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Guerrilla Marketing On The Web 

A transcript of the Wordwise Marketing  interview with Mark Eckenrode ,  
Master Guerrilla Marketer and “King of Click, Buy and Beg.”  
 

WM: Hi! This is Kelly Watson of Wordwise Marketing, and I’m here with internet marketer Mark 

Eckenrode. Mark is the mastermind behind Clickfluence.com, and one of very few to have the 

title of Master Guerrilla Marketer. We met in Jeff Walker’s Product Launch Formula class, where 

we’re a part of the same mastermind group and it quickly became obvious that this guy really 

knows his stuff. So tell me, Mark, how you got started in internet marketing. 

  

ME:  Thanks Kelly. It’s kind of a funny story. When you’re growing up a lot of kids want to be a 

fireman or a police man or something like that, but I actually grew up wanting to be a 

copywriter … the reason being that I was a huge fan of comic books. Still am. My wife teases me 

because I have huge boxes of comic books. I don’t know if you remember, back in the day – they 

don’t do it much anymore but back in the day in the back of comic books were ads for sea 

monkeys and X-ray goggles and the Charles Atlas stuff. I used to be just as fascinated by those 

ads as by the comic books themselves. I thought, ‘Wow, these words and these images are so 

brief but so powerful, and they pull out these emotions in me … how does that work?’ So I was 

interested in the power of words and what they do and it grew into a full-on fascination with 

marketing.  

 

WM: How did that translate to the internet for you? 

 

ME:  That’s a good question, because back then we didn’t really have the internet. As I was doing a 

lot of coaching in the Guerrilla Marketing space, I was looking at what are some other ways to 

obtain low-cost, high-impact, measurable results? I started looking at some ways to really get 

the message out and really have a high impact and a good ROI – something we could really 

measure down to a micro level. I started looking at the internet and some of the possibilities 

there. I always grew up as a tech geek kid. I had the Apple 2C – this big brick of a computer, and 

a cassette tape that was actually a disk drive. I was always sort of a computer guy, so it was sort 

of a natural progression.  

 

WM: So you were into Guerrilla Marketing before you started on the internet. Tell me how you got 

into that; you have a pretty elite title of being one of the few Master Guerrilla Marketers out 

there.  
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ME:  Right. There’s another Guerrilla Marketer named Roger Parker. You can actually find him online 

at designstosellonline.com, and he specializes in print design. He does a lot with Adobe and 

Microsoft on how to really push their books, their designs, postcard designs and stuff like that. I 

used to be a subscriber to his newsletter and Roger and I struck up a conversation over a period 

of time and my name got batted around a bit. They expressed interest, I expressed interest, and 

I just embarked on the training program.  

There is a direct response element involved, but it’s not the Dan Kennedy direct response where 

it’s real high, real loud, real pitchy in a sense. It’s very focused on psychology and understanding 

people and where they’re at in their process, what are their influences … So that’s what has 

always fascinated me because I’ve always been interested in why people do things. So that’s 

why I was attracted to Guerrilla Marketing but also from the rogue aspect. I’ve never been a fan 

of the corporate way of doing things. I actually spent some time trying to do marketing inside a 

corporation and to say that it burnt me out would be an understatement.  

Guerrilla Marketing made a lot more sense in the sense that, Guerrilla Marketing is a lot more 

focused toward the small business owner, the solo entrepreneur, and that’s where my passion 

lies. These are the folks who are really out there, you know, putting their life on the line to really 

make it happen. They have no safety net; it’s all about passion and vision and driving it forward 

and making it happen. Those are the folks who deserve my help far more than a corporation 

does. Those are the folks who excite me because there’s a genuine passion for what they’re 

doing. And anyone who has a passion at least deserves the opportunity to try and realize that 

passion. So that’s why I really like Guerrilla Marketing too because it’s about them and focused 

and tailored to their assets and their abilities and leveraging that for bigger gains.  

 

WM: One of the first books I picked up when I was looking to publicize my own writing was Guerrilla 

Publicity, and it’s just so approachable. I think that’s one of the reasons it has become such a 

popular series of books. There’s not a lot of hype or talk about the millions and millions of dollars 

people have made. It’s just – this is what you can do with a very reasonable budget to get the 

word out about your product or your service. 

 

ME:  You’re absolutely right in that. It’s very straightforward, very simple in the sense that here are 

some ideas – take them and run. But it works so well that large corporations are starting to 

adopt Guerrilla Marketing tactics because they’re realizing, wow, it really works. And I think it 

really works because it works on a relationship-type level. It’s about involvement rather than 

broadcasting. Getting the whole market involved rather than broadcasting a single message out 

to a single market. Especially in today’s day and age, people really want to be involved in the 

products and in the communication itself. Obviously online, it’s so easy to do that.  
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WM: It really ties into Web 2.0 and relationship marketing, as opposed to interruption marketing. So if 

you were an internet marketer just starting out and you wanted some tips on how to build your 

marketing without spending a lot of money, what would you suggest?  

 

ME:  Well, I’ll assume the person has already identified their target market and their niche. Then it’s a 

matter of finding out where they are and being where they’re at, so that way all your marketing 

energy, your time, your dollars, and what you have to say is focused on the people who need to 

hear it most. So finding other message forums, finding influential blogs and being there, 

community sites and being there…  

There are really four phases of involvement in the community. First off there’s nonexistence. 

When you first go into a market, you’re in a stage of nonexistence. Nobody knows you’re there. 

Nobody knows you’re alive and frankly, nobody cares. Then you’ve got to work to gain visibility. 

So you go to where your market is. You’ve got to be involved – making comments, contributing, 

and really giving value because that’s what causes people to take notice.  

Once you gain notice and you start giving value, you move up to the next step which is 

credibility. People start saying, ‘This person has something to say. They’re contributing value. I 

really like their point of view. They’re one of us.’ Because you’re coming in from an angle of 

giving first, they don’t see you as an outsider necessarily. They see you as one of them. That’s 

important, especially in Web 2.0. People are very protective of their communities – especially to 

outside marketers. When you come in from an angle of giving first, people will accept you 

quicker, and you’ll build credibility faster.  

Once you have credibility then it’s about, how do I leverage this into profitable relations? That 

may not necessarily be, how do we monetize this? I want to use a different word: reciprocal. So 

you could also have the community giving back to you and communicating with you directly. 

That could be with relationships with influencers in the market. It could be that they see you as 

an expert and an authority, and those types of positions. At that point you have the ability to 

monetize. Going into a market from a stage of nonexistence, visibility, credibility, reciprocity or 

profitability. And it’s all about going in and giving value. So when you go into a market looking at 

their biggest needs, their biggest challenges, the questions they’re asking – especially the ones 

they’re asking over and over – find ways to provide answers or information to those because 

that will help you rise to credibility the quickest. 

 

WM: It sounds like you’re a big believer in giving a lot more than people expect of you and giving away 

a lot of things free just to build that relationship.  

 

ME: Right, right. Call it karma; call it what you will but the more you help people, the more people 

will come to rally around you. Also think about this, especially if you’re moving into a market 

and you want to be the thought leader. People always want to have champions. They always 
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want to have a champion to rally behind: someone who stands up for their visions, their goals. 

Someone who will denounce those that stand against them. Those that will blaze new paths and 

offer new insights and new information. Really the only way you can be that is by giving to the 

community so folks start realizing, ‘Hey, this person is stepping up.’ You can become the 

champion by giving. And once you’ve become their champion, you’ve got a loyal following of 

raving fans.  

WM: That’s one of the things that really surprised me about the marketing business itself when I first 

started because it has the impression that everyone’s competing to win and stepping on the little 

guys to get to the top, but a lot of the internet marketing gurus out there have really built their 

careers on giving away solid products and valuable information for nothing, and then building 

their business from there.  

 

ME:  It’s kind of a twist on the lost leader type of marketing. You just put something out there and 

see what bites. And that’s the dog-eat-dog part of it, in a way – ‘What’s the biggest offer I can 

offer in order to compete with Joe down the street?’ It’s a difference in mind frame. It’s 

abundance versus scarcity mindsets, right?  

 

WM: Definitely. So are there any tricks or philosophies you find yourself implementing on a day-to-day 

basis?  

 

ME:  There’s a couple of new tools out there that I’ve actually started using, the main one being 

Twitter. I actually have recently used Twitter to move from a position of nonexistence to high 

credibility in days, into a new niche market that I had just broken into. You know, some of these 

things speed up the process. And again, going in from an angle of ‘What can I give? How can I 

help this community?’ is key.  

 

WM: How do you use Twitter? I know there was a big discussion on CopywritersBoard.com asking 

whether it’s way of getting clients and building your brand, or whether it’s just a waste of time. 

I’ve heard people saying both things, and it seems like it’s been successful for you.  

 

ME: It’s one of those things that isn’t right for everybody. If you’re one of those people who is 

distracted by shiny things – if you hear your e-mail ding and you rush to check your e-mail when 

it dings – Twitter probably will not be right for you because it will simply be a time suck. You use 

Twitter as a community, so you need to contribute to the conversations that are at hand, when 

you have something of value. You only have 140 characters, so you can’t have a whole pitch. It’s 

about creating curiosity and interest.  

Now as far as Twitter success stories, it’s funny. I work a lot in the real estate market right now. 

There’s a couple success stories here. One of them: I was at a real estate conference and we 
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helped a realtor set up Twitter for the first time. He used – what was the website called? 

twitterlocal.net, which allows you to search for Twitterers within a certain mile-radius. He found 

a few of them, started following them, and within a few hours he actually had someone e-mail 

him asking to look at homes in the area. He hadn’t even used Twitter yet. Didn’t even send out a 

single Tweet. But the fact that he followed people made them stop and say, ‘Hey. You’re a 

realtor, and you’re on Twitter. You’re like me.’  

Then there was another one, another folk, Jay Thompson in my local area. You can kind of post 

pictures on Twitter, as a link to a picture, and he said, ‘This could be your backyard. The listing 

goes live on Monday,’ and gave a link to the photo. And within hours, he had someone who said, 

‘You know what? I’m not interested but my friend is. I forwarded him the photo. Can we take a 

look at this home?’ So it can be a very powerful tool, but again, it’s about making the 

relationship first, and the sale second. I think Twitter offers a huge degree of transparency. 

Nobody wants to do business with a business entity as much as they want to do business with a 

person. With Twitter, here you are just being part of the conversation, being a part of the 

community, speaking your mind warts and all … I think people really respond to that and are 

more apt to say, ‘I get this guy.’ 

WM: Absolutely. Especially when the internet is so anonymous these days, with an avatar and a 

screen name. Twitter really brings out the human side of people again.  

ME:  I think even more so than blogs. In this day and age you really need to have a blog as a platform 

to really get your message across, as sort of a hub for your marketing. I really believe in using a 

blog as a hub for all your internet marketing. But I think Twitter is more powerful than a blog 

because with a blog you can hide behind a whole article, where with Twitter you only have 140 

characters to say what you’ve got to say. There’s nothing really to hide behind. Here’s what I 

have to say, and that’s it. I think it offers a deeper view as to who you are on a personal basis 

than through a blog.  

WM: Absolutely. And you can look on there and see that Jeff Walker is in the shower and John Reese 

has just pulled another all-nighter and you feel like you’re almost a part of these people’s lives.  

ME:  Yeah. The other night my wife, who’s a vegetarian, took me out to a vegan restaurant for my 

first time ever, and I twittered that here I am at a vegan restaurant, and yes, I’m scared. And you 

know, I got a lot of replies back on that, people ribbing me. But it allows people to see me as a 

real person, and I think that’s what’s really powerful about it.  

WM: And fun, too. 

ME:  Sure, and it goes back to the whole precepts of Guerrilla Marketing: seek relationships first. 

That’s how people do business, especially in this day and age.  

WW: So if somebody wants to get involved in Guerrilla Marketing, what would you suggest? 
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ME:  The website is www.gmarketing.com. That’s Jay Levinson’s web site. He’s the father of Guerrilla 

Marketing, and it’s sort of a hub for people to learn about Guerrilla Marketing. You can also be a 

part of the more advanced Guerrilla Marketing community and join the Guerrilla Marketing 

association, and take part in the weekly phone calls they do with Jay and some of the other guys 

– talk about what’s going on and hear interviews with experts. You can also take a trip to your 

local bookstore where you’ll find 40 to 50 different Guerrilla Marketing books, so there’s 

something out there for everybody.  

WM: Sounds great. Do you want to give a plug to Clickfluence.com? 

ME:  Yeah, if folks are interested in Guerrilla Marketing tactics and how to use persuasion online, 

they can go to clickfluence.com. Folks who are involved in real estate can check out 

HomeStomper.com. That’s focused strictly on online techniques and driving more business and 

developing deeper relationships with the marketplace. It’s for real estate professionals.  

WM: All right, well, thank you so much for your time.  

ME:  Good deal. Thank you so much for having me. 
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