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INTRODUCTION  

Today’s markets are changing very fast, along with customers and technology. In a period of 

crisis, when people lose their jobs, there are price-sensitive customers who can change the 

market easily. The same can be said for new competitors, distribution channels, 

communication channels, globalisation, technology, etc. In this thesis I will explain and 

pinpoint these changes in marketing communication.  

The thesis starts with a presentation on marketing and communication, followed by a 

thorough explanation of the origin of guerrilla marketing communication, how guerrilla has 

become a marketing tool and what the guerrilla marketing communication weapons are. All 

this has one purpose – to build a bridge with the following part of my empirical analysis. The 

focus of the thesis is the explanation and clarification of guerrilla marketing communication. 

There are some detailed explanations and examples of several guerrilla-marketing tools and 

their corresponding effect on consumer attitudes. The different guerrilla marketing 

communication tools or tactics are typically developed and used to provoke a deeper level of 

emotions among consumers (Albers-Miller & Stafford, 1999, pp. 42-57). 

The use of guerrilla marketing communication tactics is believed to have an effect on 

consumer attitudes (Liu Thompkins, 2012, pp. 59-72) and in this thesis we can see it how this 

effect works. Regarding consumer attitudes, we explain the basics of brand attitude and brand 

image – the opinion and perception of the advertising campaign can play an important role 

for the whole brand. If the participants in a particular advertising campaign have a positive 

opinion, the same opinion will prevail for a particular brand (Praxmarer & Gierl, 2009, pp. 

53-66).  The effect of the brand image is also important, since advertising with a good brand 

image helps towards strengthening the brand and differentiating it. In addition, it can make 

the consumer choose that particular brand (Meenaghan, 1995, pp. 23-44). 

Marketing is the activity, a set of institutions and a process of creating, communicating, 

delivering and exchanging offerings that have value for customers, partners and society 

(American Marketing Association, 2013). People who are working in the marketing 

departments of companies try to get the attention of target audiences by using slogans, 

packaging, graphic design, celebrity endorsements and general media exposure. Many people 

believe that marketing is just about advertising and sales.  

However, marketing is much more – it is everything a company does to acquire customers 

and maintain a relationship. Understanding consumers has become the focus of attention in 

the business world because the prosperity of companies is heavily dependent on satisfying 

customers and keeping them loyal (Kotler, 2000).  

As time passed, the marketing managers realised that they needed to use innovative ways to 

keep their costumers loyal and to gain new customers, because there is a thin line between 
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getting their attention and pushing them away. As was mentioned before, in this thesis I will 

talk more about non-traditional ways of marketing communication – guerrilla-marketing 

communication.  

In order to understand the principles of guerrilla marketing communication very well, first it 

is necessary to identify the difference between traditional marketing and guerrilla marketing 

communication. There are a couple of types of marketing communication, but in this thesis 

two of them will be explained – the traditional type, with its large budget and dependence on 

standard methodology and media, and the guerrilla marketing type, that concentrates on the 

non-traditional tactics and methods with a low budget.  

Traditional marketing requires a lot of money and uses typical marketing communication 

weapons, but a company using these resources may not be sure if they will deliver positive 

results. On the other hand guerrilla-marketing communication requires time, energy and 

imagination, as well as a small amount of money. In order to achieve an edge over 

competitors, companies need to experiment, while learning which of their marketing weapons 

brings most profit and more customers (Conrad Levinson, 2011, pp. 22-25). 

1 GUERRILLA MARKETING COMMUNICATION  

 

1.1 Origin of guerrilla marketing  

The term 'guerrilla' first appeared in the eighteenth century, or maybe even earlier, and it has 

a Spanish root, meaning ‘small war’. People in England started to use this term in the 

beginning of the nineteenth century to describe the term ‘fighter’ (‘A town was taken by the 

guerrillas’). In most languages, guerrilla still means a specific type of warfare (Che Guevara, 

2006). 

At the beginning of the twentieth century, this term became popular due to Ernesto Che 

Guevara, who used and defined this form of military tactics during the Cuban Revolution. 

Che Guevara was part of a small militia group that wanted to introduce its political concept 

into Cuba. Since Che Guevara and his followers did not possess so many resources, like 

weapons and money, they needed to fight using sabotage and an element of surprise. Che 

Guevara realised that his group was small and that it could be more flexible and achieve 

quicker coordination. Using ‘unconventional weapons and activities’ helped the group 

unsettle the enemy (Che Guevara, 2006). 

In the book Guerrilla Warfare, written by Che Guevara, it describes all the tactics and 

methods that he was using during the Cuban Revolution. The most important elements from 

his guerrilla warfare are:  
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1. Ultimate goal: victory over enemy  

2. Using the element of surprise  

3. Tactical superiority 

After the 1960s, America faced these tactics in the Vietnam War. Vietnam had a much 

weaker military power than the USA, but using the aforementioned tactics, as well as 

possessing superior knowledge of the territory, the Vietnamese became unbreakable (Palling, 

1983, Vietnam: A Television History). 

The term ‘guerrilla’ started to appear as a marketing term. The American marketing experts 

realised that the market was over-saturated and they needed to find another way of 

advertising. Wherever people go, they are bombarded with different marketing initiatives. 

Since they are exposed to so many marketing communication events, it is impossible to be 

influenced by them. They are constantly getting better at avoiding the influence of traditional 

advertising messages (Dahlen, Granlund, & Grenros, 2009, pp. 155-163). Being exposed to 

the same type of messages repeatedly will make the consumer familiar with it and 

immediately block them out (Hutter, & Hoffmann, 2011, pp. 39-54). One way to solve this 

problem includes increasing the advertising budget and marketing strategies. Nevertheless, it 

is not a long-term solution. The best thing that companies can do is to make their messages 

different and to create something that will stand out from the competition, in order to be seen 

and heard by the customers. 

This is the reason why companies need to use guerrilla marketing. This concept was 

introduced by Jay Conrad Levinson in the 1980s. This method of promotion was developed 

particularly to help small companies, since they had small budgets and needed to make a big 

difference with their advertising campaigns. He started with a few industries including 

computers, solar energy, waterbeds and fast food chains, because these companies had empty 

wallets and big ideas. He realised that small companies could not afford to make mistakes 

and everything had to be done right the first time (Levinson, 2011). 

 

1.2 Guerrilla marketing tactics  

Although marketing communications can be dated back to 4,000 BC, when the Egyptians 

used papyrus to make sales messages, we can say that guerrilla marketing communication is a 

relatively new term in marketing literature, and most of the experts and researchers are trying 

to find an acceptable definition for it. According to Conrad Levinson (1984) guerrilla 

marketing communication is a marketing communication strategy that focuses on low-cost 

unconventional marketing tactics that yield maximum results. This alternative advertising 

style relies heavily on unconventional marketing strategies, high energy and imagination.  
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Guerrilla marketing communication is all about taking the consumer by surprise, making an 

indelible impression and creating copious amounts of social buzz. This form of 

communication is said to make a far more valuable impression on consumers in comparison 

with more traditional forms of advertising and marketing communication. This is because 

most guerrilla marketing campaigns aim to strike the consumer at a more personal and 

memorable level.  

 

Another definition of guerrilla marketing communication is that it is the act of executing an 

unusual or unexpected marketing communication activity in a common, everyday place, in 

order to generate a buzz for products or services. The main point of guerrilla marketing 

communication is to put the business name in front of as many people as possible, in an 

unexpected way. It is usually a low cost form of marketing (Manker, 2012).  

Guerrilla marketing campaigns include creative ideas realised in an uncommon way or with 

unconventional methods and in places that nobody expects. The surprise effect is very 

important for the guerrilla marketing campaign. As mentioned before, people today are 

overwhelmed with advertising everywhere and this is a big problem for the creative agencies 

when they are trying to create marketing communication that stands out. For that reason, 

guerrilla marketing is a great way to make an unusual, funny, surprising advertisement that 

can be easily remembered.  

Another very important aspect of guerrilla marketing tactics is the need to attract maximum 

customer attention with minimum costs. It means strengthening the brand, using imagination 

and being flexible instead of magnifying the market, increasing enterprise size or marketing 

budgets. It is wrong to think that spending less money on a guerrilla marketing campaign 

means it will be a less successful campaign, attracting a smaller audience. On the contrary, a 

company can spend less money, but with the right guerrilla tools, it will have a greater effect 

on people.  

Therefore, it is safe to conclude that one of the reasons why guerrilla marketing 

communication has been so warmly welcomed by businesses is that it is not complex and it is 

very straightforward. Keeping it simple is often a desired goal of a guerrilla marketing 

campaign and such initiatives can often generate a powerful competitive advantage 

(Levinson, 2011). 

 

1.3 Guerrilla marketing communication weapons 

Over the years, guerrilla has become a weapon in marketing, instead of a weapon used in 

battlegrounds. With such weapons, marketing professionals create brand awareness. Since 

there is no official classification of guerrilla marketing weapons, the following division, 

chosen by Ujwala (2012, pp. 120-128), will be used (Figure 1): 
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Figure 1. Guerrilla marketing weapons 

                                  

Source: B. Ujwala, Insights of guerrilla marketing in business scenario, 2012. 

   

1.3.1 Out of home weapons          

As the name suggests, these marketing weapons are used in public locations. Using all out-of-

home weapons will not only attract the attention of people who are passing by at a particular 

time and place, but these forms of media will also increase the publicity levels for the 

company and make people talk about the product being promoted. The most successful out-

of-home weapons, according to Ujwala (2012, pp. 120-128), are ambient marketing, guerrilla 

sensation and ambush marketing, being defined as follows. 

1.3.1.1 Ambient marketing                

Ambient advertising includes placing advertising in places (locations) one would not 

normally choose for such advertising, using unconventional methods (execution). A common 

trend in ambient advertising is to take an object and present it in a larger or smaller scale. 

When we see something, it is either abnormally large or small, so we cannot help but stop 

and stare. It is a great way to raise curiosity and makes a potential customer come and take a 

closer look (Luxton & Drummond, 2000, pp. 734-735). 

Every company that works with ambient advertising sees the world as an advertising stage. 

Everything is considered a potential medium for advertising. Ambient marketing 
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communication allows marketing specialists to attract the attention of a target audience in a 

location and situation that is most relevant to the brand being advertised. Also, it gives 

marketing staff a chance to talk to the prospective consumers when they are least expecting a 

commercial to flash in front of their faces, so they cannot skip it by simply using a remote 

control while watching television.  

The key to a successful ambient marketing campaign lies in choosing the best available 

marketing communication format and combining it with an effective message. This type of 

outdoor weapons in guerrilla marketing communication, even though it is intended for small 

companies with small budgets, is often adopted by big brands like Nike, Daewoo, Coca-Cola, 

Nestle, Virgin and numerous car manufacturers.  

One example includes the Scotch-Brite brand. Its products are used for cleaning home 

appliances, which means it is very difficult to create a guerrilla campaign to raise awareness. 

The agency Y&R placed a large version of one of the brand’s products in Bangkok – a big 

sponge sitting on water fountains, demonstrating the new absorbent quality of the sponge and 

showing how effective Scotch Brite is as a powerful cleaner. This led to increased awareness 

and increased sales for the company. It is a perfect example of ambient advertising. It can be 

shocking, surprising or funny. It can be found anywhere and everywhere. It is about creating 

a new way of thinking (Figure 2). 

Figure 2. Scotch Brite sponge – ambient marketing 

 

Source: P. Wongki-La, Scotch Brite Bangkok, 2009. 
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Another good example of ambient marketing is the campaign for the Mini Morris used in 

Zurich, Switzerland, at a train station (Figure 3). By placing the car next to a staircase that 

people used for exiting the station, the impression was communicated that the Mini Morris 

has a large amount of space and many people can travel in them. So it’s a fact that companies 

of all sizes use this type of marketing to great effect. 

 

Figure 3. Mini Cooper – ambient marketing 

 

Source: P.Kiss, Mini Cooper proving to be very spacious in Zurich, Switzerland, 2012. 

 

McDonald's and Coca-Cola share the top spot for the effective use of this type of guerrilla 

marketing communication. Over recent years, McDonald's has made some interesting 

guerrilla campaigns that are not considered as standard ‘food porn’ commercials.  

 

In 2010, for St. Patrick’s Day (commemorating Ireland’s patron saint), the company placed a 

life-sized version of an empty shamrock shake next to the Chicago River (Figure 5). They 

used the fact that for the last 43 years, the Chicago River turns green for the St. Patrick's Day 

parade celebration. The idea was a perfect match for a product with an Irish orientation, 

effectively promoting Irish-made products or holidays in Ireland. Other examples of 

McDonald's guerrilla advertising include using the common elements on the streets (lamp 



8 

 

posts, traffic lights etc) to display their products, from coffee, French fries and chicken 

nuggets, to giant bags. 

 

The Coca-Cola Company is a master at creating guerrilla marketing campaigns and attracting 

the attention of customers. One of the company’s campaigns showed a ‘city with a little less 

grey’. In Amsterdam, they installed a small lawn in the city centre and a Coca-Cola vending 

machine. People who wanted to get a bottle of Coca-Cola needed to take off their shoes and 

enjoy the cool and refreshing drink on the turf. To help bring a little colour into the business 

district, Coca-Cola brought benches, trees, rabbits and other interesting things (Figure 6). 

 

There are many examples of guerrilla marketing campaigns from Coca-Cola, McDonald's and 

other big consumer companies. Although these examples are incredibly creative and clever, 

they are mostly one-way experiences, and the only goal is to entertain customers (Figures 4, 5 

and 6).  

 

Figure 4. McDonald's – ambient marketing 

 

Source: M.Oostheizen, McDonald's: Pedestrian crossing, 2010. 
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Figure 5. McDonald's – ambient marketing 

 

Source: J. Schear, Lo Shamrock Shake nel verde del Chicago River, 2011. 

                                                        

Figure 6. Coca-Cola – ambient marketing 

 

Source: S. Severn, Coke roll out of happiness - guerrilla markeitng, 2013. 

http://www.jeffschear.com/
http://www.bloguerrilla.it/2011/03/15/lo-shamrock-shake-nel-verde-del-chicago-river/
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1.3.1.2 Guerrilla sensation 

Guerrilla sensation is very similar to ambient marketing. The difference between the two is 

very slight. The sensation marketing are one -time occurrences, and not repeatable.  

The principles of the two are the same – they aim to surprise and fascinate the consumer. 

However, guerrilla sensation refers to a dynamic activity involving people. An example of 

this guerrilla marketing communication weapon would be PETA's campaign. PETA is the 

largest animal rights organisation in the world. It consists of 1.8 million members and gets 

donations from all these people, but it still cannot afford traditional advertising and branding 

campaigns. Therefore, they invest a lot of energy in guerrilla marketing campaigns, in the 

form of colourful and provocative demonstrations.  

PETA's Meat is Murder campaign in New York City was presented using volunteers lying 

nearly naked in giant plastic-wrapped meat trays, covered in fake blood (Figure 7 and 8). The 

main point of this campaign was that all animals are made of flesh, blood and bones, just like 

humans, and that they have feelings and emotions, which means that people who eat meat, 

actually eat corpses (Sajoy, 2013, pp.42-47). 

                       

Figure 7. PETA – Guerrilla sensation 

 

Source: J. Mackey, Human Meat Packages from PETA, 2010a. 

. 

 

http://www.toxel.com/inspiration/2010/08/07/human-meat-packages-from-peta/
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Figure 8. Peta - Guerilla sensation 

 

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

 

1.3.1.3 Ambush marketing  

Ambush marketing is a marketing technique featuring products and events which are 

connected,   but the sponsors don’t cover the sponsorship expenses for such events (Sauer, 

2002). The main point of ambush marketing is to promote a product or service and to achieve 

significant publicity value without having to contribute to the financing of the event through 

sponsorship.  

Major sporting events, like the Olympic Games, World Cups and others, use this type of 

marketing. Rivals of the official sponsors create the strategy. Each official sponsor pays large 

amounts of money, sometimes measured in billions, to become the exclusive sponsor, while 

leaving the other companies in the dark. Ambush marketers still manage to make people 

notice their products, and to strengthen their brands in unusual ways. 

Examples of ambush marketing could be found during the US Open (a Grand Slam 

tournament) and the marketing war between Stella Artois and Heineken (Figure 9, 10 & 11). 

Back in 2011, Stella Artois placed tennis-themed advertising at the Long Island railway 

station, near the Billie Jean King National Tennis Center.  

However, Heineken is the official sponsor of the U.S Open. For their investment, the brand 

received stadium signage, on-site hospitality plus activation, exclusive beer sales, as well as 

retail logo rights. What was not promised to Stella was public transport advertising space in 

http://www.toxel.com/inspiration/2010/08/07/human-meat-packages-from-peta/
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or at subway stations. Fifteen advertisements littered the public transport terminal near the 

tournament and made it look like Stella was sponsoring a tennis event (Kaplan, 2011a).  

Figure 9. Stella Artois – ambush marketing 

 

Source: D. Kaplan, Ambush Marketing – Stella Artois, 2011b. 

Figure 10. Stella Artois - ambush marketing 

 

Source: D. Kaplan, Ambush Marketing – Stella Artois, 2011b. 

http://www.sportsbusinessdaily.com/Journal/Featured-Authors/Daniel-Kaplan.aspx
http://beertoasts.com/2011/09/13/ambush-marketing-stella-artois/
http://www.sportsbusinessdaily.com/Journal/Featured-Authors/Daniel-Kaplan.aspx
http://beertoasts.com/2011/09/13/ambush-marketing-stella-artois/
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Figure 11. Stella Artois - Ambush Marketing 

 

Source: D. Kaplan, Ambush Marketing – Stella Artois, 2011b. 

Another example is the 2010 World Cup matches in South Africa, when Dutch girls were 

wearing short orange dresses made by the Dutch beer company Bavaria, even though 

Budweiser was the official sponsor of the World Cup (Figure 12).  

Figure 12. Bavaria – ambush marketing 

 

Source: A. Boyers, Another triumph for Fifa's chillingly efficient rights protection team, 2010. 

http://www.sportsbusinessdaily.com/Journal/Featured-Authors/Daniel-Kaplan.aspx
http://beertoasts.com/2011/09/13/ambush-marketing-stella-artois/
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It's worth noting that FIFA
1
 prohibited this kind of marketing (ambush marketing is also 

known as prohibited marketing) and posted the following statement online: ‘Companies 

engaging in prohibited marketing fail to appreciate that the FIFA World Cup is the result of 

FIFA’s significant efforts to develop and promote the tournament, something which would 

not be possible without the financial support of FIFA’s Commercial Affiliates. Ambush 

marketers try to take advantage of the goodwill and positive image generated by the FIFA 

World Cup™ without contributing to its organisation.’(FIFA Organisation, 2013). 

1.3.2 New media       

Over the last five years, technology has been rapidly changing and expanding in every field 

imaginable. Smart phones are now capable of acting as stand-alone computer devices that can 

take pictures, search the internet, send emails and text messages and yes, they even make 

phone calls. While it might seem that the technology of today has reached its limits, it is still 

actually spreading its proverbial wings.  

Only twenty or so years ago, personal computers were becoming small and affordable enough 

for families to buy them for home use. Since then, the world of technology has shown no 

signs of slowing down and practically every device available today is somehow tied to 

computer technology.  

With these new devices, we have unlimited information, shopping possibilities and we can 

buy whatever we want. Of course, this also gives businesses the ability to use the advantages 

of new technology to the fullest. In the following section, I will describe the two most 

important instruments in guerrilla marketing that use this new technology.  

1.3.2.1 Viral marketing 

Viral marketing is an important weapon in guerrilla marketing communication. It is a type of 

internet advertising or marketing that spreads exponentially whenever a new user is added. 

Viral marketing assumes that as each new user starts using the service or product, the 

advertising message will be communicated to everyone with whom that user interacts (Viral 

Marketing, n.d).  

One of the ways in which the web works is that when an idea takes off, it can propel a brand 

or a company to seemingly instant fame and fortune, free of charge. Regardless of the type of 

campaign, it causes people to share it, using viral marketing, word of mouth, as well as buzz 

methods and it causes a so-called ‘boom’ effect. One person sends it to another, then that 

person sends it to yet another, and on and on (Scott, 2011).   

The formula for success with viral marketing is a combination of great and free web content 

that provides valuable information, plus a group of people to light the fire and provide links 

                                                 
1
 Fédération Internationale de Football Association 
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that make the content very easy to share. Great and free web content includes videos, blog 

entries, interactive tolls or e-books that provide hilarious, funny, useful information and 

sometimes, a celebrity is involved. Viral marketing campaigns are an amazing way to 

generate a huge amount of buzz and brand awareness whether they are carried out online or 

offline. This kind of marketing very is popular, so it is no wonder that it is used by both small 

and big companies (Ciotti, 2013). 

Many people are asking themselves why some videos on YouTube have between two and 

three million views. Jonah Berger took a full-scale look at the nature of virality and viral 

marketing in his book Contagious: Why things catch on. He explains that people enjoy 

sharing things that compliment them, either by making them look ‘in the know’ or displaying 

their good taste. Berger's research shows that people tend to share content that evokes a 

strong emotional reaction (Berger, 2013).   

Most of the big companies are using viral marketing in order to reach big groups of people 

easily. Coca-Cola decided to organise a guerrilla marketing campaign in order to bring 

happiness and smiles all across the world. The company printed several hundred movie key 

frames on t-shirts and sent them to different people – from fans, to people who were actively 

helping them. All of these people were supposed to take a photo while wearing the t-shirt and 

send it back to Coca-Cola Company. After collecting all the photos, Coca-Cola told a story 

by filming a special video (YouTube, 2010a).  

Apart from big companies, organisations that want to strengthen their brand and are not that 

famous use viral marketing as well, since it is very much less expensive than creating 

traditional marketing campaigns.  

The video for Contrex water cannot be considered a typical ‘viral video’ because some 

people regard it as part of a guerrilla sensation strategy. Nestle launched a new advertising 

campaign for its Contrex mineral water which has a high calcium content that supposedly 

speeds up the metabolism, thus burning calories and helping those who drink it to lose 

weight. Their French ‘Contrexpérience’ commercial obviously targets women, since it 

features a group of women that burn 2,000 calories in just a few minutes of pedalling bicycles 

that then power a neon male stripper (Figure 13 and 14).  

Only a month after the campaign started, it generated additional sales of 5.6 million litres of 

water (or a €2.3 million turnover). The videos on YouTube and Vimeo got around 20 million 

views in two months, and around 100,000 Facebook fans within three months (Lancien, 

2011).  

 

https://plus.google.com/113700089599268336343?rel=author
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Figure 13. Contrex - Viral Marketing 

 

Source:  N.Karakatsanis, Contrex Contrexpérience,2011. 

 

Figure 14. Contrex - Viral Marketing 

 

Source: N.Karakatsanis, Contrex Contrexpérience, 2011. 

http://theinspirationroom.com/daily/tag/nicolas-karakatsanis/
http://theinspirationroom.com/daily/tag/nicolas-karakatsanis/
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Another brand that sought to strengthen the relationship with its customers was the WestJet 

airline company, which attracted over 7.5 million hits on YouTube just two days after posting 

a video. A viral video shows the airline surprising passengers during their arrival at Calgary 

Airport with the Christmas presents they wished for hours earlier, while talking to a virtual 

Santa Claus (Figure 15 and 16). The list was huge – from smartphones and tablets, to 

underwear and socks. Some of the people also wanted a big television set.  

The video was gripping, wonderful and connected with people. It was a Christmas miracle for 

around 250 passengers. According to David Ian Grey, an expert in marketing and CEO of the 

marketing agency DIG360 Consulting Limited, the video generated ‘multiples of value 

compared to the cost of products (Bouw, 2013). Even if WestJet wrote on their blog that the 

video was not about branding, but about passengers and creating a remarkable experience, 

most of the experts would agree that it was a huge social media success (Bender, 2013 and 

Youtube.com, 2013). 

Figure 15. WestJet – Viral marketing 

 

Source: G. Plata, WestJet Christmas miracle: real-time giving, 2013. 

 

http://blog.westjet.com/author/gplata/
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Figure 16. WestJet – Viral marketing 

 

Source: G. Plata, WestJet Christmas miracle: real-time giving, 2013. 

 

Another example of viral marketing was used by the Heineken beer brand. Heineken made 

one guerrilla marketing campaign for the football match between Real Madrid and AC Milan 

in Italy.  

The story started on 31 October 2010, when both clubs were due to play a match. The 

Heineken team organised a fake event with featuring poetry and classical music that took 

place at the same time as the match. Around 200 accomplices participated in the event. One 

hundred girls forced their boyfriends to miss the match and go with them to the concert. 

Professors were included in this campaign as well, so students were also forced to go to the 

concert. There were journalists too.  

In the end, the results were amazing: 1136 ‘victims’ were caught in the trap,  over 1.5 million 

people watched them live on Sky Sport TV, ten million people saw them on the news the 

following day, and over five million unique visitors learned about them online in the two 

weeks after the event, on blogs, forums and social networks. In the end all participants 

watched the game and drink Heineken beer on one hand and on other it was "non-traditional" 

marketing campaign for Heineken (Bender, 2013 and Youtube.com, 2010b). 

http://blog.westjet.com/author/gplata/


19 

 

1.3.2.2 Guerrilla Mobile 

Mobile phones represent the most popular market in the world. About 49 per cent of the 

people in the United States use smartphones and by 2017, it is estimated that 68 per cent of 

the population will have these devices (An IDC Research Report, 2012).  

Every weekend, smartphone owners spend in average 163 minutes communicating and using 

social media networks on their phones. From Monday to Thursday, they spend 87 minutes 

doing the same. Throughout the world, 79 per cent of smartphone owners have their 

smartphones with them on average 22 hours a day (Stadd, 2013).  

Mobile phones can be used for guerrilla marketing purposes in several ways, by using 

different kinds of technology and processes. The guerrilla mobile platform makes it just as 

easy to create a custom mobile app as it is to create a branded Facebook page. Guerrilla 

mobile platforms grab the attention of the people and inform them about everything that is 

happening with their company and products. Other mobile phone promotions include 

Bluetooth marketing, using SMS and MMS for sending vouchers and discounts, push 

notifications to notify potential customers about new offers, as well as using mobile photos in 

internet competitions. 

Using mobile phones as a source of important information that is always available to the 

phone owner gives the marketing professional a full scale of opportunities for customer 

relationship management and customer service marketing campaigns (Horky, 2014).  

1.3.3 Low budget 

1.3.3.1 Ideas from small and medium-sized companies 

This guerrilla marketing weapon is for small and medium-sized companies with a really 

small budget. Small and medium-sized companies do not have any disadvantage in 

comparison with big and powerful financial companies. On the contrary, they use some of the 

weapons that are actually free of charge. Most of the clever ideas will appear through 

unconventional methods that are supposed to attract the attention of the target group.  

 

1.4 Guerrilla marketing tools and corresponding effects 

As previously mentioned, there is no official itinerary of guerrilla marketing weapons. Some 

marketers tried to identify different categories, like how different guerrilla instruments try to 

evoke three types of effects: surprise effect, diffusion effect and low-cost effect.  

In the following Тable, I present the instruments and the effect they cause to the 

correspondents.  
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Table 1. Guerrilla marketing instruments and corresponding effects 

Instruments Effects Description 

-Ambient marketing  

-Sensation marketing  
Surprise effect  

Due to the surprise effect of guerrilla action, consumers 

pay more attention to the message  

-Viral marketing  

-Buzz marketing  

-Guerrilla PR  

Diffusion effect  

Consumers are thrilled by the guerrilla message and 

tend to diffuse the message through different media 

channels 

-Ambush marketing  Low-cost effect  

Guerrilla marketing is inexpensive, drops the traditional 

advertising costs and is more flexible than traditional 

marketing  

 

1.4.1 Surprise effect 

The surprise effect in guerrilla marketing is very important. Every company that uses 

guerrilla tactics in the marketing mix likes to achieve the surprise effect from the point of 

view of customers.  

Ambient and sensation marketing tools can be included in the surprise effect. Both of these 

marketing tools can be defined as a divergence of expectations and perception, which 

changes people’s mental activation. As Derbaix, and Vanhamme, (2003, pp. 99-116) 

explained, a surprised person stops their previous activity and switches their attention to the 

surprising event.  

Most marketers use this effect to introduce humour, shock and (occasionally) silliness into 

the advertising message. This is a good way for marketers to grab people's attention by 

implementing advertising campaigns in different and unusual locations, aided by media and 

new media techniques.   

1.4.2 Diffusion effect 

In comparison with traditional marketing, the marketing tools that are in this category enjoy 

the benefits of low cost, better targeting of consumers, higher credibility and faster diffusion 

(Thompkins, 2012, pp. 59-72). According to Thompkins, the diffusion effect can easily be 

made, as long as the company has the right ‘big-seed’ (using many seed consumers) strategy 

and message quality.  

Moreover, the company needs to choose consumers who have strong ties with the advertiser 

and can influence others. In order to make people share the message, advertising needs to 
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stimulate some emotions, as they motivate people to share their experience or current 

conditions.  

1.4.3 Low cost effect 

According to Hutter and Hoffmann (2011, pp. 39-54), marketers can choose to place 

advertising in a place where they spend little money and they will still beat the competition. 

Even if these big events required many investments, in the end, the costs will be relatively 

decreased for every person that has been reached. 

2 IMPACT OF GUERRILLA MARKETING COMMUNICATION ON 

CONSUMER BEHAVIOR  

2.1  Message design 

Guerrilla marketing would not be complete if marketers planned a surprise effect or low cost 

advertising, without considering the design of the message. Up to 20 years ago, most of the 

theorists had not considered that individuals have systematically different definitions of 

communication that might be reflected in a different understanding of the same message. This 

stands true even today. Most of the people do not understand and ignore the information with 

which they are bombarded, unless the message is transferred correctly or causes a certain 

effect or an emotion (O'Keefе, 1988, pp. 80-103).  

According to O'Keef (1988, pp. 80-103), there are three different concepts of communication: 

 Expressive  

 Conventional  

 Rhetorical 

 

Expressive design logic is simple; communication is simple and clear, every person expresses 

what they think or feel and with this concept, the messages are assumed to be received and 

straightforwardly understood by hearers who will be provoked to have certain thoughts, 

feelings and reactions (O'Keefе, 1988, pp. 80-103). 

 

Conventional design logic gives rise to a particular conception of communication in which 

communication between the speaker and the hearer is constituted by cooperation. Speakers 

cooperate by playing the game and doing the things they are obligated to do, whereas hearers 

cooperate by playing the game and attending to conventionally significant features of the 

context (O'Keefе, 1988, pp.80-103). 

Rhetorical design logic describes the knowledge of conventional social forms and relations 

that are subsumed within themselves and situations that are mutable rather than fixed 

(O'Keefе,1988, pp. 80-103). 
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The concept of communication is not the only important thing; marketers also need to know 

how to attract people, make them become interested in a product or a service, and then 

persuade them to take action and buy the product or service. 

One model to use when designing the message is the Lavidge and Steiner model from 1961 

(Sinh, 2013, pp. 92-96). The hierarchy of effects model of marketing communication was 

created with six steps that customer go through – from viewing a product advertisement to 

actual product purchase. The model is divided as follows: 

 Awareness – the customer becomes aware of the product 

 Knowledge – the customer begins to gain knowledge about the product 

 Liking – the customer begins to like the product 

 Preference – the customer focuses only on a particular brand  

 Conviction – the desire of the customer to purchase the product 

 Purchase – the customer has proceeded through the above stages and purchases the 

branded product.  

Everything that a good message needs to have is included in the hierarchy of effect model by 

Lavidge and Steiner; this means that every message should be able to cause awareness of the 

product and for the customer to gain some knowledge about the product. In the next phase, 

the consumer should start to like the product and to choose that particular product instead of 

competing products. The last phase is the purchase phase or when the customer proceeds 

through all the stages and purchases the branded product (Sinh, 2013, pp. 92-96). 

2.2 Creativity  

If you ask marketers or business professionals what the key to success in advertising is, 

everyone will mention creativity. Creative advertising is more memorable, it can literally 

stick itself in your memory, it works with only a low budget and it can be spread faster 

(Reinartz &Saffert, 2013). 

Most of the marketers are asking themselves if creative advertisements are more effective in 

attracting the attention of people and inspiring them to buy a particular product. Taking into 

account numerous laboratory experiments, it has been discovered that creative messages get 

more attention and lead to positive attitudes about products being promoted, but there is no 

evidence that the message influences purchase behaviour (Reinartz, & Saffert, 2013).  

Reinartz & Saffert (2013) conducted research on whether creative advertisements influence 

consumer behaviour and attitude. The results indicated that money invested in a highly 

creative advertising campaign had nearly double the sales impact than money spent on a non-

creative campaign. Another important fact from the research was that most of the advertising 

agency creative people think primarily of originality when creating effective advertising 

campaigns. There are many levels of creativity and they vary, depending on the product or 

service being promoted.  
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2.3 Credibility 

The most important thing when it comes to establishing brand awareness is that of building 

credibility. Brand credibility is defined as the believability of the information conveyed by a 

brand, which requires consumers to perceive that the brand has the ability and willingness to 

continuously deliver what has been promised (Tulin & Swait 1998, pp. 131-157; 2004, pp. 

191-199).  

Brand credibility includes valid symbols that ensure that companies remain honest about their 

products and services, even extending to the examination of complaints (Hovlan, Janis & 

Kelley, 1953). That means that even the most creative marketing strategy will not render the 

desired return on investment if people do not believe in the brand.  

People prefer to buy products that they can trust. It is no secret that brands like Coca-Cola, 

Apple and Google have big credibility. CoreBrand measures the familiarity and favourability 

of 1,000 corporate brands across 54 industries in the United States (Corebrand, 2014). 

According to CoreBrand, the following ten companies are the most respected companies in 

America (Figure 17).   

 

Figure 17. Most respected brands 

 

Source: C.Taibi, Top 10 Least Respected Brands In America, 2014. 

 

As can be seen, each of these ten brands has a major presence and has proved to be very 

successful within its sphere of business. However, not all large and successful companies 

enjoy the same treatment. For example, Nike has been affected by rumours of child labour 
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and exploitation of labourers in sweatshops of Asia. The same happened to IKEA, despite the 

fact that this company has had an active policy of keeping its network of suppliers clean of 

this practice for years (Maathuis, Rodenburg, & Sikkel, 2004, pp. 333-345).  

In 2012, McDonald's played a game of two aces. On the one hand, a video explained how the 

company makes hamburgers look better in photographs than they are in real life. Another 

video explained how they prepare the hamburgers. Most people did not understand the point 

of these two videos, but the result was amazing – increased credibility.  

On the other hand, people are becoming sick of all television food commercials that are not 

believable, since they promise that consumers will be healthier, lose weight or even feel 

better if they eat fast food. The documentary Super Size Me was shown in cinemas in many 

parts of the world and it demonstrated how unhealthy McDonald's food is in reality in terms 

of calories, cholesterol and sodium (Tice, 2010). 

2.4 Consumer brand attitude and brand image 

The American Marketing Association defines brand as name, term, sign, symbol or design, or 

a combination of these elements, intended to identify the goods and services of one seller or 

group of sellers and to differentiate them from those of other sellers (American Marketing 

Association, 2013).  Brand researchers traditionally assess how consumers perceive and 

evaluate brands, examining brand attitudes, brand evaluations and perceived brand quality 

(Keller, 1993). More recently, research noted that consumers differ not only in brand 

perception, but also in how they relate to brands (Fournier, 1998, pp. 343-373; Muniz & 

O'Guinn, 2001, pp. 412-432).  

Brand associations with human qualities lead people to develop emotional attachments 

similar to relationships they form with other people (Aaker, Fournier & Brasel, 2004, pp. 1-

16). Research on the consumer-brand relationship shows that different brands often 

correspond to different interpersonal relationship profiles (Fournier, 1998, pp. 343-373). 

Most marketing efforts aim to influence consumer attitude. Conceptually, the consumer brand 

relationship or brand relationship quality is much richer than overall evaluations of behaviour 

intentions.  

Brand has value, in terms of the quality and satisfaction of the customer for the product or 

service. This provides trust in the brand and this is the first step customers take to becoming 

loyal and actually making a purchase. For customers, the brand plays an important role in the 

decision-making process (Srinivasan & Fukawa, 2007, pp. 1082 - 1093). Before making a 

purchase, customers make a decision based on a certain process that involves considering any 

experience with the product or asking friends and acquaintances about that product's brand 

regarding its performance, quality, appeal etc (Keller, 2002). 

According to Park et al. (2010, pp. 1-17) consumers who are highly attached to a brand are 

more motivated to expend resources of their own in the process of self-expansion. These 
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resources are divided into social resources, such as defending the brand (Johnson and 

Rusbult, 1989, pp. 967-980), financial resources, or willingness to pay a higher price for that 

brand (Thomson, MacInnis, & Park, 2005, pp. 77-91) and time resources, involvement in 

brand communities and brand promotions (Muniz & O’Guinn, 2001, pp. 412-432; Schouten 

& McAlexander, 1995, pp. 43-61). 

It is estimated that we do not pay any attention to nearly half of the available brands when 

considering making a purchase (Russo et al, 1994, pp. 274-290). Most products only get a 

quick cursory glance, and only a few privileged brands really hold our attention. Research 

shows that the more attention a product receives, the more likely it is to be chosen (Chandon 

et al, 2002). 

The intention of costumers to purchase a particular brand can be defined as their willingness 

to buy that brand, after the brand was seen on television or as part of an outdoor marketing 

campaign. Just being interested in the product does not mean that the customer will buy it.  

Customer brand attitude can be thought of as having two components: The strength of 

positive or negative valence that a customer experiences with regard to a particular brand and 

the conviction that the positive or negative valence is accurate. In other words, how much 

does the customer like or dislike a brand, and how convinced is the customer that this 

perception about the brand is correct (DeVault, 2010). 

3 RESEARCH OF GUERRILLA MARKETING COMMUNICATION ON 

CONSUMER BEHAVIOR  

 

3.1 Methodology and research questions 

The research in this master thesis is based on primary data collection, conducted with the help 

of an internet survey tool (Master thesis for guerrilla marketing - online survey -1ka.si, 2014), 

and analysis was conducted with statistical tests and explained by the abduction method. A 

link to the online questionnaire was sent to respondents by email. These people could then 

forward the questionnaire to their own contacts.  

Results were gathered from Slovenia, Macedonia, the United States, Australia and the 

Netherlands, and they were all in the English language. The research instrument was based on 

marketing scales (Bruner, Hensel and James, 2005). The scales are composed of Likert-type 

point statements meant to assess a person's attitude about particular brand advertising to 

which he or she has been exposed.  

Sample units were chosen randomly. There were 250 participants, from which 120 answered 

all questions. The data was collected in May 2014. The interviewees were exposed to 

guerrilla and traditional marketing communication campaigns. For each brand, guerrilla 
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marketing and traditional marketing advertisements were on the same page, as the idea was 

for the interviewees to see  both campaigns.  

The first part of the questionnaire was related to all brands together and what interviewees 

felt or thought about each brand. The second batch of questions was related to traditional and 

guerrilla marketing communication (Appendix A, B, C & D).   

 

Although there is often no sharp line between the two advertising types – guerrilla and 

traditional – the division in my research was based on the following criteria. The guerrilla 

marketing campaigns are interactive and take place outdoors. Traditional marketing 

campaigns involve posters on billboards. All of the photographs/examples were taken from 

websites that are related to guerrilla marketing.  

In this research we are using two methods to explain the results – the abduction method and 

statistical tests.  

The abduction method works with limited sets of data or evidence in order to come up with 

the best possible explanation (Dew, 2007, pp. 38-45). According to Dew (2007, pp.38-45), 

the abduction method makes guesses about what the best ways are to explain unexpected 

facts.  

There are three types of abductions: plausibility, defeasibility and presumption.  

Plausibility means that something seems to be true based on appearances. The second 

characteristic is defeasibility, which means that research questions can be replaced with better 

ones if they come up with new information on analysis. The third one is presumption, which 

means that future decision-making is based on initial research questions. 

Using the abduction method can help in analysing results. All the results will be just for the 

specific number of people taking the survey. That means that general assumptions will not be 

made based on the answers. 

Using the statistical method can support or reject the analysis conducted with the abduction 

method. The t-test is used to analyse Likert-type questions that give scaled results. Using t-

tests like Wilcoxon does not require the assumption that the difference between the two 

samples is normally distributed, to determine whether there is a significant difference 

between the average values of the same measurements made under two different conditions.  

Both measurements are taken on each unit within a sample. In this case, the sample consists 

of 120 participants answering the same questions while faced with both guerrilla and 

traditional marketing communication.   
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The following research questions will be explored: 

1. Is guerrilla marketing communication causing more attention and making a more 

memorable    impression in comparison with traditional marketing communication?  

2. Is the overall impression of the brand causing the interest of the advertising campaign for a   

specific brand? 

3. Is guerrilla marketing communication a more effective alternative for big brands than 

traditional marketing communication?  

 

The first question is related to the attention and memorable impressions of both types of 

marketing communication and how they affect consumer attitude. According to Levinson 

(2013), guerrilla-marketing communication makes much more valuable impressions on 

consumers in comparison with more traditional forms of advertising and marketing 

communication. This is because street advertising (or guerrilla advertising) aims to strike the 

consumer at a more personal and memorable level. The analysis is based on two questions in 

the survey, regarding attention-grabbing and memorable campaigns.  

 

The second question focuses on the overall impression of a brand that causes people to think 

that some types of advertising are more interesting than others. The analysis will be 

conducted using the t-test and guerrilla advertising and traditional advertising will be used as 

variables. The analysis will show what participants think of every brand and if they will 

choose a certain type of advertising because they are loyal to a brand or that it is just because 

they think the campaigns are interesting, without any relation to the brand.   

The third question will investigate if guerrilla-marketing communication is a good alternative 

to traditional marketing communication for big companies. Effective communication builds a 

strong relationship between the company and the customer. When it comes to small brands 

with a small budget, guerrilla advertising can be an effective alternative to traditional. 

Efficiency in guerrilla marketing over traditional marketing is in the tactics, which costs a 

fraction of the amount required for traditional marketing.  

Another advantage is the ‘wow factor’ when consumers see this type of marketing, then 

innovation, memorability etc. So, we will see if the same remains true for big companies that 

have much larger budgets to advertise their products in the traditional way. They may still be 

using guerrilla marketing communication to raise the awareness and credibility of the brand. 

3.1.1 Sample procedure 

For the purpose of this research, we decided to consider the following brands: 

 McDonald's 

 Coca-Cola 

 Heineken 
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These brands are popular and many people are very loyal to them. The aim is to investigate, 

how people perceive the brands, how they react to specific brands and if guerrilla-marketing 

communication somehow affects the process of consumer attitude. The brands were chosen 

because they use guerrilla marketing often. 

 

Below are some examples that were used in the questionnaire to clarify the difference 

between traditional marketing communication and guerrilla marketing communication, and to 

explain how different types of communication affect consumer behaviour.  

 

Figure 18. McDonald's billboard advertisement 

 

Source: L. Rhoades, Ad Campaign: McDonald’s, 2013. 

https://lisagurley.wordpress.com/2013/01/29/ad-campaign-mcdonalds/
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Figure 19. McDonald's street advertisement 

 

Source: F. Mugnai, McDonald’s Coffee Guerrilla Marketing Street Light, 2011. 

This marketing campaign belongs to America’s biggest fast food chain, McDonald's. The 

picture on the left shows a traditional marketing advertisement on a billboard for French fries. 

The picture on the right is a guerrilla marketing campaign for McDonald's coffee, McCafe. A 

marketing team is using the lamppost to show the flow of the coffee and the coffee pot is 

actually the streetlight itself. This advertisement is surprising, unexpected, big, and it easily 

grabs people's attention.   

Another brand that was considered in the research is Heineken. In the following two 

photographs there are examples of a traditional marketing advertisement (billboard campaign 
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- left picture) and a guerrilla marketing campaign (right picture) consisting of giant beer that 

resembles a pillar at the Shanghai metro station, made by JCDecaux.  

Figure 20. Heineken billboard ad 

 

Source: E. Gonzales, JCDecaux wins Shanghai metro TV and another two contracts more in January, 2013. 
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Figure 21. Heineken street ad 

 

Source: E. Gonzales, JCDecaux wins Shanghai metro TV and another two contracts more in January,2013. 

Figure 22. Coca-Cola street ad 

 

Source: Y. Larsson, Coca Cola advertising in Bucharest., 2006.  
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Figure 23. Coca-Cola billboard ad 

 

Source: F. Hoedl, Coca-Cola: Straw, Ladder, 2010. 

 

3.1.2 Limitations 

For this research, 120 results were used from a survey that included 259 participants, because 

some participants showed a lack of interest by responding to only a small part of the 

questionnaire. All of the answers were anonymous. It should also be noted that while this 

survey was online, all McDonald's restaurants in Macedonia were closed, even though most 

of the answers were from this country.  

According to Edris and Meidan (1990, pp. 23-41), it is hard to guarantee the reliability of this 

study because the behaviour of people and their purchase intentions can easily change. These 

changes occur if, for example, new products appear on the market from the same brand. 

Another change can occur if a friend recommends a different product or if a participant in the 

survey is exposed to commercials that they do not like.  

Another limitation is based on the fact that the participants in the survey were randomly 

chosen. Most of them are between  21 and 40 years old, which can lead to results that are in 

close relation with modern technology (using smart telephone, internet), while being less 

related to the traditional way of communication ( like TV and newspaper commercials). 
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3.1.3 Interview questions 

What follows are some of the questions that were included in the survey (Appendix A). These 

questions from the survey were selected because they related to the research questions of the 

thesis. The advertising in the thesis was selected because Coca-Cola, Heineken and Mc 

Donald's are the major players in guerrilla advertising. The first questions determine the 

brand attitude and image. Here are some of them: 

1. Your overall impression of this brand? 

 

People could choose from a range of answers (from ‘don't like it at all’ to ‘like it very 

much’).  The main point of this question was to get a clear picture about what first comes   to 

mind when people see a particular brand.  

 

2. If a particular brand is not available to purchase, would it make any difference to you if 

you had to choose another brand? 

 

With this question, I wanted to see if people were addicted to some brand, or that they would 

opt for another brand for various reasons. If people are addicted to a certain brand,   the 

company’s advertising was not important to them. They were simply loyal to the brand.  

 

The second batch of questions was devised to see if participants could distinguish between 

traditional and guerrilla marketing communication, if they regarded advertisements as 

memorable and how much attention they paid to these advertisements (Appendix 1). 

 

1. How interesting are these advertisements to you? 

 

This question is important because it shows how participants look at different types of 

advertising. They have the same question for both types of advertisement. Using this 

question, one can easily tell if people are more interested in guerrilla marketing or traditional 

marketing. 

  

2. Do you perceive these advertisements as being innovative? 

3. Do you perceive these advertisements as being memorable? 

 

These two questions show what participants think of the two different types of advertising, 

how they perceive them, and one can find out if guerrilla-marketing is more innovative and 

memorable than traditional marketing methods.  
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3.2 Results 

3.2.1 Data analysis  

The results in this thesis will be presented for every brand separately and in a specific order 

that will show how the questions are related to the survey. This means that I will present one 

company at a time and according to the overall impression of the brand, the attention it gets 

and whether it's memorable or not, you will learn if participants will recommend the 

particular marketing communication to a friend and how they would do that (word of mouth, 

sharing it online etc).  

The first two questions show the overall impression for each brand separately and if it is 

going to make a difference, in case the participants have to choose another brand. The overall 

impressions are similar for Coca-Cola and McDonald's, while being much more positive for 

Heineken. Regarding Coca-Cola and McDonald's, most of the participants unanimously 

stated that they dislike the brands. As for Heineken, participants claimed that they are either 

indifferent or they like the brand. More than half of the participants dislike Coca-Cola and 

McDonald's, while only 9 per cent expressed dislike for Heineken.  

In terms of whether it would make a difference if they had to choose another brand, if the one 

they want is not available, most of the participants claim that they have nothing against 

choosing another brand (Coca-Cola – 39 per cent, McDonald's 36 per cent) or they are simply 

neutral regarding the matter (Heineken – 43 per cent). This shows that they are not so loyal to 

the brand. Furthermore, a complete transcript of the answers can be found in the appendices.  

Figure 24. My overall impression of the brand (n=120) 

 

Note. 1 = Dislike very much, 2= dislike, 3= neither like nor dislike, 4=like, 5= like very much 



35 

 

3.2.1.1 McDonald's 

As already mentioned, I used two advertising campaigns for McDonald's brand: a billboard 

advertisement, regarded as traditional marketing communication, and a street version, 

regarded as guerrilla marketing communication. Both were on the same page, so participants 

could see them clearly. That is the main point of this research, to see if people are 

distinguishing between the two types of marketing communication, and to see which one they 

like more and how they affect consumer behaviour and attitude. 

Opinions about the creativity of McDonald's traditional marketing communication varied 

widely. Most of the participants (49/120 participants – 41 per cent) felt that it was not so 

much fun, 54 per cent stated that it was not appealing and 51 per cent expressed their opinion 

that the campaign with the French fries was not interesting. However, when they had to 

answer the question related to guerrilla marketing, most of the participants thought that this 

campaign was fun, appealing and interesting, while showing indifference when asked if it 

was exciting and fascinating.  

 

Figure 25. How interesting are McDonald’s ads? (n=120) 

 

Note.  Red: How interesting is the McDonald's billboard ad to you? , Blue: How interesting is the McDonald's 

street ad to you? 
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Regarding the brand, McDonald's has a negative image, even though the company is 

powerful. Most of the people dislike McDonald's because it is unhealthy fast food with lots of 

calories.  

When it comes to innovative and memorable advertising, most of the participants answered 

that the guerrilla marketing approach is more innovative and memorable than the traditional 

marketing approach. At the same time, participants pay more attention to guerrilla marketing 

communication than traditional marketing communication. The scale for this question was 

from 1 - Not at all or very slightly, to 5 - Very much. (Table 2 and 3) 

Table 2. How much attention did you pay to? (n=120) 

 

 

Table 3. How much attention did you pay to? (n=120) 

          Frequency   % - Valid 

  Yes, a lot          19          16 

  Yes, all McDonald's ads are memorable          10             8 

  Maybe for a moment, not long          34          28 

  No, there is nothing specific that I can 

remember 
         31          26 

  No, I don't remember ads at all          32          27 

  No, I have aversion to this brand            8           7 

  McDonald's billboard ads are more   

memorable than McDonald's street ads 
           5           4 

  McDonald's street ads are more memorable 

than McDonald's billboard ads 
         39          33 

 Answers Average 
Std. 

deviation 

     
Not at all or 

very slightly(1) 

Mildly 

(2) 

Moderately 

(3) 

Quite a 

bit(4) 

Very 

much(5) 
      

  Billboard ad 22 62 25 7 4 2.2 0.9 

  Street ad 11 24 45 31 9 3.0 1.1 
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When it comes to spreading the word about McDonald's campaigns, most of the people 

would not be willing to do that. Regarding traditional marketing communication and guerrilla 

marketing communication, most of the participants would not recommend the advertising 

campaigns to a friend, but they are more willing to spread the word about the guerrilla 

marketing advertisement than the traditional one.  

Recommending the advertisements is closely related to how interesting McDonald's 

advertising campaigns are. As already mentioned, McDonald's traditional or billboard 

advertising is not fun and exciting in comparison with guerrilla marketing communication, 

where people are more willing to spread the word about the their advertising. In other words, 

more than 38 per cent of the participants would share or might share the guerrilla 

advertisement with their friends, while more than half of them would not share the traditional 

advertising or billboard promotion. 

From this, we can easily see how people react to different forms of advertising, regardless of 

the brand attitude. In McDonald's case, ambient marketing is used due to the unusual 

placement of the campaign (Luxton & Drummond, 2000, pp. 734-735). The unusual 

placement also creates a surprise effect that characterises guerrilla marketing (Hutter & 

Hoffmann, 2011, pp.39-54).  

These theories were confirmed by experiment. The participants in this study found out that 

guerrilla marketing communication or a street advertisement is more creative and memorable 

than traditional marketing communication or billboard advertising. Campaigns that are more 

creative (or perceived as being more creative) attract more attention from consumers and 

create a more positive attitude towards the brand (Belch & Belch, 2009). 

One of the problems that have been associated with both campaigns may be related to low 

credibility on the part of McDonald's (Spry et al., 2011, pp. 882-909). From this survey, we 

can conclude that most of the people have a negative attitude towards the McDonald's brand 

and every single one of them agrees that it would not make any difference if they had to 

choose another brand, instead of McDonald's. According to this, none of the campaigns 

affected or changed their attitude.  

Another problem that concerns the McDonald's brand is that most of the participants 

answered that both McDonald's advertisements are memorable only for a moment , and that 

guerrilla marketing communication is more memorable than traditional marketing 

communication. All this can be regarded as a problem that stems from the low credibility of 

the brand. 
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3.2.1.2 Heineken 

The overall impression about the Heineken brand for the participants in this survey is more 

positive compared to the other two brands. Most of the participants like it or have no special 

opinion about the brand. In this case, only 9 per cent of the participants have answered that 

they dislike or detest the brand. In conclusion, the participants have a positive opinion of the 

brand. On the other hand, most of the participants are neutral or agree that if this brand is not 

available in a shop, it would make little to no difference if they needed to choose another 

brand (43 per cent neutral and 13 per cent agree), which means that out of 120 participants, 

52 have chosen ‘neutral; and 16 participants have gone with ‘agree’.  

The opinions on the creativity of Heineken’s traditional marketing communication differ 

from those on guerrilla marketing communication. Most of the participants think that a 

traditional marketing advertisement is not fun (53 per cent), not appealing (46 per cent) and 

dull (38 per cent) or maybe is fun (47 per cent) and exciting (44 per cent).  The conclusion is 

– there is no ‘wow’ or surprise effect after seeing the traditional marketing campaign, and 

there is nothing special about it.  

However, the results for the guerrilla marketing campaign are overall positive, and most of 

the participants got the surprise effect. They answered that the guerrilla-marketing 

advertisement or the giant beer-like column in the Shanghai metro are very creative 

advertisements.  

Figure 26. How interesting are Heineken advertisements to you? (n=120) 

 

Note.  Red: How interesting is the Heineken billboard advertisement to you? , Blue: How interesting is the 

Heineken street advertisement to you? 
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The result shows that participants have paid more attention to guerrilla marketing 

communication than to traditional marketing communication. Most of the participants 

answered that they have mildly paid attention to the traditional marketing communication, 

probably because there was nothing specific that could catch their attention.  

However, more than 60 per cent (or 72 participants) paid greater attention to the street 

advertisement. Finally, answering which advertisement they perceived as being more 

memorable, most of the participants chose the Heineken street advertisement over the 

Heineken billboard (Figure 27). 

 

Figure 27. Do you perceive these ads as being memorable? (n=120) 

 

 

 

 

 

 

 

 

 

 

Since most of the participants liked the street advertisement or the giant beer-like column, we 

can assume that this advertisement is more creative than the standard billboard version. 

Therefore, they are more willing to recommend the street advertisement to friends (47 

participants), whereas 62 per cent (or 73 participants) would not recommend the billboard.  

To sum up, when it comes to the Heineken brand, most of the participants share the same 

opinion on the creativity of both campaigns. Billboard or traditional advertising campaigns 

are not perceived as being creative, because there is nothing specific about them, and most of 

them are seen as any other beer brand campaign. Instead of that, street advertising or the 

guerrilla marketing campaign caused a ‘wow’ effect on the part of participants.  
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Because of this effect, participants thought that the guerrilla marketing campaign was more 

innovative and memorable, and they were willing to recommend the advertisements to their 

friends.  

3.2.1.3 Coca-Cola   

Participants who answered these questions stated that their overall impression of the brand 

was varying from ‘dislike very much’ to ‘like very much’. Most of the participants were 

ranging from ‘dislike’ to ‘like’. For them, it would not make a difference if they needed to 

choose another brand available in a shop. 

For this picture, the same procedure as before was used.  Both campaigns – the billboard and 

street advertising were on the same page. For the billboard, the participants did not think it 

was funny, they found it unappealing and dull, and only a few thought that the Coca-Cola 

billboard advertising campaign was maybe interesting and exciting. Participants thought that 

the guerrilla marketing campaign was more fun, appealing, exciting and interesting compared 

to the traditional marketing campaign or billboard advertising. The reason for that is because 

they usually do not see an enormous Coca-Cola bottle on a building (Figure 28). 

 

Figure 28. How interesting are Coca- Cola advertisments to you? (n=120)  

 

Note.  Red: How interesting is the Heineken billboard advertisement to you? , Blue: How interesting is the 

Heineken street advertisement to you? 
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A traditional campaign shows credibility because Coca-Cola is really everywhere, from the 

desert to the jungle. Even if people are thinking that Coca-Cola is an unhealthy product, the 

world’s most valuable brand and leading provider of bottled drinks has the power to 

galvanise consumers into action and to trigger meaningful shifts in behaviour.   

The brand’s attitude was considered negative according to the participants because most of 

them neither liked nor disliked the brand, and it would not make any difference if they would 

need to choose another brand in a shop instead of Coca-Cola. Overall, the effect of brand 

attitude is negative, and that can be because most of the people were seeing the product as 

unhealthy.  

In a number of campaigns, most of the participants in the research thought that guerrilla 

marketing communication was much more successful than traditional marketing 

communication or billboard advertising. For them, guerrilla-marketing communication is 

more innovative, memorable and attracts more attention (Figure 29). 

 

Figure 29. Do you perceive Coca-Cola advertisements as memorable? (n=120) 

 

One of the questions is whether they would tell someone about the traditional marketing 

communication, and the answer was no, because, as it has been mentioned before, 

participants were not looking upon the traditional marketing communication for Coca-Cola 

brand as something interesting and fun. In addition, we can assume that most of the 

participants were not willing to share something that would not cause the surprise effect.  
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However, for the guerrilla marketing communication, they had a very different opinion. Most 

of the participants answered that they would share the advertisement with a friend, and here, 

we can assume that guerrilla-marketing communication will be more shared than traditional 

marketing communication because of its greater creativity and innovation.  

Finally, we can make a short conclusion about Coca-Cola. Like Mc Donald's, the Coca-Cola 

brand is using a billboard advertisement for traditional marketing communication, and street 

advertising or ambient marketing for guerrilla marketing communication because of the 

unexpected placement of the advertisements.  

Guerrilla marketing communication was perceived as much more creative, innovative and 

memorable than traditional marketing communication, even though the traditional or 

billboard version was perceived as funny and interesting to some extent.  Since most of the 

participants were positively surprised by the guerrilla marketing campaign, including 

creativity and unusual placement, this positively affected the brand’s attitude and image, 

which in this case was true (Baack et al., 2008, pp. 85-94).  

The credibility of both campaigns varied from high to medium; however, it was a bit higher 

regarding the guerrilla marketing communication. This, according to Cottea et al (2005, pp. 

361-368), resulted in a more positive attitude towards the brand.  According to Spry et al 

(2011, pp. 882-909), the brand’s attitude positively affected the brand’s image, and in that 

way, the quality of the product was better perceived. 

The same thing happened with Coca-Cola’s traditional marketing communication and Mc 

Donald's traditional marketing communication. Most of the participants were thinking that 

the advertising was not fun and interesting, and they were not willing to share it with their 

friends. However, guerrilla marketing communication or street advertising, according to the 

participants, was more creative, fun, exciting and interesting, which made participants more 

interested in it and they were willing to share it with their friends.  

Therefore, guerrilla marketing communication will reach out to more people, and keep the 

brand’s image positive.  

3.2.2 Hypothesis Testing 

Additionally, an analysis was made of the hypothesis. The structure of the sample showing 

the difference between a traditional and a guerrilla marketing communication campaign in 

relation to the overall impression of the brand can be seen in Table 4. 
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Table 4. Overall impression of the brand 

My overall impression of this brand is 

Subquestion Answers Average 
Std. 

deviation 

 

Dislike 

very 

much 

Dislike 
Neither like 

nor dislike 
Like 

Like 

very 

much 

Valid   

Coca-Cola 15  45  28  18 14 120 2.8 1.2 

Heineken  2  8  58  41 11 120 3.4 0.8 

McDonald's 18 39 36 20 7 120 2.7 1.1 

 

In the following part, the hypothesis was tested as follows: 

Is guerrilla marketing communication getting more attention and creating a memorable 

impression in comparison with traditional marketing communication (H1)? 

Based on the paired sample T test, we can see that there are statistical differences in 

consumer behaviour relating to attention and memorability between both marketing 

communications advertisements. This test was made for the three brands separately, and we 

got the same results for all three of them. Below are descriptive statistics and the test results 

for the Heineken campaign (Tables 5 and 6). For more results about the two other brands, 

please see Appendix 3. 

Table 5. Paired sample test for Heineken brand 

 

Paired Differences 

t df 

Sig. 

(2-

tailed) Mean 

Std. 

Deviation 

Std. 

Error 

Mean 

95% Confidence 

Interval of the 

Difference 

Lower Upper 

Attention 

billboard 

Attention street 
-1.200 1.050 .096 -1.390 -1.010 -12.519 119 .000 
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Table 6. Statistical analysis - paired parametric t-test 

 

Attention street 

Attention billboard 

Street ad is more 

memorable than 

billboard ad 

Billboard ad is more 

memorable than street 

ad 

Z -8.021
b
 -8.786

b
 

Asymp. Sig. (2-

tailed) 
.000 .000 

a. Wilcoxon Signed Ranks Test 

b. Based on negative ranks. 

The results for the Heineken brand show us that the correlation between the attention that 

participants paid to both advertisements and their memorability value is positive, and they are 

statistically significant (see Appendix C). For the other two brands, McDonald's and Coca-

Cola, we have the same results, that the differences are significant as they are for the 

Heineken brand. The scale that they needed to choose from in the question for attention was 

for 1 – Not at all or very slightly to 5 – Very much.  

For the second question ‘Do you perceive this advertisement as being memorable?’ they 

needed to choose from multiple answers. For this reason, the scale is from 0 – if they didn't 

choose, to 1 – if they chose to answer.  

Judging by these results, we can assume that guerrilla marketing communication is creating 

more attention and delivering greater memorability to consumers in comparison with 

traditional marketing communication.  

The overall impression of the brand is sparking interest in the advertising campaign for a 

specific brand (H2). 

Table 7. Correlations - Particular brand and interest of advertising 

 Interesting 

billboard ad 

Interesting 

street ad 

Correlation 

between 

Billboard and 

street ad in 

particular 

brand 

Heineken 

overall 

impression 

Correlation 

Coefficient 

 

Sig. (2-tailed) 

.312** 

 

.001 

.172 

.061 

.413
** 

.000 
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McDonald's 

overall 

impression 

Correlation 

Coefficient 

 

Sig. (2-tailed) 

.397** 

 

.000 

.220* 

 

.016 

.388** 

.000 

Coca-Cola 

overall 

impression 

Correlation 

Coefficient 

 

Sig. (2-tailed) 

.451** 

 

.000 

.195* 

 

.033 

.380** 

 

.000 

 

In the case of these three brands, the relationship between both brand impression and 

marketing communication is positive.  

For the Heineken brand, it can be said that the relationship between the impression of the 

brand and the marketing communication is positive. In terms of the impression being made 

by the brand and the interest shown in the billboard advertising using traditional marketing 

communication, this shows the correlation is positive and moderate to weak. When it comes 

to street ad or guerrilla marketing communication and the overall impression of the Heineken 

brand, they are not significantly correlated, which means there is no correlation between both 

variables.  

In the correlation between the impression made by the McDonald's brand and the interest in 

both advertising campaigns, it is as positive as the other two brands. In this case, the 

correlation between the impression of the brand and the interest in traditional marketing 

communication it is positive and moderate. The situation for guerrilla marketing 

communication and the impression of McDonald's brand it is also positive and weak.  

In the last case for Coca-Cola brand, we can assume that the correlation between the 

impression of the brand and the interest in marketing communication is positive. The 

correlation of 0.451 between the overall impression by Coca-Cola and traditional marketing 

communication is positive and stronger (moderate) than both other brands. When it comes to 

guerrilla marketing communication, the correlation with the impression made by the brand is 

positive and much weaker than the other two brands.  

Thus, it can be assumed that the three brands have positive relationships between the overall 

impression of the brand and the interest in marketing communication. There is no correlation 

between the impression of Heineken and guerrilla marketing communication. The strongest 

correlation is between the impression by Coca-Cola and traditional marketing 

communication, and the weakest is between the impression by Coca-Cola and guerrilla 

marketing communication or the street advertisement.  

Guerrilla-marketing communication is more effective compared to traditional marketing 

communication (H3).  
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There is a world of difference between efficiency and effectiveness, and it is in that world 

that guerrillas flourish (Conrad, Levinson (2010). As a result of all the examples that have 

taken place and the research that has been carried out, it can be said that guerrilla marketing 

communication is more effective than traditional marketing communication.  

For the Heineken brand participants paid more attention to guerrilla marketing 

communication and less to traditional marketing communication (6 per cent). It is the same 

situation with the two other brands. For McDonald's brand, 48 per cent of participants paid 

more attention to guerrilla marketing than to traditional marketing (6 per cent) and for Coca-

Cola traditional marketing created less attention (13per cent or 15 participants) than guerrilla 

marketing communication (38per cent or 46 participants). 

Guerrilla marketing usually creates more curiosity and awareness among consumers about 

the brand. Consumers usually remember guerrilla marketing techniques instead of traditional 

marketing techniques like flyers, billboards, pop-ups and promotions. In most situations, 

guerrilla-marketing communication can cost less than other traditional methods, but on the 

other hand, it often has a high return on investment. People are more interested in guerrilla 

marketing communication because it is eye-catching, surprising, memorable and easy to 

process, while traditional marketing communication, in most cases, can encounter two 

problems: being neglected and being too innovative, so that consumers only remember the 

commercial but forget what the product is.   

Social media is indeed a phenomenon of the twenty-first century, and the entire younger 

population is interested in going viral. Whether it is a clever YouTube video, a well-crafted 

tweet, or the production of media that is widely appreciated and shared, it is an excellent way 

to reach a target audience.  

In a world where print and television advertising is so widely used, it is difficult for 

marketing campaigns to make an impression on the public without thinking outside the box. 

Among the many advantages to guerrilla marketing is the freedom to think outside of the box. 

Even if guerrilla marketing is an ideal choice for a small business, because of the small costs 

to make the guerrilla marketing campaign, it can also be used by big companies, but at their 

own risk.   

One could agree that the future of marketing lies with the internet. The internet as a channel 

or a medium has much potential in finding new ways to reach as many customers as possible. 

Guerrilla marketing will continue to develop in the future; hence nobody really knows where 

it is going to end. What guerrilla marketing is today will be traditional marketing tomorrow. 

Therefore, it can be seen that the need for constant development in marketing techniques is 

essential (Jain, 2008).  
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4. DISCUSSION AND IMPLICATIONS BASED ON RESEARCH INTO 

GUERRILLA MARKETING COMMUNICATION 

 

After finding and evaluating the theories and results from the survey, it is safe to conclude 

how guerrilla marketing communication is perceived by potential customers in the 

marketplace. What   needed to be proven through this master thesis was how both marketing-

communication methods affected consumers’ behaviour. The two components that were 

taken into consideration in order to measure consumers’ behaviour were brand attitude and 

brand image. Some of the important weapons of guerrilla marketing were used, like ambient 

marketing and examples of ambush and viral marketing.  

The method chosen to investigate the effects of consumer behaviour was a survey 

experiment, with randomly used samples. For this experiment, participants were exposed to 

traditional and guerrilla marketing communication campaigns. The aim was to see if the 

difference between creativity and the credibility of the marketing campaigns had different 

effects on the brand’s attitude and image. 

The results were analysed and the following conclusions were drawn. Guerrilla marketing is 

not some gimmicky stunt, but rather marketing that has a direct and immediate business 

impact. That is what large companies like Virgin and Apple use. However, its low cost makes 

it good value for small companies with small budgets that want to make their money go a 

long way. 

The conclusion in this thesis is based solely on the findings of this study and other factors 

that could affect the results are not taken into account. Therefore, this conclusion should not 

be used for other guerrilla marketing communication and traditional marketing 

communication advertising campaigns or conditions that are beyond the scope of this study.  

If we consider the research questions, the following conclusions come to mind:  

The first conclusion is that all the guerrilla marketing campaigns used in this master thesis are 

perceived as being more creative and more credible than traditional marketing campaigns. 

The reactions to guerrilla marketing communication campaigns were more positive than 

traditional marketing communication campaigns. Guerrilla marketing campaigns are 

perceived as being more fun, interesting, fascinating and cause more attention among the 

participants.  

The second conclusion is that factors affect brand attitude and the focus needs to be on the 

product. This study shows that when using all these factors appropriately, the effect on the 

brand attitude is positive – the main point being the credibility of the brand. The second 

important factor is the humour that grabs the attention of consumers, because it results in the 

creation of a ‘wow’ effect that is crucial in making a guerrilla campaign very successful. 
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In this study, big corporations like McDonald's, Coca-Cola and Heineken were considered. 

As mentioned before, guerrilla marketing is a weapon for small companies with small 

budgets. The third conclusion is that large corporations like the ones used in this study have 

already shown the consumer what they stand for. The companies are also aware of the things 

they need to know, so that they better understand consumers’ behaviour, because that way, 

they can more easily reach the consumers and understand the purchase desires of those 

consumers. The company displays its value through marketing. The majority of the guerrilla 

marketing campaigns in this study resulted in increasing brand attitude, which was totally 

opposite to the traditional campaigns.   

The fourth conclusion is that a campaign can be regarded as one with low credibility if the 

message in the campaign does not have a natural connection to the brand. We can conclude 

that most of the guerrilla marketing communication campaigns used in this study were 

perceived as more credible, or as credible as traditional marketing communication 

campaigns.  

The fifth conclusion is that guerrilla marketing communication campaigns are a very 

effective way of delivering a message to a larger population. All of the participants were 

willing to share the guerrilla marketing campaigns much more than the traditional marketing 

campaigns. Nowadays, social networks such as Facebook and Twitter are frequently used to 

spread a message and this concept is known as Electronic WoM, or eWoM (Wu & Wang, 

2011, pp.448-472). 

The sixth conclusion is that a guerrilla marketing campaign positively affects the brand’s 

attitude, image and the consumers’ behaviour and attitude. A credible campaign positively 

affects a brand’s attitude, as well as a brand’s image and overall consumer behaviour. If a 

campaign is perceived as both creative and credible, it will have a positive effect on the 

brand’s image and attitude, as well as the consumers’ behaviour and purchase intention.  

The seventh and last conclusion is that a guerrilla marketing communication is more effective 

than traditional marketing communication. It usually creates more curiosity and awareness 

among consumers about the brand. Consumers usually remember guerrilla marketing 

techniques instead of traditional marketing techniques. In most situations, guerrilla-marketing 

communication can cost less and produce a higher return on investment than other traditional 

methods. People are more interested in guerrilla marketing communication because it is eye-

catching, surprising, memorable and easy to process, while traditional marketing 

communication is being neglected and being too innovative, so that consumers only 

remember the commercial but forget what the product is.   

Companies need to be aware of the ethical problems when they use guerrilla as their 

marketing communication. The whole guerrilla marketing campaign or its message can result 

in irritation, which can lead to a negative attitude towards the brand, as well as certain ethical 

problems. It can also lead to unwanted reactions from consumers. Additionally, using 
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guerrilla marketing as marketing communication can sometimes be dangerous. For example, 

when campaign advertisements are placed in the middle of the road, where they can distract 

the driver and cause traffic accidents (Ay et al. 2010). However, that aspect has not been 

included in this study and therefore, I cannot draw any conclusions regarding this matter.  

4.1 Practical implementation 

 

This study can increase companies’ understanding of the concept of guerrilla marketing and 

how they can use it in the business world. Consumers are already very much aware of the 

marketing trends around them and most of the younger generation accept guerrilla marketing 

communication as a great way to get their attention, since it is more unexpected, unusual and 

surprising.  

Furthermore, it is important that companies focus primarily on the product while designing a 

marketing campaign, because they will acquire more knowledge, which is important in order 

to choose the best type of marketing communication for creating the promotional campaign.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



50 

 

CONCLUSION 

 

Guerrilla marketing is more than just a trend today. It is an instrument that is being used by 

companies of all sizes. The purpose of this thesis was to see if guerrilla marketing affects 

consumer attitude.  

To investigate the effects, relevant determinants have been used. The abduction method and 

Wilcoxon non parametric t-test were used for this thesis. Both methods were used, since the 

abduction method is relatively new and all data obtained through this method was also 

confirmed with the Wilcoxon non parametric t-test. Based on theoretical and empirical proof, 

an experiment was conducted through a random sample of 120 participants to determine if 

guerrilla marketing affects consumer attitude. The fact that traditional marketing 

communication is often perceived negatively among customers, it was an opportunity to test 

the power of the guerrilla alternative.  

The recipe for future guerrilla marketing is simple: the traditional marketing mix has to be 

combined with such unconventional instruments as guerrilla marketing in order to attract 

attention and to lead to purchase. The results indicated that guerrilla marketing 

communications affect all consumer attitude elements, more so than traditional marketing 

communication. It affected the overall impression of the brand, how memorable are 

advertisements were and how much attention participants paid to the particular advertising.  

From the research, the following conclusions are drawn: guerrilla marketing campaigns are 

perceived as more creative and credible marketing communication, it is a very effective way 

of delivering a message to a large population, and it affects brand attitude, brand image, 

consumer behaviour and consumer attitude. Guerrilla marketing communication produces a 

positive effect even when big companies use it. Marketing campaigns can be regarded as 

having low credibility, if the message does not have a natural connection to the brand. A final 

conclusion is that guerrilla marketing communication is more effective than traditional 

marketing communication. Suggestion for further study can be if cultural difference can 

affect guerrilla marketing communication to be perceived differently among people.  
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Appendix A: Interview questions  

 

Q3 - My overall impression of this brand is   
 

 Dislike 

very 

much 

Dislike Neither 

like nor 

dislike 

Like Like very 

much 

COCA-COLA      
HEINEKEN      
MCDONALD'S      
 

 

Q4 - If brand was not available at the store, it would make little difference to me if I had 

to choose another brand  
 

 Strongly 

disagree 

Disagree Neutral Agree Strongly 

agree 

COCA-COLA       
HEINEKEN      
MC DONALD'S      
 

 

Q5 -       

  

                          BILLBOARD AD                                   STREET AD  
 

 

 

Q6 - How interesting is Mc Donald's billboard ad to you?  

 

 

 

 Definitely 

no 

No Maybe Yes Definitely 

yes 

No Fun      Fun 

No Appealing       Appealing 

No Interesting       Interesting 
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 Definitely 

no 

No Maybe Yes Definitely 

yes 

UnExciting       Exciting 

Dull       Fascinating 

 

 

 

Q7 - How interesting is Mc Donald's street ad to you?  
 

 Definitely 

no 

No Maybe Yes Definitely 

yes 

Not Fun      Fun 

Not Appealing       Appealing 

Not Interesting       Interesting 

Unexciting       Exciting 

Dull      Fascinating 

 

 

Q8 - How much attention did you pay to?  
 

 Not at all 

or very 

slightly 

Mildly Moderate  Quite a 

bit 

Very 

much 

Billboard ad      
Street ad      
 

 

Q9 - Do you perceive this ads being memorable?   
Multiple answers are possible  

 

 Yes, a lot  

 Yes, all McDonald’s ads are memorable  

 Maybe for the moment, no later  

 No, there is nothing specific that I can memorise  

 No, I don't memorise ads at all  

 No, I have aversion to this brand  

 McDonalds billboard ad is more memorable than McDonald’s street ad  

 McDonalds street ad is more memorable than McDonald’s billboard ad  

 

 

 

 

 

Q10 - Which of this ads is more innovative?  
 

 McDonald’s billboard ad  

 McDonald’s street marketing ad  

 None  
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Q11 - The likelihood that I would recommend this ad to a friend is:  
 

 Definitely 

no 

No Maybe Yes Definitely 

yes 

McDonald's billboard ad      
McDonald's street ad      
 

 

Q12 -                        

                   BILLBOARD AD                                           STREET AD  
 

 

 

Q13 - How interesting is Heineken billboard ad to you?  

 

 Definitely 

no 

No Maybe Yes Definitely 

yes 

Not Fun       Fun 

Not Appealing       Appealing 

Not Interesting       Interesting 

Unexciting       Exciting 

Dull      Fascinating 

 

 

 

 

Q14 - How interesting is Heineken street ad to you?  
 

 Definitely 

no 

No Maybe Yes Definitely 

yes 

Not Fun      Fun 

Not Appealing       Appealing 

Not Interesting       Interesting 

Unexciting       Exciting 

Dull       Fascinating 
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Q15 - How much attention did you pay to ? 

 

 Not at all 

or very 

slightly 

Mildly Moderatel

y 

Quite a 

bit 

Very 

much 

Billboard ad      
Street ad      
 

 

Q16 - Do you perceive these ads as being memorable?   
Multiple answers are possible  

 

 Yes, a lot  

 Yes, all Heineken ads are memorable  

 Maybe for the moment, later no  

 No, there is nothing specific that I can memorise  

 No, I don't memorise ads at all  

 Heineken billboard ad is more memorable than Heineken street ad  

 Heineken street ad is more memorable than Heineken billboard ad  

 No, I have aversion to this brand  

 

 

Q17 - Which of this ads is more innovative?  
 

 Heineken billboard ad  

 Heineken street ad  

 None  

 

 

Q18 - The likelihood that I would recommend this ad to a friend is:  
 

 Definitely 

no 

No Maybe Yes Definitely 

yes 

Billboard ad      
Street ad      
 

 

Q19 -      

                            BILLBOARD AD                                       STREET AD  



5 

 

Q20 - How interesting is the Coca-Cola billboard ad to you?  
 

 Definitely 

no 

No Maybe Yes Definitely 

yes 

Not Fun      Fun 

Not Appealing       Appealing 

Not Interesting       Interesting 

Unexciting       Exciting 

Dull       Fascinating 

 

 

Q21 - How interesting is the Coca-Cola street ad to you?  
 

 Definitely 

no 

No Maybe Yes Definitely 

yes 

Not Fun      Fun 

Not Appealing       Appealing 

Not Interesting       Interesting 

Unexciting       Exciting 

Dull      Fascinating 

 

 

Q22 - How much attention did you pay to?  
 

 Not at all 

or very 

slightly 

Mildly Moderately Quite a 

bit 

Very 

much 

Billboard ad      
Street ad      
 

 

 

Q23 - Do you perceive these ads as being memorable?  
Multiple answers are possible  

 

 Yes, a lot  

 Yes, all Coca-Cola ads are memorable  

 Maybe for the moment, later no  

 No, there is nothing specific that I can memorise  

 No, I don't memorise ads at all  

 Coca-Cola billboard ad is more memorable than Coca-Cola street ad  

 Coca-Cola street ad is more memorable than Coca-Cola billboard ad  

 No, I have an aversion to this brand  

 

 

Q24 - Which of these ads are more innovative?  
 

 Coca-Cola billboard ad  

 Coca-Cola street ad  

 None  
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Q25 - The likelihood that I would recommend this ad to a friend is:  
 

 Definitely 

no 

No Maybe Yes Definitely 

yes 

Billboard ad      
Street ad      

 

XSEX - Gender:  

 

 Male  

 Female  

 

XAGE - In which age group do you belong?  

 

 up to 20 years of age  

 21 - 30 years of age  

 31 - 40 years of age  

 41 - 50 years of age  

 51 years of age or more  

 

Q26 - In which country do you live?  

Appendix B: McDonald's SPSS Analysis  
 

Table 1. McDonald's descriptive statistic (a) 

 

McDonalds 

overall 

impression 

Interesting 

billboard ad 

Interesting 

guerrilla ad 

Attention 

billboard 

Attention 

street 

Billboard 

more 

memorable 

than street 

Street 

more 

memorable 

than 

billboard 

N Valid 120 120 120 120 120 120 120 

Missing 0 0 0 0 0 0 0 

Mean 2.66 2.41 3.37 2.24 3.03 .04 .33 

Median 3.00 2.00 4.00 2.00 3.00 .00 .00 

Mode 2 2 4 2 3 0 0 

Std. Deviation 1.104 1.041 1.100 .935 1.065 .201 .470 

Variance 1.218 1.084 1.209 .874 1.134 .040 .221 

Skewness .295 .567 -.541 .941 -.135 4.646 .757 

Std.Error of Skewness .221 .221 .221 .221 .221 .221 .221 

Kurtosis -.581 -.261 -.337 1.080 -.489 19.913 -1.452 

Std.Error of Kurtosis .438 .438 .438 .438 .438 .438 .438 



7 

 

 

Table 2. McDonald's descriptive statistic (b) 

 

N Min Max Mean 

Std. 

Deviation Skewness Kurtosis 

Stat Stat Stat Stat Stat Stat 

Std. 

Error Stat 

Std. 

Error 

McDonalds overall impression 120 1 5 2.66 1.104 .295 .221 -.581 .438 

Interesting billboard ad 120 1 5 2.41 1.041 .567 .221 -.261 .438 

Interesting guerrilla ad 120 1 5 3.37 1.100 -.541 .221 -.337 .438 

Attention billboard 120 1 5 2.24 .935 .941 .221 1.080 .438 

Attention street 120 1 5 3.02 1.065 -.135 .221 -.489 .438 

Billboard more memorable 

than street 
120 0 1 .04 .201 4.646 .221 19.913 .438 

Street more memorable than 

billboard 
120 0 1 .32 .470 .757 .221 -1.452 .438 

Valid N (listwise) 120         

 

Table 3. Wilcoxon ranks test (a) 

 N Mean Rank Sum of Ranks 

Attention street  

Attention billboard 

Negative Ranks 11
a
 35.14 386.50 

Positive Ranks 70
b
 41.92 2934.50 

Ties 39
c
   

Total 120   

Street more memorable than 

billboard 

 Billboard more memorable 

than street 

Negative Ranks 4
d
 21.50 86.00 

Positive Ranks 38
e
 21.50 817.00 

Ties 78
f
   

Total 

120 
 

 

a. Attention_street < Attention_billboard 

b. Attention_street > Attention_billboard 

c. Attention_street = Attention_billboard 

d. Street_more_memorable_than_billboard < Billboard_more_memorable_than_street 

e. Street_more_memorable_than_billboard > Billboard_more_memorable_than_street 

f. Street_more_memorable_than_billboard = Billboard_more_memorable_than_street 
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Table 4. Wilcoxon ranks test (b) 

 

Attention street 

Attention 

billboard 

Street more 

memorable than 

billboard 

Billboard more 

memorable than 

street 

Z -6.171
b
 -5.246

b
 

Asymp. Sig. (2-tailed) .000 .000 

a. Wilcoxon Signed Ranks Test 

b. Based on negative ranks. 

 

 

Table 5. Correlation between McDonalds overall impression and ads 

 

McDonalds 

overall 

impression 

Interesting 

billboard ad 

Interesting 

guerrilla ad 

Spearman's 

rho 

McDonalds 

overall 

impression 

Correlation Coefficient 1.000 .397
**
 .220

*
 

Sig. (2-tailed) . .000 .016 

N 120 120 120 

Interesting 

billboard ad 

Correlation Coefficient .397
**
 1.000 .388

**
 

Sig. (2-tailed) .000 . .000 

N 120 120 120 

Interesting 

guerrilla ad 

Correlation Coefficient .220
*
 .388

**
 1.000 

Sig. (2-tailed) .016 .000 . 

N 120 120 120 

**. Correlation is significant at the 0.01 level (2-tailed). 

*. Correlation is significant at the 0.05 level (2-tailed). 

 

Table 6. Wilcoxon test between McDonald's guerrila and billboard ads (a) 

 N Mean Rank Sum of Ranks 

Interesting guerrilla ad 

Interesting billboard ad 

Negative Ranks 10
a
 39.20 392.00 

Positive Ranks 79
b
 45.73 3613.00 

Ties 31
c
   

Total 120   

a. Interesting_guerrilla_ad < Interesting_billboard_ad 

b. Interesting_guerrilla_ad > Interesting_billboard_ad 

c. Interesting_guerrilla_ad = Interesting_billboard_ad 
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Table 7. Wilcoxon test between McDonald's guerrila and billboard ads (a) 

 

Interesting 

guerrilla ad 

Interesting 

billboard ad 

Z -6.753
b
 

Asymp. Sig. (2-tailed) .000 

a. Wilcoxon Signed Ranks Test 

b. Based on negative ranks. 

Appendix C: Heineken brand SPSS Analyses  

 

Table 8. Heineken descriptive statistic (a) 

 N Mean Std. Deviation Minimum Maximum 

Attention billboard 120 2.30 .940 1 5 

Billboard more memorable 

than street 
120 .03 .157 0 1 

Attention street 120 3.50 1.004 1 5 

Street more memorable 

than billboard 
120 .70 .460 0 1 

 

 

Table 9. Heineken descriptive statistic (b) 

 

N Min Max Mean 

Std. 

Deviation Skewness Kurtosis 

Stat Stat Stat Stat Stat Stat Std. Error Stat Std. Error 

Heineken overall 

impression 
120 1 5 3.43 .816 -.084 .221 .428 .438 

Interesting 

billboard ad 
120 1 5 2.85 .904 .441 .221 .277 .438 

Interesting 

guerrilla ad 
120 1 5 3.82 .970 -.802 .221 .461 .438 

Attention billboard 120 1 5 2.30 .940 1.029 .221 1.244 .438 

Attention street 120 1 5 3.50 1.004 -.684 .221 -.013 .438 

Billboard more 

memorable than 

street 

120 0 1 .03 .157 6.162 .221 36.582 .438 
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Street more 

memorable than 

billboard 

120 0 1 .70 .460 -.884 .221 -1.240 .438 

Valid N (listwise) 120         

 

 

 

Table 10. Wilcoxon ranks test (a) 

 

 N Mean Rank Sum of Ranks 

Attention street   

Attention billboard 

Negative Ranks 6
a
 26.75 160.50 

Positive Ranks 88
b
 48.91 4304.50 

Ties 26
c
   

Total 120   

Street more memorable than 

billboard  

Billboard more memorable than 

street 

Negative Ranks 2
d
 43.00 86.00 

Positive Ranks 83
e
 43.00 3569.00 

Ties 

35
f
  

 

Total 120   

a. Attention_street < Attention_billboard 

b. Attention_street > Attention_billboard 

c. Attention_street = Attention_billboard 

d. Street_more_memorable_than_billboard < Billboard_more_memorable_than_street 

e. Street_more_memorable_than_billboard > Billboard_more_memorable_than_street 

f. Street_more_memorable_than_billboard = Billboard_more_memorable_than_street 

 

 

Table 11. Wilcoxon ranks test (b) 

 

Attention street 

Attention billboard 

Street more  memorable than billboard  

Billboard more memorable than street 

Z -8.021
b
 -8.786

b
 

Asymp. Sig. (2-tailed) .000 .000 

a. Wilcoxon Signed Ranks Test 

b. Based on negative ranks. 
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Table 12. Correlation between Heineken overall impression and ads 

 

Heineken 

Overall 

impression 

Interesting 

billboard 

ad 

Interesting 

guerrilla ad 

Spearman's 

rho 

Heineken overall 

impression 

Correlation Coefficient 1.000 .312
**
 .172 

Sig. (2-tailed) . .001 .061 

N 120 120 120 

Interesting  

billboard ad 

Correlation Coefficient .312
**
 1.000 .413

**
 

Sig. (2-tailed) .001 . .000 

N 120 120 120 

Interesting 

guerrilla ad 

Correlation Coefficient .172 .413
**
 1.000 

Sig. (2-tailed) .061 .000 . 

N 120 120 120 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

Table 13. Wilcoxon test between Heineken's guerrila and billboard ads (a) 

 

 N Mean Rank Sum of Ranks 

Interesting guerrilla ad  

Interesting billboard ad 

Negative Ranks 8
a
 39.00 312.00 

Positive Ranks 82
b
 46.13 3783.00 

Ties 

30
c
  

 

Total 120   

 

a. Interesting_guerrilla_ad < Interesting_billboard_ad 

b. Interesting_guerrilla_ad > Interesting_billboard_ad 

c. Interesting_guerrilla_ad = Interesting_billboard_ad 

 

 

Table 14. Wilcoxon test between Heineken's guerrila and billboard ads (b) 

 

 Interesting guerrilla ad   Interesting billboard ad 

Z -7.193
b
 

Asymp. Sig. (2-tailed) .000 

a. Wilcoxon Signed Ranks Test 

b. Based on negative ranks. 

 

 



12 

 

Appendix d: Coca-Cola brand SPSS Analyses  

 

Table 15. Coca-Cola descriptive statistic 

 

 

N Min Max Mean 

Std. 

Deviation Skewness Kurtosis 

Stat Stat Stat Stat Stat Stat Std. Error Stat Std. Error 

Attention billboard ad 120 1 5 2.33 1.139 .824 .221 -.099 .438 

Attention street ad 120 1 5 3.30 1.017 -.390 .221 -.371 .438 

Memorable YES alot 120 0 1 .10 .301 2.701 .221 5.382 .438 

All Coca-Cola ads are 

memorable 
120 0 1 .52 .501 -.101 .221 -2.024 .438 

Maybe 120 0 1 .13 .332 2.297 .221 3.330 .438 

Nothing specific 120 0 1 .08 .278 3.053 .221 7.447 .438 

Not memorise at all 120 0 1 .08 .264 3.268 .221 8.828 .438 

Billboard more than 

street 
120 0 1 .06 .235 3.817 .221 12.781 .438 

Street more than 

billboard 
120 0 1 .64 .482 -.598 .221 -1.670 .438 

Aversion to brand 120 0 1 .03 .180 5.266 .221 26.161 .438 

Valid N (listwise) 120         

 

 

Table 16. Wilcoxon ranks test (a) 

 

 N Mean Rank Sum of Ranks 

Attention street ad  

Attention billboard ad 

Negative Ranks 17
a
 34.32 583.50 

Positive Ranks 79
b
 51.55 4072.50 

Ties 24
c
   

Total 120   

Street more than billboard 

Billboard more than street 

Negative Ranks 6
d
 41.50 249.00 

Positive Ranks 76
e
 41.50 3154.00 

Ties 38
f
   

Total 120   

a. Attention_street_ad < Attention_billboard_ad 

b. Attention_street_ad > Attention_billboard_ad 

c. Attention_street_ad = Attention_billboard_ad 

d. Street_morethan_billboard < Billboard_more than_street 

e. Street_morethan_billboard > Billboard_more than_street 

f. Street_morethan_billboard = Billboard_more than_street 
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Table 17. Wilcoxon ranks test (b) 

 

Attention street ad   

Attention billboard ad 

Street more than billboard  

Billboard more than street 

Z -6.514
b
 -7.730

b
 

Asymp. Sig. (2-tailed) .000 .000 

a. Wilcoxon Signed Ranks Test 

b. Based on negative ranks. 

 

 

 

Table 18. Correlation between Coca- Cola overall impression and ads 

 

 

Coca-Cola 

Impression 

Billboard ad 

Interesting 

Street ad 

Interesting 

Spearman's 

rho 

Coca-Cola 

Impression 

Correlation Coefficient 1.000 .451
**
 .195

*
 

Sig. (2-tailed) . .000 .033 

N 120 120 120 

Billboar ad 

Interesting 

Correlation Coefficient .451
**
 1.000 .380

**
 

Sig. (2-tailed) .000 . .000 

N 120 120 120 

Street ad 

Interesting 

Correlation Coefficient .195
*
 .380

**
 1.000 

Sig. (2-tailed) .033 .000 . 

N 120 120 120 

**. Correlation is significant at the 0.01 level (2-tailed). 

*. Correlation is significant at the 0.05 level (2-tailed). 

 

Table 19. Wilcoxon test between Heineken's guerrila and billboard ads (a) 

 

 N Mean Rank Sum of Ranks 

Street ad_ Interesting 

Billboard ad Interesting 

Negative Ranks 10
a
 33.85 338.50 

Positive Ranks 78
b
 45.87 3577.50 

Ties 32
c
   

Total 120   

a. Street_ad_Interesting < Billboar_ad_Interesting 

b. Street_ad_Interesting > Billboar_ad_Interesting 
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c. Street_ad_Interesting = Billboar_ad_Interesting 

 

Table 20. Wilcoxon test between Heineken's guerrila and billboard ads (b) 

 

 

 

Street ad 

Interesting  

Billboard ad 

Interesting 

Z -6.903
b
 

Asymp. Sig. (2-tailed) .000 

a. Wilcoxon Signed Ranks Test 

b. Based on negative ranks. 

 


