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ABSTRACT 
 
Title: Think inside the Guerrilla box? – A quantitative study of how consumers perceive 
guerrilla marketing in contrast to traditional marketing 
 
Authors: Jennifer Lundström & Madeleine Sjöbom 
 
Supervisor: Thomas Helgesson 
 
Examiner: Ulf Ågerup 
 
End seminar: 2011-06-14 
 
Level: Bachelor thesis in Marketing, 15 Swedish credits, Spring 2011 
 
Key words: Traditional marketing, guerrilla marketing, non-traditional marketing, 
conventional/unconventional methods, word-of-mouth 
 
Question: Based on consumer’s perception, is guerrilla marketing more beneficial than 
traditional marketing?  
 
Purpose: The purpose of this study is to analyse how consumers perceive guerrilla marketing 
in contrast to traditional marketing, looking at a gender perspective. This to be able to 
determine whether it is more beneficial for a company to invest in extra energy and time with 
less money spent and choose guerrilla marketing over traditional marketing. 
 
Methodology: A quantitative study, with a deductive approach and extensive structure 
 
Theoretical framework: The theoretical framework includes theories concerning the two 
methods and gender marketing. A communication stream model has furthermore been 
developed and modified from existing theories within the concept of marketing and 
communication. The AIDA model has been used to determine the buying behaviour. 
 
Empirical framework: The empirical framework presents the outcome of the primary 
research such as findings and statistics. 
 
Conclusion: Guerrilla marketing shows a clear advantage in most cases except when it comes 
to credibility. If companies can over win the issue with trust, guerrilla marketing is to prefer 
over traditional marketing, based on consumer perception. Major gender differences were 
none to be found. 
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1.	  INTRODUCTION	  

The following section will give the reader a good insight of what this thesis is about. Starting 
out with a background of the subject, which leads up to the problem discussion, followed by 
the statement of the problem and the purpose itself. This chapter will also include limitations, 
aspects of previous research and describe the disposition of the thesis. 
 

1.1	  Background	  
Because of globalisation, the world is moving towards a more integrated and interdependent 
world economy, making it no longer necessary for a country to talk about their own market, 
but instead see the world as one big marketplace. The globalisation of markets have lead 
consumer tastes and preferences to become more similar, e.g. a person in New York is as 
likely to buy furniture from IKEA as a person in Beijing, or a person living in Stockholm 
would be as likely to visit McDonalds as someone in Sydney. Globalisation has lead 
businesses to be able to expand internationally to gain competitive advantages either by 
producing in nations where production costs are low or by selling their products/services 
around the world. In the meantime this has also lead to an increase in competition making it 
more difficult for companies to communicate their products to their audience (Hill, 2008). 
 
‘Since mankind began trading goods, the advertising of a product or service has been key to 
creating a successful business’ (Lucas et al., 2006, p. 15). Today, millions of brands are 
competing with each other to gain attention among consumers and in 2006, a person was 
exposed to around 1,500 messages a day, making it reasonable to believe that the number of 
messages has increased slightly over the years until today (ibid).  
 
Marketers are often today coming across the issue how to generalize gender in their 
advertisings; they need to have a sense of their largest target audience to be successful in their 
advertising (Pickren, 2010). Trends in gender marketing are influenced by today’s changing 
roles of men and women in the society, as for example; women earn more money today than 
some decades ago, making them a bigger part of a company’s target audience (Lamb et al., 
2009).  
 
The most common way of doing advertising is the method referred to as traditional 
marketing, which is the advertising seen on TV, in magazines, on billboard screens, by other 
means; advertising made with conventional methods (Kotler, 2009). The increased 
competition in today’s world market, together with consumers becoming more sophisticated, 
generates a need for companies to come up with more sophisticated advertising strategies to 
be able to reach their target audience (Ghauri et al., 2010). ‘Since consumers are exposed to 
so many advertising stimuli, marketers are becoming increasingly creative in their attempts to 
gain attention for their products’ (Solomon et al., 2010, p. 130). This has lead companies to 
search for new methods, other than the traditional ones, that will enable them to expose their 
messages to the masses. One method that has gained increased success amongst big 
companies as well as small companies is guerrilla marketing. Jay Conrad Levinson coined the 
concept of guerrilla marketing in 1983 and ‘the whole idea [with the concept] is to invade 
someone’s personal space or, to use the popular term, “get in their face”’ (White, 2007, p.33).  
 

1.2	  Problem	  discussion	  
Consumers are becoming increasingly aware of the media they are exposed to and in the same 
time learning how to disregard media, therefore “advertisers can no longer spoon-feed 
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messages to the masses in television ad breaks as they once did. Advertisers and agencies 
have had to take note and evolve, both with the rapidly changing media landscape around 
them and with the changing habits of consumers, in order to explore the options beyond 
television, press and poster” (Lucas et al., 2006, p. 15). 
 
The decision of which method to use have led companies to meet the confusion about where 
to invest their marketing money and valuable time to get the most successful outcome for 
their advertising, and in the same time, how to advertise themselves. Most small business 
owners are also struggling with how they can allocate their small amount of marketing 
spending amongst all the choices available today (Frey, 2003). The confusion amongst 
companies is surely understandable, different approaches together with the major amount of 
messages a person is exposed to every day, makes it hard for companies to know which 
method that will generate the most success.  
 

1.3	  Problem	  statement	  
As companies struggles with the decision of where to invest their marketing money, the 
question for this thesis is as followed: 
 
Based on consumer’s perception, is guerrilla marketing more beneficial than traditional 
marketing?  
 

1.4	  Purpose	  of	  the	  study	  
The purpose of this study is to analyze how consumers perceive guerrilla marketing in 
contrast to traditional marketing, looking at a gender perspective. This to be able to determine 
whether it is more beneficial for a company to invest in extra energy and time with less 
money spent and choose guerrilla marketing over traditional marketing. 
 

1.5	  Limitations	  
When it comes to customer markets Kotler et al. (2009) argues that there are three different 
types; consumer markets, business markets and global markets. Since our aim is to study 
consumer’s perception, the study will look at the consumer market, which often is aimed 
towards the mass market, and the products and services that customers buy in this category 
are mostly intended for personal use. Therefore this report will not be applicable for business 
and global markets.  
 
The different campaigns used for this thesis, are not all comprehensive for traditional 
marketing or guerrilla marketing. For the traditional method, the campaigns looked at are 
outdoor advertisements such as billboards and advertisements appearing in magazines. These 
have been chosen to represent the traditional way, keeping in mind that the concept stands for 
much more. For guerrilla marketing, we have chosen to look at campaigns, which enables the 
audience to know at a first glance, which brand/company is the sender.  
 
When referring to marketing within the thesis, we refer to marketing campaigns such as 
advertising but marketing is of course much more than just advertising. 
 



 3 

1.6	  Central	  concepts	  
Some central concepts will follow the thesis from beginning to end; these will be given a 
deeper explanation in the theoretical framework but to give the reader the ability to easier 
follow the study from the beginning, the most important concepts will shortly be stated here. 
  

1.6.1	  Traditional	  marketing	  
The traditional marketing method contains advertising through e.g. local radio, television, 
newspapers, billboards, trade shows or direct mail (Casey, 2010) 
 

1.6.2	  Guerrilla	  marketing	  
Guerrilla marketing is a way of marketing a company, where the company is aiming towards 
conventional goals but with the use of unconventional means to achieve them (Levinson et al., 
2010).  
 

1.6.3	  Word-‐of-‐mouth	  
‘Word-of-mouth marketing is the most honest form of marketing because consumers are 
sharing their own opinions, independent of messaging and manipulation’ (Thorne, 2008, p. 
22). 
 

1.6.4	  Ad/Message	  credibility	  
‘The extent to which the consumer perceives claims made about the brand in the ad to be 
truthful and believable.’ (MacKenzie et al., 1989, p. 51).  
 

1.7	  Previous	  research	  
There are researches to be found within the subject of traditional marketing as well as non-
traditional. What is similar here is that most of them tend to be qualitative which made us lean 
towards a quantitative study. The quantitative studies that we found tend to put a lot of 
attention towards the trademarks of the campaigns. We also noticed the lack of studies within 
the subject concerning gender marketing, which led up to the purpose. 
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1.8	  Thesis	  disposition	  
The disposition model below gives a brief overview of the path the reader will follow 
throughout the thesis; furthermore, every chapter starts with a deeper description of the 
chapter itself.  
 

 
 
Figure 1.1 Thesis disposition 
Lundstrom & Sjobom, 2011 
 
 
 
 

Chapter 1 
Introduction 

Chapter 2 
Theoretical Framework 

Chapter 3 
Methodology 

Chapter 4 
Empiricism 

Chapter 5 
Analysis 

Chapter 6 
Conclusions 

Chapter 7 
Further recommendations 

Gives the background and the problem discussion, 
which is leading up to the purpose itself. 

Builds on the theories, which have been chosen to be 
able to analyse the empirical results. 
 

A deeper explanation of the choices made 
concerning different approaches and methods. 

Presentation of the practical part for the empiricism 
and the findings made. 
 

Aims to present the connections between chosen 
theories and the empirical findings. 

Summarizes the main areas of the analytical part and 
answers the purpose and problem of the thesis. 

Proposals for further research within the subject.  
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2.	  THEORETICAL	  FRAMEWORK	  	  

The theory section will give an in to depth explanation of the concepts of guerrilla marketing 
and traditional marketing. Other relevant theories have also been explained and models, 
which are the base for the empiric research, are illustrated. 

 

2.1	  Traditional	  marketing	  –	  an	  explanation	  
Today, marketing is a word that is mentioned everywhere in every imaginable context. In 
addition to the buying and selling of goods and services it is also applied to people, places and 
even causes, it is everywhere (Baker, 2006).  
 
The traditional marketing method contains advertising through e.g. local radio, television, 
newspapers, billboards, trade shows or direct mail (Casey, 2010).  According to Ivy (2008) 
the traditional way of marketing is described as a marketing method that is based on the four 
P’s: product, place, price and promotion, five P’s when adding people to the mix and seven 
P’s where physical facilities and processes are added and it is also based on segmentation and 
advertising. Furthermore it is a company focused and product-based method, which means 
that its purpose is only to increase the visibility of the company and its brand. 
 
In traditional campaigns, the sender is easily seen. Something to point out is the amount of 
money companies pay to become visible to the masses. It is estimated that a billboard ad in 
the U.K. costs around £350,000 - £750,000, depending on whether the sender wants a ‘heavy’ 
or ‘light’ campaign, which is based on how many panels are covered with the ad (Growing 
Business, 2010). 
 
According to Ghauri et al. (2010) the effectiveness of the traditional advertising method has 
in the past ten years been in decline. This method of advertising has become less effective for 
several reasons where the two major ones are the increasing fragmentation and heavy 
competition. As the number of television channels, radio stations and consumer publications 
grows, the audience is split into smaller groups making it more expensive and harder for 
companies to reach their target audience. Computer games and Internet are two major 
channels that are competing with the traditional media, drawing people away from channels 
such as television. 
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2.2	  Guerrilla	  marketing	  –	  an	  explanation	  
In 1984, the first book about guerrilla marketing was published. The author of this book, Jay 
Conrad Levinson, is today seen as the father of guerrilla marketing. Levinson (2010) 
describes the concept as followed: “I'm referring to the soul and essence of Guerrilla 
Marketing, which remain as always -- achieving conventional goals, such as profits and joy, 
with unconventional methods, such as investing energy instead of money”.  

 
According to Kotler et al. (2009) guerrilla marketing is an unconventional approach, which 
originally is intended to assist small businesses to get them noticed in the markets where the 
conventional media is cluttered. Today large businesses as well as small ones use guerrilla 
marketing with the aim to be able to achieve an instant impact. Guerrilla marketing is often 
also linked with word-of-mouth. According to Solomon et al. (2010) guerrilla marketing is 
promotional strategies that use unconventional locations with an intensive word-of-mouth 
campaign to push and spread products into the market. Guerrilla marketing abstains from the 
traditional ways as it is about the make of unconventional and spectacular activities, 
something that is going to be eye-catching and surprising when used, thus, being very 
efficient in terms of gaining the customers attention (Baltes et al., 2007).  
 
There are a lot of descriptions of the concept but they all lean towards the same direction, 
mainly that guerrilla marketing is a method where money does not have to be a big problem; 
even companies with a small budget can apply this method. The importance lies within the 
marketer and in order to get the best effect, creative thinking is the core to success.  

 
Something that separates guerrilla marketers from other marketers is the fact that 
economizing for them does not necessarily have to relate to saving money; instead it is about 
getting the most out of the money invested (Levinson, 2010).  

 
As with all marketing campaigns there are some rules to keep in mind to ensure success. 
White (2007) talks about four important rules when it comes to Guerrilla marketing; be 
relevant to your audience, which means that you have to keep in mind what you are doing and 
where, as White (2007, p. 33) wrote in an article ‘Handing out flyers for a Michael Bolton 
concert at a biker convention is probably a waste of your time, and theirs’, showing that if you 
don’t plan the campaign well, costly mistakes can happen. Secondly, there is the use of 
quality not quantity meaning that the campaign needs to be of good quality to get the right 
customer’s attention. Third, they need to use good timing, ‘If you are doing a free cup of 
coffee promotion, chances are that the reaction will be more favourable at 8 a.m. as opposed 
to 8 p.m’ (ibid). To the last and the most important thing; leave it to the professionals; they 
know what they are doing and how to make a campaign successful (White, 2007). 

 
“Guerrilla marketing is a type of marketing that reaches consumers in an engaging and – this 

is key – unexpected way. Beyond the intoxicating buzzwords – out of the box, viral and 
grassroots – guerrilla is about using your own creativity…” 

- Margolis et al., 2008 
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2.3	  Effects	  of	  the	  two	  marketing	  methods	  
As described above, guerrilla marketing is marketing in untraditional ways, which makes the 
method belong to the world of non-traditional media. This has gained much industry attention 
and has also received growing shares of marketing budgets in the last few years (Dahlén et al., 
2009). In contrast to this, traditional marketing is facing decline and also criticism that it is 
loosing its effectiveness.  

 
Today, consumers have become more and more aware of traditional marketing and consumers 
have also, with increasing success, been able to avoid it. Dahlén et al. (2009) discusses how 
consumers avoid the traditional method in two ways: with new technology and by avoiding it 
mentally. Due to increasing knowledge about the concept, consumers are more likely to 
ignore the traditional media then before.   

 
The effects of the two methods are often linked with value; low perceived value tends to 
result in negative consumer responses whereas high-perceived value produces positive 
responses. Non-traditional media, such as guerrilla marketing is expected to generate positive 
feelings and liking simply because of its unique form, this form also improves consumer-
perceived value. In contrast, the traditional media is a kind of negotiated space where 
consumers have accepted and learnt to come across advertising in exchange for more 
entertaining TV programs, more informative newspapers and so on (Dahlén et al., 2009). 

 

2.4	  Gender	  Marketing	  
Martin (2003) argues that a factor that can influence information processing and message 
perception is gender. Many people assume that males and females process information in an 
equivalent manner but there are researches done which tells that significant gender differences 
actually do exist. Even though differences have actually shown to exist, researches regarding 
gender influences are often neglected, such as researches on mood effects. When it comes to 
information processing, females are more engaged in detailed processing then males are, 
females also prefer a more sequential highly structured strategy, whereas males prefer an 
impulsive, global strategy to cognitive processing (Martin, 2003).  

 
Marketers often come across the issue of how to generalize gender in their advertisements. 
Marketers need to have a sense of their largest target audience to be successful in their 
advertising. It is no coincidence that advertisements for cars often aim towards men, while 
advertisements for cleaning supplies aims towards women, thus, marketers need to make sure 
not to over generalize their advertising, this to avoid being perceived as sexist (Pickren, 
2010).  
 
The limitations for gender marketing should be based on common sense and sensible 
research. A good advertiser will carefully gather data concerning the preferences of their 
target audience, males versus women and furthermore they will also keep track of who is 
buying their products and services (Pickren, 2010). According to Moss (2009) men and 
women have different preferences when it comes to elements within marketing. For visual 
elements, men are not much for details whereas women prefer detailed messages. For the 
informational elements, men prefer ‘simple and factual information with just one or two 
features’ (Moss, 2009, p. 172). They also prefer when there is a ‘competitive situation within 
the advertisement’ (ibid). Women in contrast prefer more ‘original information with multiple 
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features’ (Moss, 200, p. 172) and they prefer ‘harmonious or self-competitive situations’ 
(ibid).  
 

When it comes to making a purchase, there is a difference between men and women. As Dr. 
Burke (Cited in Yaccato et al., 2008) announces, women’s average purchase decision lasts for 
four minutes whereas males are generally able to make a purchase decision in less than 60 
seconds. 

 

2.5	  Communication	  stream	  model	  
Communication is, of course, essential in any relationship. It is according to Percy (2008), 
described as ‘planning in a systematic way in order to determine the most effective and 
consistent message for appropriate target audiences’.  
 
The model below is a modified model with elements from existing models and theories. The 
first three elements concerning messages has its base in the AAd model by Mackenzie and 
Lutz (1989), the word-of-mouth element is based on theories from Solomon et al. (2010) and 
the purchase element has its base in the traditional consumer decision-making process where 
it is the second last step. 
 
 
 
 
 
 
 
 
 
 
 

	  
 
 
 
 
 
 
 
 
 
 
 
 
Figure 2.1 Communication stream model 
Lundstrom & Sjobom, 2011 
 
 
 

Message formation 

Ad perception Ad credibility 

Word-of-Mouth 
 

Purchase 
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2.5.1	  Message	  formation	  
How a message is formatted is, according to MacKenzie et al. (1989), what affects the ad 
perception among consumers (cited in Granlund et al., 2007). According to Solomon et al. 
(2010) the first to consider is to choose between the two alternatives whether to use emotional 
or rational appeals, or, in other words, should the message appeal to the heart or the head? In 
this situation, the answer doesn’t have any “rights” or “wrongs”, the answer always depends 
on what kind of product the company wants to communicate out to the customers, the type of 
relationship the customers have with the product as well as the current competitive situation 
in the market. 
 
Solomon et al. (2010) also explains that depending on the appeal used in the message, 
different reactions will occur, it is also of importance in the way the message is said as well as 
who says it to whom. A message can scare consumers, make them laugh, make them cry and 
also make them yearning for more knowledge. For this thesis, different attributes from which 
a message can be formatted from will be looked at. These attributes are to be found within 
existing theories, describing how these attributes can affect the perception of the message. 
 

2.5.1.1	  Humour	  
According to Solomon et al. (2010), a humorous advertisement attracts a lot of attention. 
Humour is one of the most commonly used emotional appeals in global advertising 
(Hatzithomas et al. 2011) and it has also shown an overall success by getting attention from 
consumers. A humorous message increases the acceptance of the message by negating the 
consumer from thinking of reasons why not to agree with the message. Humour has also 
shown to be more effective when the brand is clearly identified and when the material does 
not overfill the message (Solomon et al., 2010). Furthermore subtle humour is often seen as 
the better way of using humour in advertisements as it presents the brand or product to be 
“clever”, the humour can also make fun of the brand and/or its producers which in some cases 
makes them appear as “more cool”. 
 
Each humour mechanism accumulates some advantages, as well as some disadvantages that 
can either improve or reduce the effectiveness of advertisements. It seems that the humorous 
disparagement process, also called interpersonal mechanism, is the riskiest humour form as it 
might irritate or annoy the consumers when it crosses the line from tolerance to rudeness. If 
the target audience does not share the opinion being communicated, it may identify with the 
victimized character and consider the ad insulting or rude (Hatzithomas et al., 2011).  
 

2.5.1.2	  Fear	  
Fear appeals can be effective if used properly and is today used in more than 15% of all TV 
advertisements. The most successful way is by using a fairly amount of fear within the 
message and when the credibility of the source is high. The use of fear in advertising is a 
common tactic for social policy issues, such as trying to get consumers to change to a 
healthier lifestyle by stopping smoking, exercise more and drinking without driving (Solomon 
et al., 2010). According to Mayfield (2006) both males and females have an equal tolerance of 
fear appeals in advertising. 
 
A fear appeal would be more effective for a high involvement product than for a low 
involvement product (Cochrane et al., 2005). High involvement purchase decisions are often 
concerning products with a high level of potential social or economic consequence, for 
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example buying a new car or home. Low involvement products are products which people 
purchase on routine which pose a little risk to the consumer such as choosing a newspaper or 
candy bar (Boone et al., 2010). According to the theory, fear appeal would most likely work 
in an advertising campaign for a car, but not for a newspaper.  
 

2.5.1.3	  Creativity	  
As mentioned before, the effectiveness of communication depends on how a message is being 
expressed and also the content of the message together with the message itself. If the 
communication is ineffective it might mean that the wrong message is being used, expressed 
in the wrong way or simply a lack of creativity (Kotler et al., 2009). Creative strategies are 
according to Kotler et al. (2009, p. 597) ‘the way marketers translate their messages into a 
specific communication’.  
 
A study tells that creative advertising viewed in a quite non-distracted environment leads to 
increased recognition. Creativity also plays an important role for advertising experts when 
showing their messages to their target audience, and it is also argued that creative 
advertisements is seen as more likable than non-creative messages (Baack et al., 2008). 
 
Creativity in advertising has also been linked with improved attention, motivation to process 
the advertisement and the depth of processing. The originality or difference and personal 
relevance in creative advertisements can lead to more in depth processing of the message. 
Consumers might be more likely to move beyond the message and consider the definite or 
personal implications of the ad. The use of a creative advertising message may motivate 
message processing by attracting attention and encouraging further processing (Baack et al., 
2008).  
 

2.5.1.4	  Traditional	  
Traditional marketing messages are seen through e.g. local radio, television, newspapers, 
billboards, trade shows or direct mail (Casey, 2010).  As mentioned earlier, this method of 
marketing has seen a decline due to increased fragmentation and heavy competition (Ghauri 
et al., 2010). As consumers are becoming more aware of the concept, they can now choose to 
mentally ignore it, making it more important for marketers to go around the traditional 
message formation (Dahlén et al., 2009).  
 

2.5.1.5	  Surprising	  
Baltes et al. (2007) explains how guerrilla marketing is about making something that is going 
to be eye-catching and surprising when used, thus, being very efficient in terms of gaining 
customer attention. Overall it is, according to Solomon et al. (2010) very effective to 
introduce surprise elements in advertisements. This strategy for creating advertisements, 
supports recall even though the stimulus is not relevant to the accurate information being 
processed.  
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2.5.2	  Ad	  perception	  	  
The nature of perception is that the perceptions that comes from stimuli’s of communication 
that consumers are exposed to, such as advertisements, often influences consumers buyer 
behaviour and actions taken are based on what consumers perceives to be reality (Strydom, 
2004). If marketers are aware of the principles of perception they will be able to develop 
messages that have abilities of being perceived in a good way and remembered by the 
consumers. 
 
Strydom (2004, p. 44) explains how ‘perception is influenced by what we have learned’ and 
gives the example that when a young man sees an advertisement for cigarettes he associates 
smoking with masculinity and therefore buys the cigarettes in the ad. 
 
According to the Aad model, ad perception is about the way in which consumers perceives the 
adverts based on their primary stimulus or intended message, such as the message 
formulation. This includes factors that have been used within the final advert and have been 
executed into the design or final advertised product (McKenzie et al., 1989). 
 

2.5.3	  Ad	  Credibility	  
There are many different ways for businesses to reach out to their target audience today. 
There is no challenge in getting the message out to the masses but if companies want 
consumers to take the next step, whether it is to buy products, use services, join e-mail lists or 
spread a positive word-of-mouth, it takes more than just a message - it takes credibility 
(Wells, 2008). 
 
MacKenzie et al. (1989, p. 51) describes how ad credibility ‘is defined as the extent to which 
the consumer perceives claims made about the brand in the ad to be truthful and believable’. 
It is also pointed out that ad credibility ‘represents consumers perceptions of the truthfulness 
and believability in general, not simply the particular ad in question’ (ibid).  
 
Message credibility refers to a source’s perceived expertise, objectivity or reliability. Those 
features relates to consumer’s beliefs that a communicator, such as a marketer, is proficient 
and that he also is willing to provide the necessary information to evaluate competitors 
adequately (Solomon et al., 2010). 
 
When it comes to credibleness of traditional and non-traditional marketing, Mashek (2000) 
reported that ‘traditional media sources were more credible than non-traditional media’ (Cited 
in Rodgers, 2005, p. 4) but opinions differ. As well as it has been argued that traditional 
media is seen as more credible, it has also been argued that non-traditional media is the most 
credible method. The reason for non-traditional media of being more credible have been 
argued by Dahlén (2003) who created a model showing how different media can go around 
the barriers of credibility. As illustrated in figure 2.2, the choice of medium has an impact on 
how the receiver experiences the message. As shown in the figure, the credibleness of the ad 
is a barrier, which the sender has to over win. As consumers often makes conscious or 
unconscious evaluations of the message credibility before storing it into their mind, a message 
which is not seen as credible, is most likely to be ignored by the consumer (Dahlén, 2003). 
Dahlén (2003) furthermore argues with his model that by choosing a creative media, it is 
possible to over win the barrier and store the information into the consumer’s mind, without 
having to deal with the issue concerning credibility. 
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Figure 2.2 Credibility of commercials 

From Dahlén, 2003 Marknadsförarens nya regelbok – 
varumärken, reklam och media I nytt ljus. 

Malmö: Liber ekonomi p. 111 

	  

2.5.4	  Word-‐of-‐mouth	  
A lot of the information we are hearing about products or services today is conveyed by 
individuals on an informal basis. Many people would probably agree that a lot of their daily 
conversations with friends, family and colleagues are product or service related. The 
conversations can be everything from asking where a friend bought her dress, recommend a 
restaurant to a friend and so on. All of these conversations are seen as word-of-mouth 
communication and this kind of uncontrolled marketing tends to be more reliable and 
trustworthy than the one received through more formal channels such as television, magazines 
and radio (Solomon et al., 2010).  
 
Since only 14 percent of the people believe in what they see, hear or read in advertisements, 
people are more trustable to their families, friends or colleagues when talking about a product 
or service (Alire, 2007). Therefore word-of-mouth has become more important to companies 
as 80 percent of all buying decisions are influenced by someone’s direct recommendations, in 
other words, by word-of-mouth (Solomon et al., 2010).  
 
According to Alire (2007) word-of-mouth is also thousands times more powerful than 
conventional marketing, this because word-of-mouth marketing is a technique of getting 
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people to talk about a service or product in a positive way. Ng et al. (2011, p. 134) means that 
‘WOM stands out as a highly trusted information source’.  
 
Guerrilla marketers are using unconventional communication methods to create word-of-
mouth campaigns (Bach, 2006). Word-of-mouth is especially important for services whose 
offerings are intangible and experience or credibility based, this because in these services, 
customers rely heavily on the advice and suggestions from people who have earlier 
experiences (Ng et. al, 2011).  
 

2.5.5	  Purchase	  
The main intention companies have is to convince consumers to make the actual purchase, a 
company therefore need to have a good insight in consumers wants and needs (Gurley et al., 
2005). 
 
The consumer decision process offers companies a combination of market research and 
unique quantitative modelling that takes the speculations out of why consumers buy or not 
buy their products (Gurley et al., 2005). The third step in the consumer decision process is the 
purchasing process; this is the step where the customer makes the actual purchase either from 
a store, catalogue, on the Internet, via telephone or in another possible ways. This purchase 
could be either an impulse purchase, a planned or a partly planned purchase (Frank Auton 3rd 
of March 2011) (lecture handout). According to Gurley et al. (2005) consumers only shop and 
eventually purchase from companies, which influenced them in a positive way during the 
process. Dahlén et al. (2009, p. 163) stated that ‘when consumers perceived non-traditional 
marketing as offering value the effect on purchase intention and WOM intention was 
positive’.  
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2.6	  AIDA	  
The Aida model shares the same goal as other buying behaviour models, which is to 
‘represent the process when a customer receives a marketing message and reacts to it’ 
(Moore, 2005, p. 7). White argues that ‘AIDA is probably the oldest acronym in marketing. It 
is the best and will never change’ (Cited in Moore, 2005, p. 256). 
 
According to Cramphorn (2006) the AIDA model is a process where the first obstacle is the 
attention of the ad. ‘High attention should then be the precursor to ‘Interest’ in finding out 
more about the advertised brand, followed in turn by ‘Desire’ and, finally ‘Action’ 
(Purchase)’ (Cramphorn, 2006, p. 7). 
 
 

 
 
Cognitive Stage 
 
 

 
 
Attention 
 

 
 
 
Affective Stage 
 
 
 

 
 
Interest  
 
Desire 
 

 
 
Behaviour Stage 
 
 

 
 
Action 

 
Figure 2.3 AIDA model, part of traditional 

response hierarchy model. From Kotler, et al. 
2009: Marketing Management Essex: 

Pearson Education Limited p. 695 
 
The model describes how a person goes through different stages before taking action. 
Attention is the stage where a person actually notices an advertisement, for example this 
could be when reading a newspaper, during a commercial break on TV or such alike. This 
often happens within just a few seconds, making it vital for the message to actually get the 
receivers attention. Interest, which is the next phase, is the interest the receiver shows for the 
advertisement whereas desire is about the importance that ‘the brand must command a 
position in the receiver’s consciousness…’  (Madsen et al., 2007, p. 48). The last phase is 
action; this ‘is the process of doing something to achieve a particular aim’ (Smit et al., 2007, 
p. 37). As both guerrilla marketing and traditional marketing shares the same goal, to make 
the consumer take action, the AIDA model is applicable to the theories.  
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3.	  RESEARCH	  METHODS	  

The purpose of this chapter is to describe and motivate the approach and methods chosen for 
the thesis. The chapter will also give an understanding of how the selection process 
proceeded and to give an insight of the reliability and validity of the thesis. 
 

3.1	  Approach	  
Choosing the appropriate approach is of significant importance as this tells us how we are 
going to gather data about the reality. The chosen approach will determine how the researcher 
will face the reality and Jacobsen (2002), argues that there are two different approaches to 
choose from, both met with the confusion about which approach is the most appropriate for a 
certain study.  
 

3.1.1	  Selection	  of	  approach	  
According to Jacobsen (2002) there are two different approaches to work from when writing a 
thesis to get an insight in reality: deductive and inductive approach. What should be kept in 
mind though is that the researcher doesn’t necessarily have to choose a defined deductive or 
inductive approach due to the fact that it is sometimes hard to distinguish between them 
(Saunders et al., 2000). 

 
The deductive approach works from theory to empiric by working from existing theories that 
are later tested on the empiricism, by other means, the researcher draws conclusions from 
existing theories. If working from an inductive approach, empiricism will first be gathered to 
be able to later formulate theories based on what has been found. Inductive approaches are 
more often used for qualitative methods since these are more open for new and surprising 
information than the quantitative method. The deductive approaches are in almost all cases 
used for quantitative methods since they are based on the fact that the researcher categorises 
the information before he/she collects it, the questions needs to be set and the answers should 
already be given (Jacobsen 2002).  
 
We have chosen to work from a deductive approach, by using relevant theories and by testing 
these with the empirical findings to be able to draw conclusions. What should be pointed out 
is that due to the fact that no model completely fulfilled the criteria for our purpose, a 
modified model were made from existing models and theories, which made the base for the 
survey. 
 

3.2	  Formation	  
Two different aspects determines the formation of the research; which structure to choose, 
which also tells which method is the most appropriate one and before determining whether to 
use a qualitative or quantitative method for gathering data, it needs to be clear if the research 
will follow a broad or a deep structure. 
 

3.2.1	  Intensive	  or	  extensive	  
There are two ways of structuring the research, either intensive or extensive. Intensive is seen 
as the deep structure, meaning how we want to approach the phenomenon and extensive is the 
breadth, looking at how many research units we want to express ourselves about. Most 
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researchers wants to be able to both go deep and broad but in reality it turns out to be a 
problem (Jacobsen 2002), making it necessary to choose one over the other depending on 
what the aim of the research is. 
 
The extensive structure will describe the width in a research; a few variables are researched 
amongst a big group of units. Meanwhile the intensive structure will show the depth in the 
study, here a bigger amount of variables will be researched but with a less numbers of units. 
The more units that are researched, as more general will the results of the study turn out to be, 
the individual’s differences will disappear and the attention will go to the general, which is 
common for many of the respondents (Jacobsen, 2002). 
 
Our aim with this thesis is to be able to generalise our results to a larger population, making it 
necessary to research a larger number of units, which leads us to the extensive structure. 
Looking at the strengths and weaknesses, the extensive will still be more suitable as the 
intensive structure would restrict our ability to generalise. The intensive structures strengths is 
to get relevant data with many details and it goes in to depth, the problem here is though that 
the studies are turning out to be very specific to just one special context or just a few units. So 
the question here is if one can generalise that specific data for everyone? The strength of the 
extensive is that it is easy to generalise the outcome over big populations, but the information 
is becoming very shallow (Jacobsen, 2002). Weighing the effects of both structures, we still 
feel that the extensive is more suitable for our research.  
 

3.2.2	  Qualitative	  or	  quantitative	  
When decided on what outcome the research is aiming towards and how the research is going 
to be structured the discussion about which method to use for gathering information can start. 
There are two different methods to choose between, whether to use a qualitative research 
method or a quantitative research method (Jacobsen, 2002). 
 
According to Denzin et al. (2005, p. 3-4) “qualitative research involves that studied use and 
collection of a variety of empirical materials – case study; personal experience; introspection; 
life; story; interview; artifacts; cultural texts and productions; observational, historical, 
interactional and visual texts – that describe routine and problematic moments and meanings 
in individuals’ lives”. The hope with this is to get a better understanding of the situation, 
which often is complex. The qualitative approach is often linked with the intensive approach 
since it researches a limited number of units, which makes it more difficult for the results to 
be generalised to a larger population (ibid).   
 
As mentioned earlier our aim is to be able to apply the results to a larger population, the 
qualitative approach would restrict this, making a quantitative method more suitable. As 
Jacobsen (2002) argues that a quantitative approach will be used when the researcher wants to 
generalise the research to other places and persons, this method is ideal for our study. With 
quantitative methods the purpose is also to “discover answers to questions through the 
application of scientific procedures. These procedures have been developed in order to 
increase the likelihood that the information gathered will be relevant to the question asked and 
will be reliable and unbiased.” (Davies, 2007, p. 10). By carrying out a questionnaire, suitable 
to our purpose, we believe that the outcome will be relevant and reliable. 
 
The quantitative approach enables us to get a larger number of respondents than if using a 
qualitative approach, making it possible for us to generalise the results to a bigger population, 
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which gives the thesis a high external validity. Further, it is also of importance to find the 
right group of people, which will be representative for the population, which the survey is 
aimed to express (Jacobsen, 2002). 
 
Even though the quantitative approach gives a high external validity, there are some possible 
problems to keep in mind. First we need to remember the fact that we are going to measure a 
large number of units, it can therefore not be too complex, which makes it difficult to go deep 
into the subject, instead we need to look at more simple proportions. Secondly the fact that we 
are conducting a standardized questionnaire, in the form of a online survey, makes us from 
the beginning defining what is actually relevant which could lead to missing out on relevant 
and valuable information. Therefore the quantitative approach sometimes has problems with 
the internal validity. Quantitative methods have sometimes also been criticized to reduce 
people to object and by that create a gap between the researcher and the respondents making 
an understanding of the outcome not possible (Jacobsen, 2002). 
 
We believe that when conducting the questionnaire, we have enough knowledge to create a 
questionnaire that will enable us to get relevant information and not miss out on valuable one. 
Also, by conducting a pilot test before handing out the primary research, we can increase the 
internal validity. Another thing to keep in mind is the problem with non-responses. By 
grouping external and internal non-response and decide whether to take them into account or 
not, we can further ensure the reliability of the research (Ekström et al., 2000).  
 

3.3	  Implementation	  
The implementation process is an important process as it explains the different steps involved 
in gathering primary and secondary data. It describes how sources for the given thesis have 
been selected, how the collection were made and also explains the criticism towards the used 
sources. 
 

3.3.1	  Collection	  of	  data	  
Kotler et al. (2009) predicts that when collecting data the researcher can select between two 
different ways of data gathering, either from primary sources or from secondary sources, our 
intentions for the thesis is to gather information from both sources. The research usually starts 
by investigating the variety of low-cost and readily available secondary data to see whether 
the researcher can solve the problem without collecting any primary data since this is a much 
more expensive way of collection. But when the needed data doesn’t exist, is unreliable, 
incomplete or inaccurate the researcher’s opportunity is then to start to collect primary data 
(Kotler et al., 2009).  
 
When writing a thesis, it is often clear from the beginning that both secondary and primary 
data is needed to be able to work the purpose of the study. As our aim is to research 
consumer’s perception, it stood clear from the beginning that primary research would be 
needed to be able to identify the perception amongst consumers as this is something that 
needed to be up to date and related to our purpose.  
 

3.3.1.1	  Secondary	  data	  
When gathering secondary research it is not the researcher who is collecting the information 
directly from the source, the data is already collected for another purpose and already exists 
somewhere else, such as in market reports, reports from research organisations etc. Because 
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of this, the data may be collected for another purpose, different from ours, which can lead to 
complications such as a lack of agreement between the information we can use and what we 
want to use it for (Jacobsen, 2002).  
 
According to Jacobsen (2002) there is always a question to ask when using secondary data, 
can we trust it? Therefore, the most important aspect here is to find out how big the sources 
credibility is, since the researcher doesn’t have control over the sources, how the information 
was collected and who collected it. 
  

3.3.1.2	  Selection	  and	  collection	  of	  secondary	  data	  
Looking at the problems that can occur when gathering secondary data, it is understandable 
that it requires a well-planned process to successfully gather the desired information. This is 
also important to be able to determine which units to use for the research and which ones that 
is irrelevant.  
 
For this thesis, we started out by studying existing literature such as articles and books. Those 
where found in the library at our university, Westminster University. By studying the existing 
literature we were able to determine some keywords that would be useful when searching for 
data, relevant to our thesis. The keywords used for the selection of data were guerrilla 
marketing, traditional/non-traditional marketing, conventional/unconventional marketing, 
word-of-mouth marketing, consumer behaviour for marketing, marketing communication and 
new thinking within marketing. Some keywords contained more relevant information than 
others. By using these keywords we were able to find books at our university library whereas 
journals and articles where find within databases such as Emerald and ProQuest. All of those 
contained information relevant to our study but to ensure their credibility, two important 
aspects were taken into consideration. First of all, we wanted to gather information with a 
given author, as this often is a first step to credibility. Secondly we wanted to have as up to 
date information as possible when conducting our theory to make sure that it was actually 
relevant to our study. Theories that were dated a long time ago, that we still wanted to use, we 
made sure that they were credible and still relevant. By looking at these two aspects, our hope 
is to have gathered valuable information, helping us with the reliability of the thesis. 
 

3.3.1.3	  Primary	  data	  
According to Kotler et al. (2009), most research projects are including some primary data 
collection. Primary data are freshly gathered for a special purpose or for a specific research 
project, furthermore, the researcher directly collects it from persons or from groups of people, 
which means that it is taken from a primary information source. To collect primary data the 
researcher is using methods such as interviews, observations, focus groups or questionnaires. 
When using this method the researcher has a certain level of control over the circumstances, 
which can influence the credibility of the data (Jacobsen, 2002).  
 

3.3.1.4	  Selection	  and	  collection	  of	  primary	  data	  
Since we are conducting a quantitative research, some possible ways of selecting primary data 
were immediately taken away, instead there is often a given way of collecting data for the 
quantitative approach, which is conducting a questionnaire. According to Jacobsen (2002), the 
selection and collection of our primary data will have three limitations: limitations in time, in 
geography and other variables. When it comes to limitations in time, our purpose is to 
understand consumers’ perception today; therefore changes in attitudes due to difference in 
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time will most likely not occur. When it comes to geographic limitations, our choice has been 
to gather respondents in the United Kingdom, as this is where we have been present during 
the time of the primary research. When it comes to other variables, we are looking at the 
respondents from a gender perspective, as we want to see if males and females have different 
perceptions. Also our respondents are 16 years and above as we feel that 16 is the age when a 
person can start to consume without the permission from parents, making them more exposed 
to marketing campaigns. 
 
When it comes to the number of research units, Jacobsen (2002) means that a selection of 
400-600 people are suitable to reach a decent precision and to be able to handle the 
information gathered in a good way. However, taking into consideration that this is a thesis 
for a bachelor degree, we felt that a number between 150-250 should be enough to ensure 
reliability of the outcome. 
 

3.3.2	  Criticism	  of	  sources	  
When choosing our sources we have been careful by not only trusting one source. We have 
been putting a lot of effort into controlling our sources against other sources, independent 
from each other to ensure their credibility (Jacobsen, 2002). When it comes to our primary 
data, we grouped non-responses into two categories and chose to not take any of the non-
responses into consideration, this to ensure a result closer to reality.  
 

3.4	  The	  study’s	  credibleness	  
According to Jacobsen (2002) research studies are always intended to minimize problems, 
which has to do with validity and reliability.   
 

3.4.1	  Reliability	  
Reliability is according to Litwin (1995, p. 6) ‘a statistical measure of how reproducible the 
survey instrument’s data are’. By other means, the possibility of making the same research 
again and get the same result. When conducting the questionnaire we were careful not to use 
any leading questions and also to use text, which was neutral, to make sure that the 
questionnaire wouldn’t lead the respondent in a certain direction. 
 

3.4.2	  Validity	  
Validity is explained as ‘how well it measures what it sets out to measure’ (Litwin, 1995, p. 
33). We validate the internal validity from the primary research as high with no factors that 
would influence the respondents. We believe that by conducting an online survey, the 
respondents could choose to fill out the survey at a time that was appropriate for them without 
feeling stressed or pressured. The pilot test we did before handing out the survey was 
necessary in order to be able to see if the respondents were actually able to interpret the text 
and pictures in a correct way, without feeling uncertain of what was actually asked.  
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3.5	  Analytical	  model	  of	  methodology	  
To end the chapter of our methodology, a model is exposed, which shows how the work has 
proceeded throughout the thesis, with a brief explanation of every step. 
 

	  
	  

	  

	  

	  
	  
 
 

 
 
 
 
 
 
 
Figure 3.1 Analytical model of methodology 
Lundstrom & Sjobom, 2011 
 
 
 

1. The thesis started out with a discussion around different topics, which we found to be 
interesting and where we felt that something was missing.  

2. After deciding which area we wanted to research, we went through a brief literature 
study to be able to state the problem and purpose. 

3. The problem was stated which came to slightly change during the process. 
4. A deeper study of existing literature was made to be able to determine the theoretical 

framework and this is also where we came to slightly change the problem statement. 
5. At this point, existing literature had been gathered which we elaborated to determine 

which ones that needed modification and which ones that could be used in its existing 
form. These were put into the theoretical framework.  

6. From the information put into the theoretical framework, we were able to design our 
questions so that the primary findings would be able to be examined against theory. 
The online program used for handing out our survey made it easy for us to design a 
questionnaire, suitable for our thesis.  

7. The questionnaires were sent to a number of respondents who had been approached 
beforehand. 

1. Research topic 3. Problem statement 2. Brief literature study 

4. Literature study 5. Elaboration of theory 
6. Formulation of 
questions and 
design of 
questionnaire 

7. Data collection 8. Compilation of data 
9. Examine       
empiricism against 
theory 

10. Conclusions 
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8. The data was compiled and put into excel to be able to work out some necessary 
diagrams for a better overview. 

9. Empirical findings are tested against the theoretical framework to be able examine 
whether the empirical findings match the theories or if differences are to be found. 

10.  The conclusions are the actual outcome of the analysis. 
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4.	  EMPIRICAL	  FRAMEWORK	  

In this section, the practical part for the empiricism will be stated, followed by the structure of 
the primary research and ending up with the results from the gathered data, which includes 
text and diagrams showing the male’s versus female’s attitudes towards the different 
campaigns.    
 

4.1	  Strategy	  put	  into	  practice	  
As mentioned earlier, the method used for this thesis is quantitative. A survey was conducted 
and then sent out to people at University of Westminster. Before sending out the survey, 
people at University of Westminster, mainly business students, were approached with the 
intention to find people, willing to fill out the questionnaire. By doing this we were able to get 
e-mail addresses to people who would later be approached with the survey, the approached 
number came to a total of 250 persons.  
 
The data gathered is according to Jacobsen (2002) seen as primary data since the respondents 
were approached with a survey and the data is gathered for the first time. The primary data for 
this thesis has been gathered from an online survey. Jacobsen (2002) describes a survey as the 
actual quantitative method but also addresses some main issues, the actual distance between 
the researcher and respondent which is significant in our case since we choose to conduct an 
online survey, secondly there is always a risk with surveys that the respondent will be 
influenced in their answers by how the survey has been formulated. 
 
Since we want to generalise our research and reach out to a greater population than would be 
possible with interviews, we chose to conduct a survey, keeping in mind the risks with it. 
Since we are working from a deductive approach, the questionnaires have been designed after 
theories and models in the theoretical framework. 
 

4.1.1	  Pilot	  test	  
Before sending out the survey, a pilot test was made to ensure that the survey was actually 
working in accordance and that none of the questions were misunderstood. The survey was 
sent out to two students, one studying marketing and one studying politics to ensure that the 
questions were formulated in a right way and also to make sure that a person who does not 
have any expertise in the given subject would understand the questions. Some minor changes 
had to be made for two questions, which had been a little unclear from the beginning. With 
help from the two students, the questions were made clear to ensure that no 
misunderstandings would occur. 
 

4.1.2	  Non-‐response	  
The calculated number we made for both internal and external non-response came to 50, 
which would give us 200 responses. Due to the fact that we were able to approach people 
beforehand, the non-response came to be close to the calculated. When it comes to non-
responses Ekström et al. (2000) argues that non-response can be divided into two different 
categories: external and internal non-responses. External non-response means that the 
respondent simply doesn’t participate in the survey at all whereas internal non-response 
means that the respondents chooses not to answer all the questions. The calculated number of 
useful respondents, due to knowledge about non-response, was 200 and the actual number 
showed to be 189, this due to an external non-response of 47 respondents and internal non-
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response of 14. The questionnaires withholding internal non-responses are not taking into 
account in the empiricism or analysis. The internal non-responses were taken away due to the 
fact that there were twelve questions within the questionnaire which we required a response 
to, the non-respondents where to be found in these questions and therefore taken away. The 
non-responses will therefore not affect the result or validity of the thesis.  
 

4.2	  Research	  structure	  
The empirical research is based on the given theories and the modified ‘communication 
stream’ model stated in the theoretical framework. Since the purpose of the thesis is to look at 
how consumers perceive guerrilla marketing in contrast to traditional marketing from a 
gender perspective the questions are designed as questions about attitudes, views and feelings 
about intentions (Jacobsen, 2002).   
 
The final version of the questionnaire will be found in appendix 1. 
 

4.2.1	  Respondents	  information	  
The questionnaire begins with information about the respondent personally according to 
gender and age. As the purpose of the thesis is to analyse the two methods from a gender 
perspective, the hope was to get as close as possible to a 50/50 division between males and 
females. Both the question for gender and age required an answer, this to be able to see if 
gender differences exists and also if there is a divergence between the age groups. Keeping in 
mind that most respondents were students, we knew beforehand that the major age groups 
would be 16-24 and 25-32 out of the five groups we had. 
 

4.2.2	  Message	  formation	  
This question intends to find out how consumers perceive different attributes in different 
campaigns: humour, fear appeal, creativity, traditional and surprising. The respondents were 
exposed to six different campaigns (see appendix 1). Three brands were chosen, showing 
pictures of one guerrilla campaign and one traditional campaign for each of the brands. The 
traditional campaigns appeared as ads and therefore don’t need a further explanation, the 
guerrilla campaigns on the other hand is quite interesting and will be given a shorter 
explanation here to give the reader a better understanding. We want to point out that it might 
not be the company of the brand that creates their marketing campaigns; in most cases an 
advertising agency is involved. 
 
In the year of 2000, people passing the corner of Lafayette and Bond Street in New York 
could see a huge billboard, showing a bottle of Absolut Vodka, in this campaign called 
Absolut New York, made into a live-flat studio with furniture from IKEA. At the time of this 
ad, Absolut was a leading player in the make of guerrilla campaigns and the ad in New York 
is not the only one. Absolut has been creating a number of other campaigns, similar to this 
one which has been seen all over the world, generating the breath-taking experience that 
guerrilla marketing is all about (Lucas et al., 2006). 
 
As a Christmas marketing campaign, the mini cooper car was exposed to people in a certainly 
surprising way. People walking the streets of Amsterdam could see a pile of garbage together 
with a cardboard packaging box for Mini Cooper, still with the red ribbon hanging on the side 
(Hirasuna, 2010). This probably left people wondering if the Mini Cooper was actually to fit 
under a Christmas tree and in the same time created word-of-mouth.  
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The television network HBO launched a guerrilla campaign for their famous series Sopranos, 
playing on the series crime theme. People in New York could see an arm hanging out of the 
trunk on the yellow cabs, creating the shock value that often accompanies with the method 
(Brottlund, 2009). 
 
For each picture, the respondents were asked to rate the campaigns, keeping in mind how they 
experienced that each attribute was reflected in the campaigns. For each attribute, there were 
five alternative answers, where one was strongly disagreeing and five strongly agree. If more 
than five alternatives would be used, it would be hard for the respondents to distinguish what 
each number would mean and problems would arise whereas the use of less than five would 
make the question loose some of its intention (Jacobsen, 2002).  
 

4.2.3	  Ad	  perception	  
Message formation is according to MacKenzie et al. (1989) what affects the perception of the 
message (cited in Granlund et al., 2007). The message formation for this thesis has its base in 
the five attributes stated in the previous question, therefore the respondents were asked to rate 
in what way, negatively or positively, how the five attributes affects them when used in a 
marketing campaign. The same number of answering alternatives were used as in the previous 
question where in this case one was very negative and five very positive. 
 

4.2.4	  Ad	  credibility	  and	  purchase	  
Wells’ (2008) theory about message credibility shows links between credibility and purchase 
since he discusses that a reason why companies doesn’t see the results they estimated can be 
due to lack of credibility. Therefore, credibility and purchase were put into the same part of 
the questionnaire. The two methods were stated with examples in text, asking if the 
respondent would see the company as credible or not, following a question whether 
campaigns like the ones stated would motivate them to make a purchase. 
 

4.2.5	  Word-‐of-‐mouth	  
A picture says more than a thousand words it has been said; therefore four marketing 
campaigns were exposed to the respondents to find out their curiosity and word-of-mouth-
intentions about the different marketing campaigns. One of the questions intended to find out 
to what extent the campaigns would raise the consumer’s curiosity whereas the other one had 
the intention to find out if any of these campaigns were likely to make the respondent to 
spread word-of-mouth. The campaigns shown were two guerrilla campaigns that we choose to 
call Virgin Atlantic eggs and IKEA furniture, the other two were two traditional campaigns, 
one for Apple iPhone and one for Coca Cola, the “Coca Cola bottle”.  The question whether 
the campaigns would affect the respondents curiosity or not, had the same question structure 
as the sections for message formation and message perception, where one was seen as not 
affected at all and five very affected. For the word-of-mouth intentions, the respondents were 
asked to tick the appropriate box/boxes, if any intentions would be found. The traditional 
campaigns were again ads, whereas the guerrilla campaigns again broke the traditional rules, 
which will be explained here. 
 
When it comes to flying, people are often concerned how their luggage is handled. Virgin 
Atlantic saw this as an opportunity to keep existing customers and gain new ones by letting 
the travellers know that Virgin’s way of handling the luggage was not as brutal as their 
competitors’. For this they created a guerrilla campaign by putting non-boiled eggs on their 
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rival’s baggage claims, showing how gently the flyers luggage would have been taken care 
off if flying with Virgin Atlantic (Lucas et al., 2006).   
 
IKEA has always been a big name when it comes to creating non-traditional campaigns. For 
the campaign used in the survey, IKEA took advantage of an existing park bench by placing 
pillows on it, two tables in front of it and rugs on the ground, creating a living installation 
outside. 
 

4.3	  Research	  findings	  

This section will show the data findings (see appendix 2) made from the survey with a brief 
explanation over the answers and outcomes, whereas the next chapter of the thesis will 
analyse the findings made in accordance to the theoretical framework. 
 

4.3.1	  Respondents	  Information	  

The divergence between the two gender groups came to 109 females and 80 males. 
Furthermore, where the answers to each question are shown and explained, the percentages 
are based on males versus females’, independent from each other. 
 
The division between the age groups were as follows: 
 

	  

	  

	  

	  

	  

	  

	  

	  

	  

	  

	  
Diagram 4.1 Age 
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4.3.2	  Message	  formation	  
As mentioned in the research structure, the respondents were asked to rate the five given 
attributes (humour, fear, creative, traditional, surprising) towards six different advertising 
campaigns, three guerrilla campaigns and three traditional campaigns. The diagrams will 
show the arithmetic average of the different attributes towards the six campaigns and some 
numbers will be pointed out in the text. 
 
The first two advertisements showed campaigns for Absolut Vodka. For the guerrilla 
campaign, the respondents saw it as creative since this was the dominating attribute with an 
average of 4,26 for males and 4,34 for females, the attribute with the lowest average was 
traditional with a number of 1,75 for males and 1,61 for females. In contrast, the traditional 
campaign for Absolut Vodka had a significant low rating on all the attributes except when it 
comes to traditional, which were given an average of 3,55 from males and 3,90 from females. 
 

Diagram 4.2, 4.3 Message formation Absolut Vodka 
 
The next two advertisements were campaigns for Mini Cooper. Looking at the guerrilla 
campaign, both males and females saw it as an exceptionally humoristic and surprising 
campaign; the two attributes had an average slightly over four, both from men and women. 
According to the respondents, fear appeal had not been used in this campaign since it was 
given an average of two and under. For the traditional campaign, none of the attributes were 
given a three or higher. The attributes, which the respondents thought were best represented, 
was traditional, scoring an average of 2,90 from men and 2,98 from women, and creativity 
with 2,73 from men and 2,81 from women.  
 
 
 
 
 
 
 
 
 
 
 
 
Diagram 4.4, 4.5 Message formation Mini Cooper 
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The guerrilla campaign for HBO’s series Sopranos showed a high average for all attributes 
except traditional, where both men and women gave it an average under 2.  It was perceived 
as a very surprising campaign where the average for men was 4,15 and women 4,11. 

	  

	  

	  

	  

	  

	  

	  
	  

Diagram 4.6 Message formation Sopranos 
 
The traditional campaign for Sopranos were not perceived as surprising where it got an 
average of 1,94 for men and 1,77 for women. The attribute the respondents gave the highest 
average, was again traditional, as with the two traditional campaigns before, with an average 
of 3,68 for men and 3,41 for women.  
 

	  

	  

	  

	  

	  

	  

	  
	  

Diagram 4.7 Message formation Sopranos 
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4.3.3	  Ad	  perception	  
The respondents were here asked to rate the five attributes used in the previous question, in 
accordance to how important the respondents felt that each attribute was for them, when used 
in an ad.  
 
The respondents perceived the attributes of humoristic, creative and surprising as the most 
important, all with an average over four for both genders. The fear appeal was not seen as 
important with an average slightly over 2,5 and traditional, slightly under 2,5. 
 
The respondents also had the opportunity to let us know if they thought that other attributes 
than the ones stated were important. Two males thought that originality was important, one 
female thought interesting was important and another one perceived new thinking as 
important.   
 
 
 
 
 
 
 

	  

	  

	  

	  

	  

	  

	  
Diagram 4.8 Ad perception 
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4.3.4	  Ad	  credibility	  and	  purchase	  
The first question for this section were as followed: 
If a company were to use unconventional methods in their marketing campaign, such as 
placing their products in unexpected places where you as a consumer would most likely not 
be able to ignore the exposed marketing, would you trust a company using this kind of 
marketing method to be credible?  
 
85% of the male respondents would consider the company of being credible; a slightly higher 
percentage than the female respondents as 73,4% would trust the company to be credible.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Diagram 4.9 Ad credibility – guerrilla marketing 
 
The respondents were then asked if such a campaign would motivate them to make a 
purchase. Again the male respondents were more positive towards this, where 60% answered 
yes in contrast to the female respondents where the number was 57%. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Diagram 4.10 Purchase – guerrilla marketing 
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The third question for this section were as followed: 
 
If a company were to use traditional methods in their marketing campaign, such as placing an 
ad in your favourite magazine, which you can choose to ignore since you as a consumer is 
most likely aware of this way of doing marketing, would you trust a company using this kind 
of marketing method to be credible? 
 
The women were more likely to trust this campaign then men as 91,7% of the women 
answered yes in contrast to the 83,8%, which was the number of men who would trust the 
company to be credible. 
 
 
 
 

	  

	  

	  

	  

	  

	  
	  

Diagram 4.11 Message credibility – traditional marketing 
 
 
The respondents were then asked if such a campaign would motivate them to make a 
purchase. The divergence between yes and no was not very big, 42,5% of the males answered 
yes and 57,5 % no. For the female respondents, 51,9% answered yes and 48,1% answered no.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Diagram 4.12 Purchase – traditional marketing 
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4.3.5	  Word-‐of-‐mouth	  
The first question for this section were as followed: 

Below you are exposed to four different marketing campaigns, to what extent would these 
affect your curiosity? 

The male respondents thought that the Virgin Atlantic Eggs (3,01) campaign and the Apple 
iPhone (2,88) would make them the most curious, the Coca Cola bottle campaign gave the 
lowest average rate of 2,45, according to men. Women, as well as men, gave the Virgin 
Atlantic Eggs campaign the highest rate (3,09) and the IKEA furniture campaign not far 
behind (3,03). The Coca Cola bottle campaign again scored the lowest average, here with an 
average of 2,44. 
 
 
 
 
 
 
 
 
 
 
 

Diagram 4.13 Curiosity 
 
 
The last question for the survey were as followed: 
 
If seeing these campaigns in real life, would you be likely to mention any of these to your 
friends/family/colleagues or someone else?  
 
The male respondents were most likely to spread word-of-mouth about the Virgin Atlantic 
Eggs, whereas the female respondents thought that they would mention the IKEA furniture 
campaign. Both of these two are guerrilla campaigns. The campaign, which the respondents 
were the least interested in spreading WOM about, was the traditional Coca Cola campaign. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Diagram 4.14 Word-of-mouth 
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5.	  ANALYSIS	  

This section will look at the similarities and possible differences in accordance to what the 
theories say and what our respondents think. 
 

5.1	  Ad	  perception	  
As mentioned earlier, ad perception is the way in which the consumer perceives the adverts 
based on their primary stimulus or intended message, such as message formulation 
(McKenzie et al., 1989).  
 
Out of the five given attributes, men and women both responded that a humoristic campaign 
is the one that has the most positive influence on them. Men perceives a surprising campaign 
as very positive whereas women responded more to a creative campaign. A more in depth 
analysis of the attributes is following below. 

 

(See diagram 4.8) 

5.1.1	  Humour	  
When looking at the outcome of the ad perception rating for humour it is showing that it was 
the attribute which got the highest total rating and also the highest rating from both genders 
which is backed up by Solomon et al. (2010) as he argued that a humorous advertisement do 
get a lot of attention and has also shown an overall success when it comes to getting customer 
attention. As the different campaigns, that were shown before the respondents were asked to 
rate the importance of the attributes, all clearly showed the sender, it can be a reason for the 
high rating towards humorous campaigns as Solomon et al. (2010) explains how humour is 
more effective in an ad when the brand is clearly identified. 

Humoristic 4,40 4,26 4,32 

5.1.2	  Fear	  appeal	  
As Mayfield (2006) stated, there is an equal degree of tolerance of fear appeals in 
advertisements from both men and women. Looking at the calculated arithmetic average in 
accordance to the respondents, both gender are quite neutral towards fear appeals within 
campaigns and as Mayfield (2006) stated, they feel equally about it.  

Fear Appeal 2,71 2,61 2,65 

5.1.3	  Creative	  
As creativity is the way in which marketers translate their messages into specific 
communications, it can be seen as an important source to how effective the communication of 
an ad is towards the customers, (Kotler et al., 2009) creative messages is also seen as more 
likable than non-creative messages, which makes it an important stimuli when showing it to 
the target audience (Baack et al., 2008). When looking at the outcome of the ratings it is 
showing that both males and females are positively influenced of this attribute, as the average 

Attribute Men Women Total average 
Humoristic 4,40 4,26 4,32 
Fear Appeal 2,71 2,61 2,65 
Creative 4,06 4,07 4,07 
Traditional 2,44 2,45 2,44 
Surprising 4,19 3,95 4,05 
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rating here is 4,07. Backing up the theory that people perceive creative messages as more 
likable. This was also the attribute which women perceived as the second most important. 

Creative 4,06 4,07 4,07 

5.1.4	  Traditional	  
Traditional marketing is seeing a decline due to heavy competition of other advertisement 
channels, and in the same time consumers are becoming more likely to avoid traditional 
marketing. According to the empirical findings, campaigns with traditional attributes are 
perceived in a more negative than positive way, as the average below shows.  

Traditional 2,44 2,45 2,44 

5.1.5	  Surprising	  
It has been stated that introducing surprise elements into advertising campaigns have shown 
to be effective as it successfully helps in gaining customer attention (Solomon et al., 2010; 
Baltes et al., 2007). According to the primary research, men perceives surprising elements as 
the second most important attribute, with a rating of 4,19. Women are not far behind with a 
rating of 3,95, showing that according to the research, a surprise attribute would help a 
company gain attention from customers. 

Surprising 4,19 3,95 4,05 

5.2	  Message	  formation	  
As stated in the theory, the formation of the message is what affects the perception of the ad  
(MacKenzie et al., 1989) and different reactions will appear based on how the ad is formatted 
(Solomon et al., 2010). The respondents’ perceptions for the five different attributes were 
stated in section 5.1 Ad perception.  
 
Below, the two methods have been put into separate tables for each of the five attributes, 
showing the arithmetic average each method gained for its three campaigns. There are also 
two lines showing a total out of 15 and a total out of 75. These have been calculated to make 
it possible to see how the two methods live up to the respondent’s ad perceptions. It has been 
calculated by: 
 

1. The arithmetic average each method gained for each campaign, concerning the five 
different attributes, have been stated and summarized. Giving a total out of 15 where 
an attribute could score an arithmetic average of five the most, for each of the three 
campaigns. 

2. The total out of 15 that a method generated has been multiplied with the arithmetic 
average each attribute generated in the section 5.1 Ad perception. This can generate a 
total of 75 where 15 was the maximum total average a method could score for the 
three campaigns concerning an attribute, multiplied with the attribute rating in the 5.1 
Ad perception section where five was the highest possible, giving a maximum total 
rating of 75. 

 
 
In section 5.1 Ad perception, it was shown how the respondents perceive humoristic, 
surprising and creative campaigns as the most positive ones whereas traditional campaigns 
and campaigns withholding a fear appeal were generating a more neutral, slightly negative 
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perception. The following tables will show how each method was perceived in accordance to 
the attributes. 
 

5.2.1	  Humour	  
The humoristic attributes were seen as the ones, which would generate the most positive 
feelings amongst the respondents. Both genders perceived this attribute as the one being most 
important; therefore we can look at the total arithmetic average. The total average that the 
guerrilla method generated was 46,94 which is about 20 more than the traditional method 
generated, showing how the respondents perceived the guerrilla campaigns in a better way 
concerning humour.  

 
 
 
 
 
 
 

 
 
 
 
 
 
 
 

 

5.2.2	  Fear	  appeal	  
Fear was an attribute, which the respondents perceived to be low within the campaigns except 
for one of the guerrilla ads. According to Solomon et al. (2010) the use of fear in advertising 
is more likely to be successful when the company wants to get the consumer to change in 
some way such as no drunk driving, exercise more and change to a healthier lifestyle. None of 
the campaigns shown were sending such a message, making a reason for the low rating. It has 
also been mentioned that there is an equal tolerance of fear appeal from both genders 
(Mayfield, 2006) 

Attribute - Guerrilla Men Women Total average 
Fear appeal 2,14 2,23 2,19 
Fear appeal 2 1,95 1,97 
Fear appeal 3,55 3,32 3,42 
Total out of 15 7,69 7,5 7,58 
Total out of 75 ≈ 20,84 ≈ 19,58 ≈ 20,08 

 
 
Attribute - Traditional Men Women Total average 
Fear appeal 1,68 1,54 1,60 
Fear appeal 2,09 2,01 2,04 
Fear appeal 2,41 1,99 2,17 

Attribute - Guerrilla Men Women Total average 
Humoristic 3,54 3,60 3,57 
Humoristic 4,21 4,07 4,13 
Humoristic 4,06 3,76 3,89 
Total out of 15 11,81 11,43 11,59 
Total out of 75 ≈ 51,97 ≈ 48,7 ≈ 46,94 

Attribute - Traditional Men Women Total average 
Humoristic 1,64 1,58 1,60 
Humoristic 2,68 2,61 2,64 
Humoristic 1,68 1,72 1,79 
Total out of 15 6,00 5,91 6,03 
Total out of 75 ≈ 26,4 ≈ 25,18 ≈ 26,05 



 35 

Total out of 15 6,18 5,54 5,81 
Total out of 75 ≈ 16,75 ≈ 14,46 ≈ 15,40 

5.2.3	  Creative	  
The guerrilla campaigns received an outstanding higher rate from both genders in contrast to 
the traditional ones for this attribute. Creativity was the attribute which women perceived the 
second most important and as mentioned in the theoretical framework, a core to success 
within guerrilla marketing is creative thinking (Margolis, 2008), which according to the 
research appeals to women but also men. 

Attribute - Guerrilla Men Women Total average 
Creative 4,26 4,34 4,31 
Creative 4,03 3,91 3,96 
Creative 3,85 3,65 3,74 
Total out of 15 12,14 11,9 12,01 
Total out of 75 ≈ 49,29 ≈ 48,43 ≈ 48,88 

 
 
Attribute - Traditional Men Women Total average 
Creative 2,29 2,36 2,33 
Creative 2,73 2,81 2,77 
Creative 2,14 1,84 1,97 
Total out of 15 7,16 7,01 7,07 
Total out of 75 ≈ 29,07 ≈ 28,53 ≈ 28,77 

5.2.4	  Traditional	  
The traditional attribute rating is quite low for the guerrilla campaigns, which in this case is 
seen as positive since guerrilla marketing is about stepping away from the traditional means. 
For the traditional campaigns, this attribute was quite highly ranked but still not given a top 
rank. This can show how traditional marketing actually sees the decline talked about. 
According to the research, non-traditional advertising is more likable. Also the fact that the 
traditional campaigns do not generate a score over four might show that even traditional 
marketers are starting to abstain from the all traditional with increased success. 

Attribute - Guerrilla Men Women Total average 
Traditional 1,75 1,61 1,67 
Traditional 1,68 1,54 1,60 
Traditional 1,83 1,63 1,71 
Total out of 15 5,26 4,78 4,98 
Total out of 75 ≈ 12,83 ≈ 11,71 ≈ 12,15 

 
 
Attribute - Traditional Men Women Total average 
Traditional 3,55 3,9 3,75 
Traditional 2,90 2,98 2,95 
Traditional 3,68 3,41 3,52 
Total out of 15 10,13 10,29 10,22 
Total out of 75 ≈ 24,72 ≈ 25,21 ≈ 24,94 
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5.2.5	  Surprising	  
As the table shows below, guerrilla marketing has a higher appeal of surprise in their 
campaigns as they had a higher total average rating compared to the traditional one. 
According to the theory section, to gain customer’s attention, guerrilla campaigns aim 
towards having a high amount of surprise appeals in their campaigns (Baltes et al., 2007). 
There is a somewhat difference between males and females for this attribute. Men’s total 
rating were approximately three higher than the women’s concerning the guerrilla campaigns 
whereas with the traditional campaigns the rating was about two higher for men than women. 

Attribute - Guerrilla Men Women Total average 
Surprising 3,93 3,83 3,87 
Surprising 4,04 4,02 4,03 
Surprising 4,15 4,11 4,13 
Total out of 15 12,12 11,96 12,03 
Total out of 75 ≈ 50,78 ≈ 47,24 ≈ 48,72 

 
 
Attribute - Traditional Men Women Total average 
Surprising 1,83 1,73 1,77 
Surprising 2,39 2,37 2,38 
Surprising 1,94 1,77 1,84 
Total out of 15 6,16 5,87 5,99 
Total out of 75 ≈ 25,81 ≈ 23,18 ≈ 24,26 

5.3	  Ad	  credibility	  &	  Purchase	  
MacKenzie et al. (1989) describes how ad credibility is based on how consumers perceive the 
brand within the ad to be truthful, which does not simply has to be the ad in question, it can be 
in general.  
 
According to the survey, men are more likely to trust a company using guerrilla marketing 
over a company using traditional marketing but the difference is not major. A guerrilla 
campaign would motivate them more to make a purchase than a traditional campaign. It has 
been argued that males do not care about the structure in the same way as women do; instead 
they prefer an impulsive strategy (Martin, 2003), which guerrilla campaigns generate.  
 
Women tend to care more about detailed processing and prefer more structured strategies 
(Martin 2003), which are to be found within traditional ads. According to the primary 
research, women perceived companies using traditional marketing of being more credible 
than the ones using guerrilla marketing. However, guerrilla campaigns would motivate them 
more to make a purchase than traditional ones. 
 
This shows off a divergence between genders when it comes to credibility but when 
summarizing the results, traditional campaigns would generate a higher amount of trust. On 
the other hand, both men and women are more likely to be motivated to make a purchase by 
guerrilla campaigns. It has been reported that traditional media sources are more credible than 
non-traditional media (Mashek, 2000, cited in Rodgers, 2005), as the research also shows. 
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5.4	  Word-‐of-‐mouth	  
As stated by Alire (2008) in the secondary research, word-of-mouth is such a powerful 
marketing strategy today and therefore it is becoming more and more important for 
companies to get their customers to generate a positive word-of-mouth (Solomon et al., 2010).  
 
Guerrilla marketers are using unconventional methods to create word-of-mouth about their 
campaigns (Bach, 2006), and also as a way of generating a kind of curiosity amongst the 
consumers, convincing them that they want to know more. When it comes to the amount of 
curiosity the four campaigns in this section would generate, the divergence was as followed: 

Guerrilla campaigns Male Female Total 
Virgin Atlantic Eggs 3,01 3,09 3,06 
IKEA furniture 2,83 3,03 2,94 
Traditional campaigns Male Female Total 
Apple iPhone 2,88 2,75 2,80 
Coca Cola bottle 2,45 2,44 2,44 

(Based on diagram 4.13) 

The degree of curiosity gives a higher total average for the guerrilla campaigns than for the 
traditional ones, noticeable is that both men and women perceived the guerrilla campaign for 
Virgin the one which would generate most curiosity whereas the second highest was different 
between men and women. Women rated the other guerrilla campaign as the second highest 
whereas men rated one of the traditional ones as second highest. In total, the guerrilla 
campaigns still generated a higher amount of curiosity. 
 
Looking at how each of the campaigns would generate a word-of-mouth, the guerrilla 
campaigns are clear leaders, which is also one of the intentions with non-traditional 
marketing. Again, men and women have quite similar perceptions. 

Campaign Male Female Total 
Virgin Atlantic Eggs 55,2% 52,0% 53,3% 
IKEA 43,3% 53,1% 49,1% 
Apple iPhone 28,4% 20,4% 23,6% 
Coca Cola bottle 14,9% 17,3% 16,4% 

(Based on diagram 4.14) 

Both curiosity and word-of-mouth can be linked with Dahlén’s theory about the credibility of 
commercials. As we saw in the research, men were more likely to trust a company using 
guerrilla marketing whereas women would trust a company using traditional marketing. 
According to curiosity and word-of-mouth intentions, guerrilla marketing is perceived to 
generate those in a higher grade than traditional. This can be because the media that guerrilla 
marketing uses to send out their message over wins the barrier of credibility (figure 2.2), 
making the message to immediately enter the respondent’s mind. In contrast, the traditional 
campaigns face the barrier of credibility and are not able to over win it, which concludes in a 
lower rate of curiosity and word-of-mouth intentions. 
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5.5	  AIDA	  
As advertising is all about getting your consumer to make the final step by making a 
purchase, the AIDA model was illustrated in the theoretical framework as a buying behaviour 
model. The two methods will be evaluated based on findings in accordance to see if the 
methods match the AIDA model. Based on the perception of the attribute and how the 
respondents thought they were used as stimuli within the campaigns the research shows that 
the method, which generates the highest attention, is the guerrilla method. The non-traditional 
way of marketing interprets with the cognitive stage on a higher level than the traditional. 
When it comes to the affective stage, we look at the amount of curiosity and the word-of-
mouth intentions that the respondents felt that the different campaigns generated. Based on 
the findings it shows that the amount of curiosity the two methods generates from the male 
respondents are quite equally spread between the two methods whereas women are more 
likely to get curious from guerrilla campaigns. When it comes to word-of-mouth intentions, it 
is a clear difference between guerrilla campaigns and traditional campaigns where guerrilla 
campaigns receives a significant higher word-of-mouth intention than the traditional ones, 
guerrilla campaigns create a higher interest and desire. In the last stage, the behaviour stage, 
action is taken. Looking at how the consumers feel that the two methods would motivate them 
to take the next step (see diagram 4.10 & 4.12), the guerrilla method again is a clear leader. 
Showing how the guerrilla method follows the AIDA model with success.  
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6.	  CONCLUSIONS	  

Based on the consumer’s perception, is guerrilla marketing more beneficial than traditional 
marketing?  
 
By choosing guerrilla marketing over traditional marketing, companies are able to win their 
consumers in a more engaging way than traditional marketing. The research shows that 
guerrilla marketing is a clear winner in many stages. 
 
The ad formation and stimulus used in campaigns for the two methods are perceived in a 
significant higher way for guerrilla marketing than traditional marketing. We can see how 
guerrilla marketing appeals more to consumers as it uses a higher amount of appealing 
attributes, generating a more positive perception amongst consumers than the traditional 
method. As traditional marketing is seeing a decline, the way it is formatted is also loosing its 
status, creating a bright future for guerrilla marketing. The perception amongst men and 
women did not show a significant divergence; the main difference to see was that men 
perceive surprising features within ads as a more important attribute than women. The great 
difference to be found within the message formation and ad perception is the difference 
between the methods; guerrilla marketing is more efficient according to these aspects.  
 
When it comes to credibility, men and women seem to have different perceptions. Women, 
who often prefer structured processes, are more likely to trust a company using traditional 
marketing of being credible.  Women do not perceive the surprise attribute as high as men 
does and as guerrilla marketing is often about making something that will surprise the 
audience, it can be a reason for women to be more trustful towards traditional marketing. Men 
perceives guerrilla marketing as having a higher credibleness but the difference is not big. It 
has been argued that traditional media is more credible than non-traditional media. Our thesis 
shows how traditional marketing generates a higher total credibility than guerrilla marketing, 
even though differences are seen between men and women. Even though the non-traditional 
methods are more likely to go around the barriers of credibility than traditional methods are, 
guerrilla marketing still faces problems when it comes to trust.  
 
The research shows how word-of-mouth intentions are higher for guerrilla marketing than 
traditional marketing. Word-of-mouth is a vital part of a company’s communication strategy 
as this is more likely to be trusted than other sources. The study shows how guerrilla 
marketing, with its unconventional methods are able to generate word-of-mouth in a greater 
amount than traditional marketing would. Even though guerrilla marketing might not reach as 
large target audience as traditional marketing due to different use of channels, a large group 
can still be aware of the campaigns due to word-of-mouth.  
 
When it all comes down to an end, the reason for companies to spend money and time on 
marketing is to increase the purchase intentions amongst consumers. According to the study, 
guerrilla campaigns were more likely to motivate people to make a purchase.  
 
Q: Based on consumer’s perception, is guerrilla marketing more beneficial than traditional 
marketing?  
If companies can over win the issues concerning credibility, guerrilla marketing should 
always be chosen over traditional marketing according to our thesis.  
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7.	  FUTURE	  RESEARCH	  

Recommendations made for further research based on gaps found during the process 
 
An interesting aspect concerning the concept of guerrilla marketing would be to examine 
whether the method is more efficient for specific products e.g. high/low involvement products 
and if this is the case, what it is that makes the difference. 
 
Our thesis did not take Internet marketing into consideration. As Internet is becoming more 
and more vital amongst both companies, consumers and customers it would be of great 
interest to examine if guerrilla marketing on the Internet and Internet marketing are showing 
the same results as the ones we examined.  
 
When it comes to gender marketing it seems as the way men and women perceive different 
methods is quite similar, it would be interesting to know if there actually just isn’t a big 
difference between genders for this case or if it was the specific examples within the study 
that generated into no major gender differences or if it could have been due to the selection of 
respondents.   
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APPENDIX	  2	  
 
Traditional vs Untraditional     
      
Q1. Gender Gender    
      

Answer Options Male Female 
Response 
Percent Response Count 

Male 80 0 42 3% 80 
Female 0 109 57 7% 109 
answered question 80 109  189  
skipped question    0  
      
      
      
Q2. Age Gender    
      

Answer Options Male Female 
Response 
Percent Response Count 

16-24 42 76 62 4% 118 
25-32 27 24 27 0% 51 
33-41 4 3 3 7% 7 
42-50 5 3 4 2% 8 

51 2 3 2 6% 5 
answered question 80 109  189  
skipped question    0  
      
      
      
Q3. Please rate the the 
following attributes, from 
your own perception, 
towards the 
advertisement above.  Gender    
      
Humoristic      

Answer Options Male Female 
Rating 
Average Response Count 

1 1 4  5  
2 15 13  28  
3 21 30  51  
4 26 38  64  
5 17 24  41  

   3 57 189 
Fear appeal      

Answer Options Male Female 
Rating 
Average Response Count 

1 30 32  62  
2 22 39  61  
3 18 23  41  
4 7 11  18  
5 3 4  7  

   2 19 189 
Creative      

Answer Options Male Female 
Rating 
Average Response Count 

1 1 3  4  
2 4 1  5  



 

3 7 11  18  
4 29 35  64  
5 39 59  98  

   4 31 189 
Traditional      

Answer Options Male Female 
Rating 
Average Response Count 

1 40 61  101  
2 28 33  61  
3 6 13  19  
4 4 0  4  
5 2 2  4  

   1 67 189 
Surprising      

Answer Options Male Female 
Rating 
Average Response Count 

1 1 1  2  
2 5 8  13  
3 15 24  39  
4 37 51  88  
5 22 25  47  

   3 87 189 
answered question 80 109  189  
skipped question    0  
      
      
      
Q4. Please rate the the 
following attributes, from 
your own perception, 
towards the 
advertisement above. Gender    
      
Humoristic      

Answer Options Male Female 
Rating 
Average Response Count 

1 43 58  101  
2 28 41  69  
3 5 9  14  
4 3 0  3  
5 1 1  2  

   1 60 189 
Fear appeal      

Answer Options Male Female 
Rating 
Average Response Count 

1 50 66  116  
2 13 28  41  
3 13 14  27  
4 1 1  2  
5 3 0  3  

   1 60 189 
Creative      

Answer Options Male Female 
Rating 
Average Response Count 

1 17 18  35  
2 32 45  77  
3 23 37  60  
4 7 7  14  
5 1 2  3  



 

   2 33 189 
Traditional      

Answer Options Male Female 
Rating 
Average Response Count 

1 8 5  13  
2 8 10  18  
3 16 17  33  
4 28 36  64  
5 20 41  61  

   3 75 189 
Surprising      

Answer Options Male Female 
Rating 
Average Response Count 

1 32 51  83  
2 34 41  75  
3 11 13  24  
4 2 3  5  
5 1 1  2  

   1 77 189 
answered question 80 109  189  
skipped question    0  
      
      
      
Q5. Please rate the the 
following attributes, from 
your own perception, 
towards the 
advertisement above. Gender    
      
Humoristic      

Answer Options Male Female 
Rating 
Average Response Count 

1 2 6  8  
2 4 4  8  
3 8 9  17  
4 27 47  74  
5 39 43  82  

   4 13 189 
Fear appeal      

Answer Options Male Female 
Rating 
Average Response Count 

1 38 52  90  
2 19 22  41  
3 11 25  36  
4 9 8  17  
5 3 2  5  

   1 97 189 
Creative      

Answer Options Male Female 
Rating 
Average Response Count 

1 3 2  5  
2 3 14  17  
3 15 12  27  
4 27 45  72  
5 32 36  68  

   3 96 189 
Traditional      
Answer Options Male Female Rating Response Count 



 

Average 
1 43 64  107  
2 26 35  61  
3 8 6  14  
4 0 4  4  
5 3 0  3  

   1 60 189 
Surprising      

Answer Options Male Female 
Rating 
Average Response Count 

1 0 2  2  
2 3 4  7  
3 17 22  39  
4 34 43  77  
5 26 38  64  

   4 3 189 
answered question 80 109  189  
skipped question    0  
      
      
      
Q6. Please rate the the 
following attributes, from 
your own perception, 
towards the 
advertisement above. Gender    
      
Humoristic      

Answer Options Male Female 
Rating 
Average Response Count 

1 8 20  28  
2 32 30  62  
3 24 35  59  
4 10 20  30  
5 6 4  10  

   2 64 189 
Fear appeal      

Answer Options Male Female 
Rating 
Average Response Count 

1 26 40  66  
2 30 35  65  
3 17 28  45  
4 5 5  10  
5 2 1  3  

   2 4 189 
Creative      

Answer Options Male Female 
Rating 
Average Response Count 

1 5 8  13  
2 29 32  61  
3 31 43  74  
4 13 25  38  
5 2 1  3  

   2 77 189 
Traditional      

Answer Options Male Female 
Rating 
Average Response Count 

1 5 6  11  
2 23 31  54  



 

3 28 37  65  
4 23 29  52  
5 1 6  7  

   2 95 189 
Surprising      

Answer Options Male Female 
Rating 
Average Response Count 

1 17 20  37  
2 30 44  74  
3 20 31  51  
4 11 13  24  
5 2 1  3  

   2 38 189 
answered question 80 109  189  
skipped question    0  
      
      
      
Q7. Please rate the the 
following attributes, from 
your own perception, 
towards the 
advertisement above. Gender    
      
Humoristic      

Answer Options Male Female 
Rating 
Average Response Count 

1 1 10  11  
2 10 10  20  
3 10 18  28  
4 21 29  50  
5 38 42  80  

   3 89 189 
Fear appeal      

Answer Options Male Female 
Rating 
Average Response Count 

1 5 12  17  
2 9 17  26  
3 23 22  45  
4 23 40  63  
5 20 18  38  

   3 42 189 
Creative      

Answer Options Male Female 
Rating 
Average Response Count 

1 2 1  3  
2 9 19  28  
3 16 26  42  
4 25 34  59  
5 28 29  57  

   3 74 189 
Traditional      

Answer Options Male Female 
Rating 
Average Response Count 

1 34 62  96  
2 31 32  63  
3 11 10  21  
4 3 3  6  
5 1 2  3  



 

   1 71 189 
Surprising      

Answer Options Male Female 
Rating 
Average Response Count 

1 2 0  2  
2 8 8  16  
3 10 22  32  
4 16 29  45  
5 44 50  94  

   4 13 189 
answered question 80 109  189  
skipped question    0  
      
      
      
Q8. Please rate the the 
following attributes, from 
your own perception, 
towards the 
advertisement above. Gender    
      
Humoristic      

Answer Options Male Female 
Rating 
Average Response Count 

1 43 56  99  
2 24 33  57  
3 10 15  25  
4 2 5  7  
5 1 0  1  

   1 70 189 
Fear appeal      

Answer Options Male Female 
Rating 
Average Response Count 

1 25 42  67  
2 16 35  51  
3 20 24  44  
4 19 7  26  
5 0 1  1  

   2 17 189 
Creative      

Answer Options Male Female 
Rating 
Average Response Count 

1 23 40  63  
2 34 47  81  
3 15 21  36  
4 5 1  6  
5 3 0  3  

   1 97 189 
Traditional      

Answer Options Male Female 
Rating 
Average Response Count 

1 3 9  12  
2 12 24  36  
3 14 18  32  
4 30 29  59  
5 21 29  50  

   3 52 189 
Surprising      
Answer Options Male Female Rating Response Count 



 

Average 
1 31 49  80  
2 30 41  71  
3 14 15  29  
4 3 3  6  
5 2 1  3  

   1 84 189 
answered question 80 109  189  
skipped question    0  
      
      
      
Q9. Please rate the 
following attributes, 
keeping in mind how 
these would affect you in 
a positive or negative 
way when used as 
stimuli in a marketing 
campaign, where 1 is 
very negative and 5 is 
very positive. Gender    
      
Humoristic      

Answer Options Male Female 
Rating 
Average Response Count 

1 0 2  2  
2 2 5  7  
3 8 16  24  
4 26 26  52  
5 44 60  104  

   4 32 189 
Fear appeal      

Answer Options Male Female 
Rating 
Average Response Count 

1 12 18  30  
2 22 30  52  
3 30 41  71  
4 9 17  26  
5 7 3  10  

   2 65 189 
Creative      

Answer Options Male Female 
Rating 
Average Response Count 

1 0 2  2  
2 6 3  9  
3 17 26  43  
4 23 32  55  
5 34 46  80  

   4 7 189 
Traditional      

Answer Options Male Female 
Rating 
Average Response Count 

1 11 19  30  
2 34 33  67  
3 27 47  74  
4 5 9  14  
5 3 1  4  

   2 44 189 



 

Surprising      

Answer Options Male Female 
Rating 
Average Response Count 

1 0 4  4  
2 2 3  5  
3 12 28  40  
4 35 33  68  
5 31 41  72  

   4 5 189 
Comments 2 2  4  
answered question 80 109  189  
skipped question    0  
      
      
      
Q10. If a company were 
to use 
UNCONVENTIONAL 
methods in their 
marketing campaign, 
such as placing their 
products in unexpected 
places where you as a 
consumer would most 
likely not be able to 
ignore the exposed 
marketing, would you 
trust a company using 
this kind of marketing 
method to be credible?  Gender    
      

Answer Options Male Female 
Response 
Percent Response Count 

Yes 68 80 78 3% 148 
No 12 29 21 7% 41 
answered question 80 109  189  
skipped question    0  
      
      
      
Q11. Would this kind of 
campaign motivate you 
enough to consider 
making a purchase? Gender    
      

Answer Options Male Female 
Response 
Percent Response Count 

Yes 48 61 58 3% 109 
No 32 46 41 7% 78 
answered question 80 107  187  
skipped question    2  
      
      
      
Q12. If a company were 
to use TRADITIONAL 
methods in their 
marketing campaign, 
such as placing an ad in 
your favorite magazine, Gender    



 

which you can choose to 
ignore since you as a 
consumer is most likely 
aware of this way of 
doing marketing, would 
you trust a company 
using this kind of 
marketing method to be 
credible? 
      

Answer Options Male Female 
Response 
Percent Response Count 

Yes 67 100 88 4% 167 
No 13 9 11 6% 22 
answered question 80 109  189  
skipped question    0  
      
      
      
Q13. Would this kind of 
campaign motivate you 
enough to consider 
making a purchase? Gender    
      

Answer Options Male Female 
Response 
Percent Response Count 

Yes 34 55 47 8% 89 
No 46 51 52 2% 97 
answered question 80 106  186  
skipped question    3  
      
      
      
Q14. Below you are 
exposed to four different 
marketing campaigns, to 
what extent would these 
affect your curiosity? 
Please tick the 
appropriate box were 1 
is not affected at all and 
5 is very affected. Gender    
      
Virgin Atlantic Eggs     

Answer Options Male Female 
Rating 
Average Response Count 

1 15 26  41  
2 14 17  31  
3 21 16  37  
4 15 21  36  
5 15 29  44  

   3 6 189 
IKEA furniture      

Answer Options Male Female 
Rating 
Average Response Count 

1 12 19  31  
2 20 18  38  
3 24 25  49  
4 18 35  53  
5 6 12  18  



 

   2 94 189 
Apple iPhone      

Answer Options Male Female 
Rating 
Average Response Count 

1 11 16  27  
2 23 36  59  
3 20 28  48  
4 17 15  32  
5 9 13  22  

   2 80 188 
Coca Cola bottle      

Answer Options Male Female 
Rating 
Average Response Count 

1 23 32  55  
2 23 28  51  
3 17 25  42  
4 9 17  26  
5 8 7  15  

   2 44 189 
answered question 80 109  189  
skipped question    0  
      
      
      
Q15. If seeing these 
campaigns in real life, 
would you be likely to 
mention any of these to 
your 
friends/family/colleagues 
or someone else? 
Please tick the 
appropriate box/boxes. Gender    
      

Answer Options Male Female 
Response 
Percent Response Count 

Virgin Atlantic Eggs 37 51 53 3% 88 
IKEA furniture 29 52 49 1% 81 
Apple iPhone 19 20 23 6% 39 
Coca Cola bottle 10 17 16 4% 27 
answered question 67 98  165  
skipped question    24  

 
 


