUNHWLQJ VPDWUD GD MH ]D SUH
YHOLNL EXGAHW QRYFD RGQRVQR LQYHVWLUDWL X
PDUNHWLQJX QLMH QXAaQR XORALW latigésyiekergipOL LQY |
su prijeko potrebne.

9 7TUDGLFLRQDOQL PDUNHWLQJ SULODJRYHQ MH YHOLN
izdvajaju mnogo novca. lako se danas dosta velikih tvrtki prebacilo na gerilski
PDUNHWLQJ RQSRM DWR B RAWLL N H Nrivkel &tdrteDs #ebkinH W Y
VQRYLPD D RVNXGQLP SURUDpPXQRP

9 7TUDGLFLRQDOQL PDUNHWLQJ WHPHOML VH QD SUHGU
EL VH SRWUR&DpLPD PRJOR VYLGMHWL *HULOVNL PL
PRaH SULXAWLWL SRJUH&E@EY SNUHPHORMWOQ B NHL QWHH @ L
S R Q D &fakpmna psihologije.

9 Tradicionalni marketing broji broj prodanih proizvoda ili usluga na kraju mjeseca,

GRN JHULOVNL PDUNHWLQJ PMHUL XpLQNRYLWRVW |

kupaca koje su stekli nadgu mjeseca.
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*HULOVNL PDUNHWLQJ VH WHPHOML QD SRMPX AYL3
RNR NXSFD L VWDOQRP RGUADYDQMX NRQWDNDWD V
PDUNHWLQJ HIJRLVWLpPNL YUWL RNR ULMHpL APLS3

9 Tradicionalni marketing bazira se namatogu, a gerilski na dijalogu.

Kod tradicionalnog marketinga prodaja je zadnja stavka koja se gleda te ga ne
]DQLPD NXSDF *HULOVNL PDUNHWLQJ VWYDUD GXJR
povjerenje.

7TUDGLFLRQDOQL PDUNHWLQJ QH & khlr&zlikividd gatitK QRO R.
koji tehnologiju koristi kako bi profitirala.

Ciljana skupina gerilskog marketinga je pojedinac, odnosno manja ciljana skupina,
GRN VH WUDGLFLRQDOQL PDUNHWLQJ ED]JLUD QD awRr
Tradicionalni marketing konvencionallHWRGH UDGLR QRYLQH WHOQO
L GU VPDWUD QDM YrmHgahj®, drkJ Meildi Qudsit:&ujuiNjesto
PDUNHWLQ &N LkijinPsH MhBge Despfatae a vikV S M EadnfihHe svaki

aspekt poslovanja dio marketinga.

Pozitivna reakcija kpaca nakon kojeg je prodaja rezultat toga, gerilskom je
PDUNHWLQJX SULRULWHW GRN WUDGLFLRQDOQL PD
Smatra putem do rezultata.

7TUDGLFLRQDOQL PDUNHWLQJ SRVWDYOMD VL SLWDAQN
gerilski markeWVLQJ SLWD AAWR VYH PRJX GDWL NXSFX"3
&LOM MH JHULOVNRJ PDUNHWLQJD SURALULWL SR
SUHSRUXND YL&H WUDQVDNFLMD SR NXSFX GRN N
linearnom rastu poslovanja (kupac po kupac).
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6. PRIMJER GERILSKE KAMPANJE *+HOPA CUPA BY HEINEKEN

A-HVL OL ]D +RSD &XSD"3 NUDMHP ELOR MH MHGQR RG (
L RVWDOLP KUYDWVNLP JUDGRYLPD 2 pHPX MH WR |]DSUDYF
agencija Imago Ogilvy u sSUDGQML V +HLQNHQRP +RSD &XSD ELOD M
kampanja u posljednje vrijeme na ovim prostorima. Gerilske kampanje danas su postale dio
VYDNRGQHYQRJ 4LYRWD D PQRJH WYUWNH L DIJHQFLMH GRI
YHOLNjX SD&Q

6.1. O kampanji

ADJUHEDpPND DJHQFLMD ,PDJR 2JLOY\ X VXUDGQML V +HL
SODVLUDQMD QRYRJ SURL]JYRGD QD WUaL&WH .DPSDQMD S
XVPMHUHQD QD SUHGVWDY OM x&kaHdQRea R hnidllod, LkgjiMeV Y HQ R J
ujedno i glavni sastojalefg. hoptKPHOM 7R JD pLQL UD]JOLPpLWLP L SRV
2JLOY\ UD]JYLR MH LPH GL]DMQ SRILFLRQILMPQDMH MMDS /Q 8L
MH XVPMHUHQD QD RQH OIRXGHYHVQPH YRDRBD BRNWDHMWL VYR
ne prezaju pred kQ JHUYDWLY QLP G U XaWdiaH@ik&in@Q ZoWsp.D P D

2YD NDPSDQMD ELOD MH SRVHEQD MHU VH XOD]LOR QD WU:
NDPSDQML PRUDOR SUMVWRPLY LLQD FPULIEODMDWL L]YDQ RNY
SRPRJDR LP MH X WRPH WH RVLIJXUDR GD NDPSDQMD QH E

dugo vremena.

6.2. Gerilski instrumenti

.DPSDQMD M tdagdmRatirdaMmrigamim naljepnicama i putokaziankoji VX QDLAaOL
QD | DLOQWHUHVLUDQRVW MDYQRVWL L SRpzvatl #i@HizUHDNFL
OLWHUDW WD MPREAIWWL GD VH NRULVWLOR SXQR JHULOVNLI
kampanje. Natpisi na plakatima i naljepmeabili su pomab provokativni, a poznato je da

danas apel na seks prodaje sve.
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Slika 11: Hopa Cupa Heineken

Izvor: (http://www.mediamarketing.com/vijesti/imagogilvy-i-heinekervaspozivajunahopacupa/)

Natpisi, plakatinaljepnice |HpMH X&aL NR M Itk pulokal pbdtadljeim BUhBE mjesta

JGMH GQHYQR SUROD]JL SXQR iMHXEGQLL JGAMH MiH ERWWL.
UDVSURVWUDQMHQRVWL WH VHWMNIaK&DGD MdkorQtdgaAW DY L O R
kampanja H QDVWDYOMHQD L X GLIJILWDOQRP REOLNX QD GUX:
XYHOLNH MH SRPRJDR GD NDPSDQMD ]JDAaLYL L RVWYDUL UH]
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Slika 12: Primjer gerile za Hopa Cupa

Izvor: (http://www.mediamarketing.com/vijesti/imagogilvy-i-heinekervas
pozivajuna-hopacupa/)

2YD NDPSDQMD SURL]YHOD MH ODYLQX HPRFLMD L UHDNFLI
provokDWLYQD LQRYDWL YIQUR W®H LYIX] RYRADX Nigjpdtiaed 4D O MH

najoriginalnijesu:

Ne sramimo se biti zaigrani

Ne sramimo se biti izravni

1H VUDPLPR VH RQRJD @aWR MHVPR

-HU MH WR QHaAWR aWR QLWNR QH EL RpHNLYDR
'YD RNXVD PRUQD VDPD SR VHEL

9
9
9
9
9
9 =DWR VPR VSRM L (MedkPnerkeNhgl200d).P X Q 2
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7. =$./-8y%.

1D NUDMX UDGD PRaH VH ]DNOMXpLWL NDNR MH JHULOD
smijemo zapostaviti tradicionalni marketing i njegove osnove koje su temelj Ra&najem

WHKQRORJLMH JHULOD PDUNHWIQHPRYKUIMLEHX VIV P LWWH. LD
VDPLP SRpHWFLPD ELR MH QDPLMHQMHQ PDQMLP SRGX]HuUl
D GbQDV JD pDN L QDMYHUH VYMHWVNH NRUSRUDFLMH VYD

*HULOVNL PDUNHWLQJ SRWLpPpH O M X&2d Bvdkdg pojedinéd @@ VW L |
LIDJRY NDNR EL VH GRND]DR L LVWDNQXR X PDVL 8 GDQ|
RULMHQWLUDQ VDPR QD ]DUDGX YHU LP MH FLOM RVWYDU
]JDGUADWL L UDIXPMHWL K& HIRM N DRR B/RJYHNE b &Nt R G U H y
od tradicionalnog marketinga, gerilski marketing karakterizira  inovativnost,
QHNRQYHQFLRQDOQRVW L YHOLNL EURM PRJIJXUQRVWL

ORAWH UHUL g&NiNRrketingEULAH JUDQLFH NRMLPD MH GR VI
tradicionalni marketingl D WHPHOMX QDYHGHQRJ SULPMHUD PR&H VH
X JHULOVNRP PDUNHWLQJX L NROLNR RQ/B dPIR éndrk€iRgaU L Q L M +
QLMH SURODHRR LV KIVBHWDWL MR&a GXJR YUHPHQD MHU

reklamu?!
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