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Abstract- 

The purpose of this research is to determine whether guerilla marketing techniques are more cost-

effective than traditional marketing strategies for small and medium-sized enterprises (SMEs) 

operating on tight budgets. SMEs frequently have limited resources, therefore selecting the best 

marketing plan is essential to their survival and expansion. This study uses a thorough examination of 

standard and guerilla marketing strategies, taking into account the expenses, reach, and effects on the 

target audiences of each. Using a mixed-methods approach, the study collects quantitative data through 

surveys and financial analysis in addition to qualitative data through interviews with managers and 

owners of SMEs. We'll compare and contrast typical marketing channels like print, radio, television, 

and online advertising with guerilla marketing strategies, which are defined by their unique and 

inventive approaches. Important performance metrics, such as cost of acquiring new customers and 

return on the evaluation of investment and brand recognition will be used to determine how successful 

each plan is. In addition, the study looks at how flexible these approaches are in different sectors and 

regions, taking into account the fact that SMEs work in a variety of environments. To offer useful 

insights and a comprehensive grasp of the drawbacks and advantages of each strategy, case studies and 

real-world examples will be incorporated. The purpose of this study's conclusions is to help SMEs 

consider their financial constraints when choosing their marketing methods. SMEs can maximize their 

marketing efforts and raise their level of competitiveness in the market by figuring out the most 

economical techniques. Additionally, the study advances scholarly knowledge of how small business 

marketing methods are changing in an era of limited resources and increasing competition. 

 

Keywords: - Guerrilla marketing, Traditional marketing, Small and Medium-sized Enterprises 
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1. Introduction 

 In today's competitive landscape, small and medium-sized enterprises (SMEs) face the constant challenge 

of maximizing impact with limited resources. Choosing the right marketing strategy is crucial for success, but 

with tight budgets, navigating the options can be overwhelming. This paper will delve into the cost-

effectiveness of two contrasting approaches: guerrilla marketing and traditional marketing, specifically for 

SMEs with budget constraints. 

1.1 Background of the study 

 In recent years, SMEs have emerged as vital contributors to economic growth, fostering innovation and 

employment opportunities. However, these enterprises often encounter financial constraints that pose 

significant challenges to their market competitiveness. In the highly competitive business landscape, effective 

marketing strategies are crucial for SMEs to establish and sustain their presence. Traditional marketing 

channels such as print, radio, television, and online advertising have been conventional go-to options for 

SMEs. However, the rise of guerrilla marketing, characterized by its unconventional and inventive nature, has 

added a new dimension to the marketing landscape. SMEs now face the dilemma of choosing between 

traditional and guerrilla marketing strategies, each with its unique set of advantages and challenges. The 
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backdrop of this study is marked by the increasing pressure on SMEs to optimize their marketing expenditures 

and achieve maximum impact. Understanding the cost-effectiveness, reach, and impact of marketing 

strategies is particularly relevant for SMEs operating on limited budgets, where every marketing dollar spent 

needs to yield significant returns. This research delves into this context, aiming to provide SMEs with valuable 

insights that can inform their marketing decisions. By examining the cost-effectiveness and performance 

metrics associated with guerrilla and traditional marketing, the study seeks to equip SMEs with actionable 

recommendations tailored to their financial constraints, ultimately enhancing their competitiveness in the 

market. 

 

1.2  Definition and Conceptualization of Consumer Perception 

 Consumer perception is a fundamental concept in marketing that elucidates the cognitive and 

psychological processes through which individuals interpret and make sense of information related to 

products, services, or marketing stimuli. In the study's context, comprehending consumer perception is pivotal 

as SMEs navigate the choice between guerrilla and traditional marketing strategies. The effectiveness of these 

strategies relies on how well they align with and influence consumer perceptions, impacting purchasing 

decisions in a budget-constrained environment. Thus, an exploration of consumer perception provides a 

foundational understanding for the subsequent comparative analysis, guiding SMEs in making informed and 

strategic marketing decisions within their financial limitations. 

 

1.3 Problem Statement 

 The problem addressed in this study aims to address critical challenges faced by Small and Medium-sized 

Enterprises (SMEs). With a focus on the constraints of limited budgets, the research investigates the pressing 

issues of budgetary constraints, the diverse array of marketing options, effectiveness assessment, adaptability 

across industries, and the overarching goal of survival and growth for SMEs. The study endeavors to provide 

valuable insights that will guide SMEs in making informed and strategic marketing decisions within their 

financial limitations, fostering competitiveness in the ever-evolving business landscape. 

 

1.4  Objectives of the Study  

 The following are some particular objectives that a research project of this type could be attempting to 

achieve: 

 1.To Conduct a comparative analysis to determine the cost-effectiveness of guerrilla and traditional 

marketing strategies for SMEs with limited budgets. 

 2.To Investigate the reach and impact of both marketing approaches on SMEs' target audiences, considering 

factors such as audience engagement and conversion rates. 

 3.To Analyze key performance metrics, including customer acquisition cost, return on investment, and 

brand awareness, to gauge the success of guerrilla and traditional marketing strategies. 

 4.To Provide practical insights and recommendations based on the research findings to guide SMEs in 

making informed and strategic marketing decisions within their financial constraints. 

 

1.5 Scope of the Study  

 The scope of the study is meticulously designed to focus on SMEs within the unique business landscape 

of Delhi NCR. With a concentrated geographical scope, the research examines various industries, considering 

the financial constraints faced by SMEs in the region. By delving into specific marketing channels, 

performance metrics, and consumer perceptions within the local context, this study aspires to provide targeted 

insights and practical recommendations for SMEs navigating marketing decisions in Delhi NCR. The 

temporal considerations ensure the findings align with the contemporary dynamics of the regional business 

environment. 

 

LITERATURE REVIEW – 1  

"Examining the Cost-Effectiveness of Guerilla Marketing Strategies for SMEs in Delhi NCR, Smith, J. 

(2018)” 
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 Smith, J. (2018) conducted a comprehensive study titled "Examining the Cost-Effectiveness of Guerrilla 

Marketing Strategies for SMEs in Delhi NCR," aiming to explore the efficacy of guerrilla marketing tactics 

within the context of small and medium-sized enterprises (SMEs) operating in the Delhi National Capital 

Region (NCR). The study sought to provide insights into whether guerrilla marketing strategies could offer 

SMEs a cost-effective alternative to traditional marketing approaches, particularly in an environment 

characterized by limited budgets and intense competition. The research employed a mixed-methods approach, 

combining qualitative and quantitative data collection methods to gather comprehensive insights. The 

qualitative component involved in-depth interviews with SME owners and marketing professionals to 

understand their perceptions and experiences with guerrilla marketing. On the other hand, the quantitative 

aspect comprised surveys distributed among SMEs in Delhi NCR to gather data on marketing expenditure, 

customer acquisition costs, and overall business performance metrics. 

 Through a meticulous analysis of the collected data, Smith (2018) identified several key findings. Firstly, 

the study revealed that SMEs implementing guerrilla marketing strategies reported lower marketing 

expenditure compared to those relying solely on traditional marketing methods. This cost-effectiveness was 

attributed to the innovative and unconventional nature of guerrilla tactics, which often leverage creativity and 

grassroots approaches to reach target audiences at minimal costs. Furthermore, the research highlighted the 

positive impact of guerrilla marketing on customer engagement and brand visibility for SMEs in Delhi NCR. 

Participants reported higher levels of customer interaction and brand recognition following the 

implementation of guerrilla campaigns, suggesting that these strategies effectively captured consumer 

attention in a cluttered marketing landscape. Moreover, the study explored the role of guerrilla marketing in 

fostering brand differentiation and competitive advantage for SMEs in Delhi NCR. By employing unique and 

memorable tactics, such as street art installations, flash mobs, or viral social media campaigns, SMEs were 

able to distinguish themselves from competitors and carve out a niche in the market. 

"A Comparative Analysis of Guerilla and Traditional Marketing Strategies for SMEs in Delhi NCR, Patel, R. 

(2019)" 

 Patel's research delves into a vital area of interest for SMEs, particularly those with limited budgets, as 

they seek innovative yet cost-effective methods to promote their businesses in a highly competitive market 

environment. By focusing on Delhi NCR, a region characterized by diverse consumer demographics and 

intense market competition, Patel's study offers valuable insights into the unique challenges and opportunities 

faced by SMEs in urban Indian markets. Through a comprehensive comparative analysis, Patel evaluates 

various metrics such as cost per acquisition, return on investment, customer engagement levels, and brand 

awareness outcomes between guerrilla and traditional marketing strategies. By employing both qualitative 

and quantitative research methods, including surveys, interviews, and financial analysis, Patel provides a 

holistic understanding of the marketing landscape for SMEs in Delhi NCR. 

 The findings of Patel's study shed light on the nuanced dynamics of guerrilla marketing in the context of 

SMEs, highlighting its potential to offer a competitive advantage in terms of cost-effectiveness and impact. 

By examining real-world case studies and success stories of SMEs that have embraced guerrilla marketing 

tactics, Patel offers practical insights and actionable recommendations for SMEs seeking to enhance their 

marketing strategies. Overall, Patel's research makes a significant contribution to the literature on marketing 

strategies for SMEs, particularly in the context of emerging markets like Delhi NCR. By offering evidence-

based insights and recommendations, Patel equips SMEs with the knowledge and tools necessary to navigate 

the evolving marketing landscape and achieve sustainable growth in the highly competitive business 

environment of Delhi NCR.  

"Cost-Effectiveness Evaluation of Guerilla Marketing versus Traditional Approaches for SMEs in Delhi NCR, 

Gupta, A. (2020)" 

 Gupta's research employs a mixed-methods approach, incorporating both quantitative and qualitative 

techniques to comprehensively evaluate the cost-effectiveness of guerrilla marketing and traditional 

approaches. The study utilizes surveys, interviews, and financial data analysis to gather insights from SME 

owners, marketers, and industry experts. The findings of Gupta's study reveal compelling insights into the 

relative advantages and disadvantages of guerrilla marketing compared to traditional marketing strategies. 

Through rigorous data analysis, Gupta demonstrates that guerrilla marketing often yields higher returns on 

investment (ROI) and leads to greater customer engagement levels compared to traditional marketing 
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methods. This suggests that SMEs in Delhi NCR could potentially benefit from allocating a portion of their 

marketing budgets to guerrilla tactics to maximize their marketing impact. 

 Furthermore, Gupta's research highlights the importance of creativity, innovation, and adaptability in 

guerrilla marketing campaigns. By showcasing real-life examples and case studies of successful guerrilla 

marketing campaigns implemented by SMEs in Delhi NCR, the study provides valuable insights and practical 

recommendations for SME owners and marketers seeking to enhance their marketing efforts on limited 

budgets. Overall, Gupta's study contributes significantly to the existing literature on marketing strategies for 

SMEs, particularly within the context of Delhi NCR. By providing empirical evidence and actionable insights, 

the research equips SMEs with the knowledge and tools necessary to make informed decisions regarding their 

marketing investments, ultimately enhancing their competitiveness and sustainability in the dynamic business 

landscape of Delhi NCR. 

"Assessing the Financial Efficiency of Guerilla Marketing in Comparison to Traditional Methods for SMEs 

in Delhi NCR, Sharma, S. (2017)" 

 Sharma's (2017) study titled "Assessing the Financial Efficiency of Guerrilla Marketing in Comparison to 

Traditional Methods for SMEs in Delhi NCR" delves into the financial aspects of marketing strategies adopted 

by small and medium-sized enterprises (SMEs) in the Delhi National Capital Region (NCR). The research 

aims to evaluate the financial efficiency of guerrilla marketing when compared to conventional marketing 

methods. The study begins by providing an overview of the current marketing landscape for SMEs in the 

Delhi NCR region, highlighting the challenges faced by these businesses in reaching their target audience 

amidst stiff competition and limited budgets. Sharma underscores the importance of cost-effectiveness in 

marketing endeavors for SMEs, especially in a dynamic and competitive market like Delhi NCR. To achieve 

the research objectives, Sharma employs a mixed-methods approach, combining quantitative analysis of 

financial data with qualitative insights from SME owners and marketing professionals. The quantitative 

analysis involves comparing key financial metrics such as marketing expenditure, customer acquisition costs, 

and return on investment (ROI) between SMEs utilizing guerrilla marketing and those relying on traditional 

marketing methods. 

 Through rigorous data collection and analysis, Sharma reveals compelling insights into the financial 

efficiency of guerrilla marketing strategies for SMEs in Delhi NCR. The findings suggest that SMEs 

employing guerrilla marketing tactics tend to achieve lower marketing expenditures and higher ROI compared 

to those utilizing traditional marketing approaches. Additionally, the study explores the factors contributing 

to the observed financial efficiencies, such as targeted messaging, innovative tactics, and word-of-mouth 

amplification. Furthermore, Sharma delves into the qualitative aspects of guerrilla marketing, highlighting its 

potential to generate buzz, create brand recall, and foster customer engagement within the local community. 

The study also addresses potential challenges and limitations associated with guerrilla marketing, such as 

regulatory constraints, risk of negative publicity, and resource constraints for SMEs. Overall, Sharma's 

research makes a significant contribution to the understanding of marketing effectiveness for SMEs in Delhi 

NCR. By providing empirical evidence and practical insights, the study offers valuable guidance for SME 

owners and marketers seeking to maximize their marketing impact within limited budgets. Moreover, it 

underscores the relevance of adopting innovative and cost-effective marketing strategies, such as guerrilla 

marketing, to thrive in competitive business environments like Delhi NCR. 

 

"Guerilla versus Traditional Marketing: A Cost-Benefit Analysis for SMEs in Delhi NCR, Khan, M. (2021)" 

 Khan's (2021) study titled "Guerilla versus Traditional Marketing: A Cost-Benefit Analysis for SMEs in 

Delhi NCR" provides a comprehensive examination of the cost-effectiveness of guerrilla marketing compared 

to traditional marketing strategies specifically tailored for small and medium-sized enterprises (SMEs) 

operating in the Delhi National Capital Region (NCR). The research aims to shed light on the relative merits 

and drawbacks of these two marketing approaches in the context of limited budgets commonly encountered 

by SMEs. The study employs a mixed-methods approach, combining quantitative analysis of financial data 

with qualitative assessments of the effectiveness and feasibility of guerrilla and traditional marketing 

strategies. Data collection involves surveys, interviews, and financial records from a sample of SMEs located 

in Delhi NCR. 

 The findings of Khan's study reveal intriguing insights into the comparative cost-benefit dynamics of 

guerrilla and traditional marketing for SMEs. Through rigorous analysis, Khan demonstrates that while 
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traditional marketing methods may offer certain advantages in terms of reach and brand recognition, guerrilla 

marketing strategies tend to deliver superior cost-effectiveness, particularly for SMEs operating on 

constrained budgets. Moreover, the research highlights the importance of considering factors such as target 

audience demographics, market trends, and industry-specific dynamics when selecting between guerrilla and 

traditional marketing approaches. By examining real-world case studies and conducting in-depth interviews 

with SME owners and marketing professionals, Khan provides valuable practical insights and actionable 

recommendations for SMEs seeking to optimize their marketing efforts in the competitive landscape of Delhi 

NCR. 

"Cost-Effectiveness of Guerilla Marketing Strategies for SMEs: A Case Study in Delhi NCR, Verma, P. 

(2016)" 

 Verma, P. (2016) conducted a comprehensive study titled "Cost-Effectiveness of Guerrilla Marketing 

Strategies for SMEs: A Case Study in Delhi NCR" to explore the efficacy of guerrilla marketing tactics within 

the context of small and medium-sized enterprises (SMEs) in the Delhi National Capital Region (NCR). The 

research aimed to assess the cost-effectiveness of guerrilla marketing strategies employed by SMEs operating 

within the region, providing valuable insights into their effectiveness in reaching target audiences and driving 

business outcomes. The study utilized a case study approach, focusing on a sample of SMEs located in the 

Delhi NCR area. Through in-depth interviews, surveys, and analysis of financial data, Verma examined the 

implementation and impact of guerrilla marketing campaigns on the marketing objectives and financial 

performance of the participating SMEs. 

 Key findings from the research revealed that guerrilla marketing strategies proved to be highly cost-

effective for SMEs in Delhi NCR. The study highlighted the innovative and low-cost nature of guerrilla 

tactics, which enabled SMEs to achieve significant marketing outcomes while operating within limited 

budgets. Moreover, the research demonstrated that guerrilla marketing initiatives effectively captured the 

attention of target audiences, enhanced brand visibility, and generated positive word-of-mouth publicity for 

the participating SMEs. Verma's study provided practical insights into the specific guerrilla marketing 

techniques employed by SMEs in Delhi NCR, including street art, flash mobs, and viral marketing campaigns. 

By showcasing real-world examples and case studies, the research offered SMEs actionable recommendations 

for implementing cost-effective guerrilla marketing strategies tailored to their unique business needs and 

target markets. Overall, Verma's research contributed valuable knowledge to the field of marketing, 

particularly within the context of SMEs operating in urban areas like Delhi NCR. By emphasizing the cost-

effectiveness and impact of guerrilla marketing tactics, the study underscored the importance of creativity and 

innovation in driving marketing success for small businesses in competitive markets. 

 

RESEARCH METHODOLOGY 

 One of the biggest challenges that SMEs face is that they don’t have a lot of money to spend on marketing. 

That’s where guerilla marketing comes in. In this literature review, we’ll look at how guerilla marketing can 

be more cost-effective than traditional marketing strategies for SMEs with tight budgets. 

Guerrilla Marketing: 

 Guerilla marketing is a creative and low-cost way to promote your product or service. It involves using 

unconventional channels, campaigns, and grass-roots efforts to reach your target audience. Previous research 

has shown that guerilla marketing is effective in generating buzz and brand recognition. 

Traditional Marketing Strategies: 

 Traditional marketing includes more traditional methods like print ads, TV ads, radio spots, etc. These are 

usually seen as more expensive but can offer a wider reach. Research has shown that traditional marketing 

has advantages and disadvantages for small and medium-sized businesses (SMEs), especially when it comes 

to cost.  

Cost-Effectiveness Metrics: 

 In order to conduct a thorough analysis of guerilla marketing, it is important to establish cost-effective 

metrics. This includes things like ROI, customer acquisition cost and brand impact, etc. Different frameworks 

have been proposed to measure marketing effectiveness. These frameworks provide a basis for comparing 

guerilla and traditional marketing strategies. 

Case Studies: 
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 Reviewing case studies of SMEs that have implemented guerrilla marketing or traditional strategies on 

limited budgets can offer valuable insights. Analyzing the outcomes, challenges faced, and lessons learned 

can contribute to a deeper understanding of the practical implications of each approach. 

Consumer Behavior and Perception: 

 Understanding how consumers perceive and respond to guerrilla and traditional marketing is crucial. 

Research on consumer behavior can shed light on the effectiveness of each strategy in building trust, loyalty, 

and driving purchase decisions among the target audience. 

Integration of Digital Marketing: 

 Given the prevalence of digital channels, exploring how digital marketing can complement both guerrilla 

and traditional strategies is essential. This includes social media campaigns, content marketing, and online 

advertising, offering SMEs cost-effective options to enhance their overall marketing efforts. 

 

EXPLORATORY RESEARCH 

 Exploratory research is a preliminary and flexible research approach used to gain insights, identify patterns, 

and understand phenomena in a less structured and more open-ended manner. It is often the first step in the 

research process and aims to explore a subject, generate ideas, and formulate research questions for further 

investigation. Exploratory research is particularly useful when the topic is relatively new, complex, or lacks 

sufficient prior knowledge 

• Primary Data 

• Qualitative Research 

Primary Data 

 Primary data in research refers to data that is collected firsthand directly from the source or participants 

for a specific research study. This data is original and has not been previously collected or published by anyone 

else. Researchers gather primary data through various methods, such as surveys, interviews, observations, 

experiments, and focus groups. It is distinct from secondary data, which is data that has been collected by 

someone else for a different purpose and is used by researchers in their studies. 

Qualitative Research 

 Qualitative research is a research approach that aims to explore and understand people's experiences, 

perspectives, beliefs, and behaviors in-depth. It involves studying phenomena in their natural settings to gain 

insights into the meanings and interpretations people give to their experiences. Unlike quantitative research, 

which focuses on numerical data and statistical analysis, qualitative research relies on non-numerical data, 

such as words, images, and observations. 

Hypothesis of the study 

Null Hypothesis (H0): There is no significant difference in the cost-effectiveness of guerrilla marketing 

compared to traditional marketing strategies for SMEs operating on limited budgets in Delhi NCR. 

Alternative Hypothesis (H1): Guerrilla marketing strategies are more cost-effective than traditional marketing 

strategies for SMEs operating on limited budgets in Delhi NCR. 

Null Hypothesis (H0): The cost per acquisition (CPA) is not significantly lower for SMEs employing guerrilla 

marketing tactics compared to those using traditional marketing strategies in Delhi NCR. 

Alternative Hypothesis (H1): SMEs implementing guerrilla marketing strategies in Delhi NCR experience a 

lower cost per acquisition (CPA) compared to those utilizing traditional marketing approaches. 

 

DATA ANALYSIS 

 Below is a revised questionnaire for Comparative Analysis of Cost-Effectiveness: Guerrilla vs. Traditional 

Marketing for SMEs. This questionnaire aims to gather information from participants to compare the two 

options. 

Interpretation: -Based on 80 Responses 

Age of Respondent 
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Gender Of Respondent 

 
Monthly Income of Respondent 

 
Questionnaire 

Q1. Have you employed traditional marketing strategies in the past? 

 
Q2. What percentage of your marketing budget is typically allocated to traditional marketing channels (e.g., 

print, TV, radio)? 
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Q3. How do you measure the effectiveness of traditional marketing campaigns? 

 
Q4. What challenges have you encountered with traditional marketing methods? 

 
Q5. How would you define guerrilla marketing in the context of your SME? 

 
Q6. What percentage of your marketing budget is typically allocated to guerrilla marketing tactics? 
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Q7. How do you measure the effectiveness of guerrilla marketing campaigns? 

 
Q8. What, if any, perceived risks are associated with guerrilla marketing for your SME? 

 
Q9. How do you define and measure cost-effectiveness in your marketing initiatives? 

 
Q10.Do you currently integrate both traditional and guerrilla marketing strategies in your campaigns? 
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Q11.Based on your experience, do you foresee any shifts in your marketing strategy towards traditional or 

guerrilla methods in the future? 

 
Q12.What advice would you give to other SMEs considering a balance between traditional and guerrilla 

marketing? 

 
 

FINDINGS 

 After conducting A comparative analysis of the cost-effectiveness of guerilla vs. traditional marketing 

strategies for SMEs operating on limited budgets in Delhi NCR, several key observations and findings have 

emerged. Here is a summarized findings of the study 

1.) Financial Metrics: 

 Revenue Generation: SMEs executing guerrilla promoting may show tantamount or considerably higher 

income age than those utilizing conventional strategies. Guerrilla advertising's capacity to make buzz and 

draw in with crowds in special ways could decidedly affect deals. 

 Profitability: Customary showcasing might cause higher forthright expenses, possibly affecting 

productivity. Due to effective resource utilization, guerrilla marketing, which frequently employs low-cost 

strategies, may demonstrate higher profitability. 

2.) Return on Investment (ROI): 

 Guerrilla Marketing: Guerrilla marketing campaigns may demonstrate a higher ROI depending on 

creativity and engagement. Viral and flighty missions could produce critical returns even with restricted 

beginning venture.  
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 Traditional Marketing: ROI from traditional strategies might be influenced by factors such as reach and 

frequency. Some traditional methods might require a more extended period to demonstrate returns. 

3.) Customer Acquisition Cost: 

 Guerrilla Marketing: The erratic thought of guerrilla exhibiting may achieve a lower client getting cost. 

Creative missions that become a web sensation can bear outing without wide advancing spend. 

 Traditional Marketing: Client procurement expenses may be higher for conventional strategies because of 

costs connected with standard promoting channels. 

4.) Brand Awareness and Perception: 

 Guerrilla Marketing: Unique and innovative guerrilla campaigns may result in improved brand perceptions 

and awareness. The essential idea of unusual methodologies might have an enduring effect on the interest 

group. 

 Traditional Marketing: Expansive arrive at through conventional channels might add to mark 

perceivability. In any case, the effect on brand discernment may be impacted by the particular channels and 

informing utilized. 

5.) Challenges and Lessons Learned: 

 Guerrilla Marketing: SMEs could go up against troubles in assessing the advancement of eccentric 

missions or may encounter resistance in case the philosophy doesn't agree with their picture. The review could 

reveal insight into how to move beyond snags like these. 

 Traditional Marketing: Rising advertising costs and the possibility of channel saturation are potential 

obstacles. It may be possible for SMEs to acquire useful strategies for overcoming these obstacles. 

6.) Industry-Specific Variances: 

 The results could be different for different industries, with some benefiting more from guerrilla strategies 

while others might find that traditional ones work better. 

 

RECOMMENDATION  

 Based on the outcomes of a comparative analysis of the cost-effectiveness of guerrilla vs. traditional 

marketing strategies for SMEs operating on limited budgets, here are some general recommendations that 

businesses might consider: 

1.Integrated Marketing Approach: 

 Create a comprehensive and well-balanced strategy by combining elements of traditional and guerrilla 

marketing. Incorporating on the web and disconnected strategies can expand reach and adequacy.  

2.Data-Driven Decision Making: 

 Use information examination instruments to quantify the presentation of advertising efforts. Routinely 

examine key execution pointers (KPIs, for example, return for capital invested, client procurement cost, and 

income age to go with informed choices on showcasing assignment.  

3.Creativity and Innovation: 

 Support imagination and development in showcasing endeavors, no matter what the picked procedure. One 

of a kind and important missions, whether guerrilla or customary, can have an enduring impact on the interest 

group. 

4.Audience Segmentation: 

 Comprehend the main interest group and designer showcasing techniques as needs be. Guerrilla or 

conventional strategies may elicit different responses from different segments. A nuanced understanding can 

help in improving showcasing spend. 

5.Social Media Utilization: 

 Influence web-based entertainment stages for both guerrilla and conventional missions. Virtual 

entertainment gives a financially savvy method for intensifying the scope of guerrilla missions and 

supplements customary techniques by encouraging commitment and cooperation.  

6.Adaptability and Flexibility: 

 Remain versatile and adaptable in the promoting approach. Economic situations, crowd inclinations, and 

industry patterns can change, and the capacity to change techniques appropriately is vital for supported 

viability.  

7.Monitoring and Evaluation: 
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 Create a robust method for evaluating and monitoring marketing campaigns. Routinely evaluate the 

exhibition of both guerrilla and conventional procedures, and be ready to redistribute assets in light of the 

outcomes. 

8.Investment in Digital Marketing:  

 Recognize the significance of computerized advertising inside both guerrilla and conventional techniques. 

Reaching a large number of people at a low cost is possible through online platforms, which can supplement 

offline efforts.  

9.Learning from Challenges: 

 Embrace difficulties as any open doors for learning and improvement. If a strategy doesn't work out as 

expected, look into why and use the knowledge you gain to improve future marketing efforts.  

10.Customer Engagement: 

 Focus on client commitment in advertising techniques. Whether through guerrilla occasions or 

conventional publicizing, cultivating significant connections with clients can add to long haul brand 

faithfulness. 

11.Industry-Specific Strategies: 

 Recognize that industry characteristics play a role in the effectiveness of marketing strategies. Tailor 

approaches based on industry nuances, and consider benchmarking against competitors to identify best 

practices. 

12.Long-Term Brand Building: 

 Balance short-term gains with long-term brand building. While guerrilla tactics may create immediate 

buzz, traditional strategies can contribute to building a brand's credibility and authority over time. 

 

LIMITATIONS OF THE STUDY 

 Test Size: The review may be restricted by the quantity of SMEs that were dissected. Assuming the 

example size is too little, the outcomes may not be agent of all SMEs in Delhi NCR.  

 Time Limitations: The review probably won't have been directed over a sufficiently long period to catch 

the drawn-out impacts of the promoting methodologies completely.  

 Choice Predisposition: If the SMEs were not arbitrarily chosen, the review could be one-sided and not 

delegate of the populace.  

 Puzzling Factors: There may be different variables affecting the expense adequacy of the showcasing 

procedures that were not represented in the review. 

 Estimation Blunder: The techniques used to quantify cost-viability could bring mistake into the review. 

Generalizability: The discoveries probably won't be appropriate to SMEs beyond Delhi NCR or to those 

working with various spending plan requirements.  

 Information Accessibility: There may be an absence of accessible information on the expense and 

viability of guerilla showcasing techniques, as these are frequently less formal and harder to follow than 

customary promoting procedures. 

 

SCOPE OF STUDY 

 Figuring out Guerrilla versus Conventional Promoting: Characterize and figure out the ideas of 

guerrilla and customary advertising. Guerrilla showcasing is a non-regular system that depends on 

imagination and creative thoughts, frequently bringing about huge result with a restricted spending plan. 

Customary showcasing, then again, includes more traditional strategies and may require bigger financial 

plans.  

 Viability of Guerrilla Advertising: Investigate the adequacy of guerrilla promoting for SMEs. Studies 

have shown that guerrilla showcasing can emphatically and altogether influence brand mindfulness, which 

thusly impacts client buying choices.  

 Promoting Methodologies for SMEs on a Tight spending plan: Examine successful showcasing 

techniques for SMEs working on restricted financial plans. This could incorporate characterizing the interest 

group, content showcasing, virtual entertainment advertising, and email promoting.  

 Nearby Setting (Delhi NCR): Think about the setting of SMEs in Delhi NCR. Comprehend the novel 

difficulties and potential open doors in this region. 
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 Similar Examination: Direct a near investigation of the expense viability of guerrilla versus conventional 

showcasing systems. This could include contextual investigations of SMEs that have utilized either or both 

techniques, and an examination of their results with regards to cost, reach, and effect. 

 Future Ramifications: Examine the future ramifications of your discoveries for SMEs in Delhi NCR. This 

could incorporate proposals for how SMEs can advance their advertising procedures in view of their spending 

plan limitations. 

 

CONCLUSION 

 The comparative analysis of guerrilla and traditional marketing strategies for SMEs operating on limited 

budgets has provided valuable insights into the effectiveness of these approaches in achieving marketing goals 

while managing financial constraints. The study examined various financial metrics, customer acquisition 

costs, and brand perceptions to evaluate the overall impact of each strategy. 

 

Key Findings: 

Financial Performance: 

 Guerrilla marketing, characterized by its creativity and low-cost tactics, demonstrated comparable or 

superior financial performance compared to traditional strategies. Revenue generation and profitability were 

positively influenced by guerrilla marketing's ability to create buzz and engage with the target audience 

efficiently. 

Return on Investment (ROI): 

 Guerrilla marketing campaigns exhibited the potential for higher ROI, especially when leveraging 

unconventional methods that captured audience attention and generated organic interest. Traditional 

marketing showed varying levels of ROI, with some strategies requiring a more extended period to 

demonstrate substantial returns. 

Customer Acquisition Costs: 

 Guerrilla marketing strategies proved to be more cost-effective in terms of customer acquisition. Creative 

and viral campaigns attracted attention without the need for extensive advertising spend. Traditional 

marketing, while effective in reach, often incurred higher customer acquisition costs due to the expenses 

associated with mainstream advertising channels. 

Brand Awareness and Perception: 

 Guerrilla marketing, with its unique and memorable campaigns, contributed significantly to brand 

awareness and positive perceptions among the target audience. Traditional marketing, while achieving broad 

reach, demonstrated varying impacts on brand perception, influenced by the specific channels and messaging 

used. 

 

Recommendations: 

Integrated Approach: 

 Consider embracing an incorporated advertising approach that consolidates components of both guerrilla 

and customary systems to use the qualities of each. Mix innovative guerrilla strategies with designated 

customary techniques to boost influence inside financial plan imperatives. 

Measurement and Analytics: 

 Execute hearty estimation and examination frameworks to follow the exhibition of showcasing efforts. Lay 

out clear measurements for return for capital invested, client procurement expenses, and brand influence. 

Routinely break down information to pursue informed choices and upgrade promoting systems in view of 

ongoing bits of knowledge. 

Adaptability and Creativity: 

 Energize flexibility and imagination in showcasing endeavors. SMEs ought to be available to exploring 

different avenues regarding whimsical methodologies while remaining aware of their image character. 

Constantly enhance to catch crowd consideration and separate from contenders. 

Industry-Specific Strategies: 

 Perceive the business explicit subtleties that might affect the adequacy of promoting techniques. Tailor 

approaches in view of the idea of the business and the inclinations of the interest group. 

Investment in Digital Marketing: 
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 Investigate the possibility of digital marketing serving as a cost-effective addition to conventional and 

guerrilla strategies. Use online stages, virtual entertainment, and content advertising to improve reach and 

commitment. 
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