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1. Introduction 
 

Nowadays there is huge pressure on consumers. Every company is trying to catch new 

customers by using great variety of communication tools. Due to reasons all companies have 

the same intension the consumers are exposed extreme stress from instant advertising from 

types all media. No doubt they cannot stand it any more and become immune from many 

communication tools. Therefore unconventional and creative marketing strategies which 

obtain the power to reach such consumers were developed.  

The main objective of diploma thesis is to analyse guerrilla marketing effects on 

customer perception. Further, two more objectives were stated such as to research guerrilla 

marketing strategies. Last objective is to introduce and evaluate guerrilla marketing activities 

in Czech and foreign market. To fulfil objectives marketing research was conducted. The 

electronic questionnaire was chosen as data collection method to identify consumer awareness 

and evaluation of specific guerrilla marketing campaigns.  

This topic was chosen by researcher according to her interest in marketing field, great 

passion for new trends in this industry and finally inquisitiveness to issue of customer 

perception and influences of specific guerrilla marketing campaigns in general.  

The diploma thesis is divided in several parts. The first is related to literature review 

where theoretical background regarding marketing communications or different types of 

guerrilla marketing strategies will be described. Second part characterizes the process of the 

entire analysis, the chosen research method to conduct research successfully. In the following 

part the data collected will be analysed and commented. Subsequently the outcomes of 

research will be used to make suggestions and recommendations in the last part. 
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2. Literature Review 

 
In this chapter relevant literature sources are discussed to clarify some theoretical 

background and gain necessary knowledge about specific field of this topic for better 

understanding following sections. 

2.1. Marketing Communications 

 

Due to marketing communications it is possible to notify, convince or remind 

consumers of the products and brands which companies sell. (Kotler and Keller, 2013) Using 

marketing communications also enables to communication and to create a relationship with 

consumers.  

It is fundamental to briefly introduce marketing communications mix which is composed of 

eight main ways of communication. (Kotler and Keller, 2013)  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
Chart 2.1. Marketing Communications 

 Source: Qasim Eisa. 2013 Marketing diary, Available at: http://marketing-diary.com/2013/03/page/2/ 

 

 

Advertising  

It is a common tool how to inform, persuade and note customers about specific 

product or services. (Arens, 2012)  

http://marketing-diary.com/2013/03/page/2/
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Sales promotion 

Kotler and Keller (2013) state the sales promotion as the variance of short-period 

stimuli to support trial or purchase of product or services when using customer promotions 

(for instance samples or vouchers) or trade promotions (such as display allowance).  

Arens (2012) highlights its essential aim which is to increase sales and gather marketing data 

through the use of varied marketing techniques.  

 

Events experiences 

Company-sponsored actions and plans created to daily or special brand-associated 

interferences with consumers by the medium of various formal or informal events. (Kotler 

and Keller, 2012) 

 

Public relations and publicity  

Many companies incline to support their advertising with various public relations 

activities for instance publicity such as new releases, and unique events particularly company 

tours or grand openings to demonstrate heterogeneous audience in order to promote corporate 

credibility and image. (Arens, 2012)  

 

Direct marketing  

It is based on using different methods of communicating with customers from 

traditional direct response such as mail to recent invented technologies headed by internet. 

(Arens, 2012) 

 

Interactive marketing  

This modern method is instrumental to attract customers, spread awareness, develop 

image or increase sales via the newest available innovations. (Arens, 2012) 

 

Word-of-mouth marketing 

Verbal, written or electronic communication which is dependent on customer 

experiences of buying or exploiting products or services. (Kotler and Keller, 2012) 

 

Personal selling  

It is face-to-face communication when marketer gets direct knowledge of customer’s 

wants and needs and supports subsequent customer irresistibility to purchase. (Arens, 2012)  
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Moreover, it is essential to compare them in regards of costumer perception and 

evaluate their degree of effectiveness.  

Further, Chris (2009) compares various types of communications tools and finds 

advertising being better for awareness creation while personal selling consider being more 

appropriate at promotion action and purchase behaviour exhibit in the graph 2.1. 

 

 

Graph 2.2: The Relative Effectiveness of Tools of the Marketing Communications mix 

Source: Chris (2009:25) 

 

Although Chris (2009) points out and appends one more tool which is the most 

effective and powerful type of marketing communications namely word-of-mouth 

recommendation.   

Finally, it is substantial to signify recent trends using celebrities in order promote 

brands and its stylish garments being considered as very powerful marketing tool by which 

customer attention can be widely reached implying brand awareness expansion and it also has 

crucial impact on brand perception and reputation too. (Gale and Kaur 2004) In addition, 

there is huge amount of consumers who would start falling for particular brand just because of 

well-known celebrities appeared in the adverts. (Gale and Kaur 2004) Furthermore, celebrity 

engagement or involving opinion leaders in campaigns will be discussed more in deep in next 

chapter.  

Eventually, it is fundamental to highlight that with no use of different channels of 

marketing communications the process of promoting brand, product or service will not be 

successfully managed.  
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2.2. Guerrilla Marketing Approach 

The term “guerrilla” comes from Spanish world for war “guerra” whereupon guerrilla 

represents “small war” or “partisan warfare” who were supposed to weaken the rivals. (Nufer, 

2013) Jay Conrad Levinson who firstly introduced such a collocation in his book in 1984 is 

considered as the father of guerrilla marketing. This alternative marketing strategy is based on 

high energy, imagination, moment of surprise and creating of buzz. Initially, this low-cost 

strategy was exploited by small and medium businesses which need to reach broad audience 

with limited budgets. Levinson underlines ability of guerrilla marketing to meet conventional 

goals such as profits and joy with unconventional methods such as expending energy instead 

of money. (Levinson, 2011) This strategy enables to hit consumers at more personal and 

indelible level mainly due to much stronger and more worthwhile impression with consumers 

than by means of traditional types of advertising and marketing.  

Levinson and Levinson (2011) indicates frequent mistake and that’s contemplating 

only company expectations and highlights the bulk of marketing activities should be 

dedicated to current customers. The customer follow-up is considered as key element for 

guerrilla marketing otherwise all investments into gaining those customers are lost.  

2.3. Today Guerrilla Marketing  

As Levinson (2011) claims guerrilla marketing extended potentialities in entrepreneurial 

fantasy and inspiration and indicates 10 relevant reasons for profit improvement whereby 

gaining huge countless members of fans:  

1. It is simple and not complicated 

2. It works every time if you do it right 

3. It has an enticing name that attracts experimentation. 

4. It fits small business which grows at a record pace. 

5. It is affordable no matter how dismal the economy. 

6. It embraces new forms of marketing. 

7. It eliminates most of the stress about marketing. 

8. It is ideal for the internet and connected world.  

9. It helps big business as much as small business. 

10. It grows profits for business around the planet.  
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Firstly, many marketing theories are very puzzling and not straightforward while 

guerrilla marketing is simple and unambiguous. Although amazing new technologies can 

achieve a result of higher profits, guerrillas do not let those technologies obscure this effort. 

Therefore leaving it simple is considered as guerrilla goal and very strong competitive 

advantage how to succeed and make profit.  

 

  Levinson (2011) considers technology as essential driver of guerrilla marketing which 

could not grow and spread without internet, mobile devices and etc as it does now.  

There is also misunderstanding of guerrilla marketing substance and very often it is 

substituted for different types of marketing strategies such as ambush marketing, buzz 

marketing which will be discussed in more detail in next chapter to point out and explain 

contrasts across various marketing strategies . Guerrilla marketing keeps to the best norms of 

ethics to do not disturb any individuals, groups or communities. The only one who is meant to 

be disturbed is their competitor indeed.  

Despite several various definitions and approaches main characteristics of guerrilla 

marketing were discovered. (Nufer,2013) 

 Unconventional  

 Surprising or shocking 

 Original/ creative 

 Cheeky/ provocative 

 Cost- efficient 

 Flexible 

 Unusual 

 Funny/witty 

 Spectacular 

 Contagious 

2.4. Difference between Guerrilla Marketing and Traditional Marketing  

 

Levinson (2011) explains how has marketing has changed in the 21
st
 century as main 

difference between traditional way of marketing and guerrilla marketing. Ten most major will 

be presented.  
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1. Traditional marketing is based on investing money while in guerrilla marketing it is 

only optional matter but investing time, energy, creativity and information is 

necessary.  

2. Traditional marketing is for many business owners not very clear and due to not 

knowing what exactly marketing includes, they basically do not want to deal with it. 

However guerrilla marketing reveals all this uncertainty and what it really is – a 

controlled process managed by business owners.  

3. Traditional marketing is designed for big companies with high investments although 

guerrilla marketing is essentially for small companies with big dreams but small 

budget. 

4. Traditional marketing focuses on sales or responses to an offer and etc when 

measuring performance whereas guerrilla marketing concentrates only on profits 

which company should pursue. If there is no profit it is very probable that it is not 

guerrilla marketing.  

5. Traditional marketing is based on experience and judgement derived from forecasting 

but for guerrilla marketers it can be fatal if wrong guess was made therefore it is 

closely relative to psychology and purchase decision-making process. Overwhelming 

majority of all purchase decisions are made unconsciously and the secret of increasing 

of unconscious mind rests in repetition which is the most significant here.  

6. Traditional marketing proposes to expand and then distinguish which some companies 

found very tricky and difficult to manage due to diversion from their core competency. 

Guerrilla marketing advises let the business develop first and if the desired way is to 

stay focus to keep the first place. 

7. Traditional marketing indicates that business should linearly expand via capturing new 

customers one at a time which does not seems to be fast nor cheap method to spread. 

Whilst guerrilla marketing believes in geometrical growth of the company.  By letting 

grow the business in few different ways at the very same time then it is very probable 

for the company to earn and make profit.  

8. Traditional marketing expends all its energy for selling but the marketing does not 

finish when the purchase has been made. Guerrilla marketing highlights that countless 

members of companies lose their interest about customers after their purchases has 

been made. Hence guerrilla marketing points out significance of keeping in touch with 

customers and never lose customers on account of disregard.  
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9. Traditional marketing can be described as monologue while guerrilla marketing as 

dialogue. The reason for it when considering guerrilla marketing there is one person 

talking or writing and other one responds where actually the interaction just starts. The 

customer is involved with marketing.  

10. Traditional marketing considers as the most effective and powerful “weapons” of 

marketing the common advertising tools such as radio, TV, internet, newspapers etc. 

However guerrilla marketing determines two hundred and many one them are free of 

charge.   

 

2.5. The Origins of  Unconventional Marketing 

In this subchapter historical background of several strategies which had influence on 

shaping the unconventional techniques will be introduced.   

2.5.1. Promotional Marketing 

Frey (2011) describes Promotional marketing as a field of marketing communications 

which is strongly concentrated on sales promotion.  

Sales promotion covers various marketing techniques to fulfil its essential purpose to 

increase sales and gather marketing information. (Arens, 2012) Further, promotional 

marketing is very broad area it composes many other segments such as incentive programs, 

programs focusing on dealer networks and etc. (Frey, 2011) The greatest boom was in the 

fifties of 20
th

 century in USA. During this after world war period consumer behaviour 

analysis or building a brand image has been released for first time. The decade of prosperity 

has started indeed. One of the most essential and affecting factors of consumer lives has been 

mass-media launch. Progressively television has become the main information source which 

has been forming lifestyles at that time. In addition, and first light displays were born in this 

period of time. 

The sixties the TV influence even increased so marketers and mainly politicians could 

persuade people even more then before. Furthermore, the great promotions have stood out. 

(Frey, 2011) Ingrassia (2012) describes a very untraditional marketing campaign which was 

launched by Volkswagen in 1964. Due to several stories about babies born in Beetles on the 

way to hospital, Volkswagen has decided to award every newborn of $25 U.S. saving bonds 

when being born in this car. The marketing campaign held slogan “that there was always 
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room for one more in a Beetle.” By 1969, Volkswagen endowed 125 “Beetle babies” for 

proving their slogan in reality and increasing company sales. (Ingrassia, 2012)  

Further, new promotional technique “in-pack promotion” has been discovered. It has 

begun competing in bonuses distribution which products included in supermarkets e.g. the 

bonuses could be glasses, spoons and etc. The main reasons for bonuses were to make 

customers repeat their purchase and gain their loyalty. (Frey, 2011)   Eventually, first signs of 

guerrilla marketing have been detected nevertheless it was perceived only as negative 

technique for harming competitors. (Frey, 2011)    

In the seventies the oil crises has struck and affected adversely economy for instance 

increasing unemployment, decreasing consumer expenditures or company sales volume. Due 

to such an inconvenience the vouchers and discounts have appeared in order to activate 

market. Moreover, various promotions concentrating on price effectiveness and vouchers 

distributions have occurred and producers have been made to cooperate with retailer chains 

indeed. (Frey, 2011)  In the end of this decade “sales promotion” method was acknowledged 

as independent area. Whereupon many agencies have started provided so called full service in 

this particular field. Progressively, new concepts focusing on target market have emerged. 

Due to technology progress the direct mail and later also database marketing have begun 

profiling. (Frey, 2011)   

In the eighties there was the outbreak of marketing war on market share. After 

recession the biggest rivals started competing for instance telecommunications companies, 

airlines and only the strongest survived. The giants such as AT&T or American Airlines, who 

introduced as one of the first loyalty program, have arisen from this period.  

Eventually, owing to technological development bar codes, holograms or sounding 

displays happened to be known or even to be expanded. 

The nineties belong to first media concerns such as Walt Disney Co. or Time Warner. 

However, in this period there has been significant diversion from mass-media and searching 

for alternative ways of communication with strong usage of direct marketing has revealed as 

convenient approach to follow. It is also important to mention that the most fundamental was 

the massive internet boom and its market usage. (Frey, 2011) Solomon (2009) highlights its 

huge influence on information search such as providing very easy way to gather vast amount 

of information for instance the companies can trace the number of users looking for their 

brand names and many other very useful information which bring them an advantage over 

rivals.  
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All introduced breakthroughs leads to 21
st
 century where plenty of trends were shaped 

into their current forms which will be discussed below.  

2.5.2. Direct Marketing  

The Direct marketing was agreed to be the oldest marketing method by many authors. 

The first sign extend into ancient civilisations because of archaeologist findings the simple 

forms of trademarks for producers’ differentiations were discovered. Nowadays direct 

marketing is growing extremely quickly, driven by great turns in last decades. (Arens, 2012; 

Pavlecka, 2008)   

Several milestones will be introduced to understand better and obtain overview to be 

able to realize the connection with the current techniques.  

One important turning point in history of direct marketing happened when first 

catalogue was invented. First trade catalogues were issued in 1450 by unknown author in 

Paris. (Feather, 2011).  Thereupon first catalogue appeared in USA in 1872. It was edited by 

Montgomery Ward who additionally came up with idea of giving the catalogue offering goods 

directly to customer’s while Richard Warren Sears invented first flyers in 1880. These 

catalogues had a liberating effect on 19th century then consumers. (Bianco, 2014)  

The idea of direct mail was born in 1913 when first single-sheet flyer was mailed by 

L.L. Bean from Maine. After adding more products he began mailing catalogues. Bianco 

(2014) points out one more milestones such as the establishment of The –Book-of-the-Month 

Club in 1926 in USA by Harry Sherman and Maxwell Sackheim. More than half of the all 

hardcover books were sold by direct mail by the middle of 1900s. It is the country's oldest and 

largest book club offering the best books in a variety of categories. (Bianco, 2014) 

Another turning point is detected such as launch and the progress of Customer 

Relation Management (CRM) system in 1980s and 1990s. Since then the customer data could 

be stored, manipulated or accessed and united, integrated strategy for customer 

communications was born and could be implemented across all product divisions and all 

channels. (Webber, 2013) In early 90's understood advantage of having existing customer 

base for their value. Sherman and Perlman (2007) agree and highlight a relevant aspect of 

CRM efficiency and point out the fact of being less expensive to take care about existing 

customers than trying to capture new ones. Solomon (2009) emphasizes that the development 

of business relationship with buyers is as a keystone to selling success however it is also 

fundamental not just in the matter of making repeat purchases but also great opportunity to 

establish new business with references from existing customers. According to Webber (2013) 
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approximate cost of making a sale to existing customers is five or seven times less than to 

new customer.  

Shortly after that the customer loyalty marketing programmes were introduced which 

enables to gather even more information about individual customer in order to provide loyalty 

benefits and bonuses. (Weber, 2013) Although the amount of data which could be possible to 

access expanded there was a significant concentration shift from the selection of the clients 

who were supposed to be reached or not reached by mail to the optimization the timing and 

the structure of customer communications. (Weber, 2013) Moreover, monthly mailing 

campaign communication strategy was found not popular any more and it was substituted by 

event-based trigger mailings strategy which started to be followed by many Direct Marketers 

in that time. (Weber, 2013) Careful segmentation had to be kept in production of mailing 

materials and together with print technology and data management development contributed 

to expansion of mass customization or one to one marketing. (Weber, 2013) 

The craving for increasingly closer personalization was derived from technological 

upswing of CMT’s National Shopper Survey and ICD’s Consumer Lifestyle Survey, the aim 

of which was to gather adequate names and addresses for list rental and customized 

couponing. (Weber, 2013) In contrast to market research surveys conducted so far, while 

answering the new lifestyle questionnaires was instrumental to produce great database of 

names and address that could be segmented by countless numbers of various product, lifestyle 

and media preferences and the value of coupons was divided by the respondent answers. 

(Weber, 2013) Later the concept was converted into “Clubcard Reward System” for instance 

with Tesco. Nowadays the key drivers of personalization are transactional data instead of then 

survey answers.   

Peterson, M., Gröne, F., Kammer, (2010) highlight that customers channel choice 

depends more on current circumstances than on any inborn preference. Due to continuous 

innovations even traditional non-financial companies realized great importance and 

implemented internet delivery service to do not stay behind competitors. (Starkey, 2010) 

Recently Direct Marketing is strongly integrated in business system therefore it is not 

enough to inspect only quantity of direct responses when evaluating but especially 

incremental value of next purchases and later it is essential to associate this data back with 

profile of the customers who were contacted. (Weber, 2013) 

In the past obviously there was a time when direct marketing could be used as 

synonym for direct mailing but as Frey (2011) points out such a period is irretrievably gone. 

Nowadays digital marketing is inseparable part of marketing communication.  
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Due to already highlighted technological innovations for some of market segments and 

target groups is more suitable to use mainly online communications which will be described 

in details below.  

Indeed, the internet has become one very important database marketing methods in last 

decades. (Webber, 2013) In 2000 the number of internet users was 361 million. (ITU, 2014) 

However, latest research released on June 30th 2012 proves that the number of worldwide 

users rose approximately to 2,405 mld and it is significant to highlight that this number is still 

in progress. There is estimation by the end 2013 the number of internet users will reach 2.7 

mld people which 39% of the world’s population. (ITU, 2014)  

Nowadays consumers have specialized more and more their needs for products and 

services for reasons not being part of homogeneous mass market with nearly the same 

requirements, demands and wants as the rest of consumers. Direct marketing ability of close 

targeting could be regarded as one of its strengths. Fulfilment of individual consumer tastes 

can be reached by using individualised consumer data direct marketing. (Patterson and 

O’Malley, 2006) 

2.5.3. Interactive Marketing  

It is necessary to underline that this area is extremely vigorous and fast-changing and 

it is challenging to clearly separate all strategies and methods if they are highly 

interconnected.  (Frey, 2011)  

Electronic channels are seen as fastest-developing for communication and selling 

directly to consumers. Due to great variety of online communication tools sending of 

personalized messages to customers based on their interests or buying habits has never been 

easier. (Kotler and Keller, 2013)  

The great advantage of internet is its tracing ability to research the number of website 

visitors, the time they spend there or what they search next and etc.  However, there are some 

disadvantages for instance consumer intentional avoiding of online messages or a threat of 

being hacked.  

Nevertheless, the benefits can easily exceed the drawbacks. To get effective 

communication there is essential to understand that marketers have to follow customer routes.  

By keeping this rule the strategy is very straightforward as long as customers go online 

marketers have to go online too. (Kotler and Keller, 2013)  

According to latest study regarding media consumption among US adults released in 

August in 2013 the average adult spend more than 4 hours with  some type of digital media 
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per a day as it is shown in the chart 2.3 in the column of year 2012. (eMarketer, 2013) The 

last column data is only estimated for 2013. There is dramatic growth in using digital media in 

the past three years and the following growth is highly expected.  

 

 

 
Chart 2.3. Average Time Spent per Day 
Source: eMarketer, 20 13 Available at: http://www.emarketer.com/Article/Digital-Set-Surpass-TV-Time-Spent-

with-US-Media/1010096 

 

 

Another significant indicator concerns percentage of individual online purchases 

considering the countries of origin. Such a data within EU is exposed in the chart 2.4. The 

highest number was detected in United Kingdom as 71% and also in Scandinavian countries 

very high percentage was calculated approximately 70%. Other country which is relevant in 

the matter of research is Czech Republic where the percentage reached 30%.  

As a result of given statistical data Kotler and Keller’s statement as to go online as f is 

strongly recommended. 

 

 

http://www.emarketer.com/Article/Digital-Set-Surpass-TV-Time-Spent-with-US-Media/1010096
http://www.emarketer.com/Article/Digital-Set-Surpass-TV-Time-Spent-with-US-Media/1010096
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Chart 2.4. Individuals purchases via internet in the EU, the evolution from 2007 till 2012.  

The percentage is calculated from total population of people of age 16-74 years. 

Source: Český Statistický Úřad, 2013, Available at: 

http://www.czso.cz/csu/tz.nsf/i/nakupovani_pres_internet_je_stale_oblibenejsi_20131128 

 

As already stated strategies from this chapter had impact in the past or helped to 

develop new unconventional methods such as guerrilla marketing strategies which will be 

presented following section.  

2.6. Types of Guerrilla Marketing Strategies 

Due to declining willingness of consumer to receive more monotonous, persistently 

repetitious and boring forms of communications because they are simple overloaded with 

them. Therefore creative and innovation marketing strategies were born to fight with 

consumer aversion to advertising. Undoubtedly Guerrilla Marketing provides unconventional 

tools by which it could be managed. (Nufer, 2013) 

In this section several guerrilla marketing strategies will be explained however it is 

important to underline some of the strategies are very connected and often it is challenging to 
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distinguish one from other as many authors argues about classification. Nufer (2013) outlines 

guerrilla marketing structure dividing tools of guerrilla marketing into three principal 

categories: infection, surprise and ambush. As presented by image 2.5 the low budget 

guerrilla marketing category is overlapping them due to being subjected to all three as being 

fundamental feature of the entire approach. Introduced framework will be mainly followed 

however several changes will be implemented.  

 

Image 2.5. Overview of Tools Guerrilla Marketing 
Source: Nufer (2013:3) 

 

2.6.1. Infection Guerrilla Marketing 

As the name already prompted it is devoted to diffusion, infection or even epidemic in 

order to spread idea. Originally this category contains only viral and mobile guerrilla 

marketing nevertheless there is highly interconnected and according to some authors even 

superior method which needs to be discussed first.  

Word of Mouth Marketing  

It is marketing strategy which is based on informal social interactions in order to 

advertise a product. (Marketing Terms, 2012)  

Berger (2013) points out ability of word-of-mouth to make things contagious hence it 

is consider as the most cost-effective strategy. The reason for that derives from the fact people 

enjoy sharing experiences, attracting someone by hottest information or just chatting.  Due to 

great expansion of social media sharing text, pictures, videos or etc could extremely explode. 

The great advantage of social media is its everyday immediacy whereby the companies are 

able to remain innovative and significant. (Kotler and Keller, 2013) 
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Kotler and Keller (2013) state three major platforms for social media: 

 

 Online communities and forums 

There is a huge variety within this category. Many are found by consumers without 

any commercial intention while others are financed by companies. For big advantage is 

considered being valuable resource which enables to gather and mediate essential data. 

 

 Bloggers  

Blogs are online journal or diaries which are updated on regular basis and nowadays 

they belong to essential channels for WOM. Organizations can easily observe not just their 

own blogs. Today technologies enable analysing millions of blogs almost promptly in order to 

detect what the consumers are up to. Using opinion leaders could make the blog more 

attractive.  (Kotler and Keller, 2013) 

 

 Social networks 

Recently there has been great influence of social network on B2C and B2B marketing.  

(Kotler and Keller, 2013) Doubtless the world biggest social network has become nobody but 

Facebook with a number of 1,23bn monthly active users worldwide. (Latest data from 

December 2013) The chart 2.3 reveals there has been tremendous rise of active monthly users 

since 2004 when Facebook was established 

  

 

Chart 2.6. Facebook monthly users 
Source: Sedghi 2014. The Guardian. Available at:  

http://www.theguardian.com/news/datablog/2014/feb/04/facebook-in-numbers-statistics 

 

http://www.theguardian.com/news/datablog/2014/feb/04/facebook-in-numbers-statistics
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Another major social network is Twitter which consists in sharing short message so 

called “tweets.” (Kotler and Keller, 2013) As the company announced actual number of 

month active amount to 241 million and 500 Tweets are registered to be sent everyday. 

(Twitter, About Company, 2014) Finally, the largest professional network within internet is 

LinkedIn with more than 277 million members in the whole world. (LinkedIn, About, 2014)  

According to Kotler and Keller (2013) due to broad range of social networks various 

benefits are brought to the companies for instance Twitter enables to obtain quick response 

whereas by Facebook greater engaging customers in more significant way is possible.  

 

Kotler and Keller (2013) detect two specific forms of word of mouth – buzz and viral 

marketing while some authors inclined to built their own categories. In this paper initially 

presented structure in the image 2.5 will be followed.  

Buzz Marketing  

The primary aim of first form is to spread so called “buzz” mainly about new products 

or experiences. (Swanepoel, Lye, and Rugimbana, 2009)  Due to using unexpected or even 

shocking manners the enthusiasm is evoked and it generates publicity through which the 

transmission of new information connected to the product or brand is activated. (Kotler and 

Keller, 2013) 

Viral Marketing  

Second form of WOM supports consumers to communicate and spread as a virus 

company-evolved products or services or audio, video or written information to other 

consumers online.  

Due to existing of websites as YouTube, MySpace, Vimeo, Google Video and etc the 

videos could be distributed virally by millions of people. (Kotler and Keller, 2013)  

YouTube is unarguably market leader as for the largest online video site. The fact that more 

than 1 billion unique user access each month and more then 6 billion hours of video are 

watched underlines its worldwide popularity and establishes its market power. (YouTube, 

2014)  

 

The essential difference between buzz and viral marketing is that viral marketing is 

spread solely electronically while buzz can be distributed by the variety of mediums 

encompassing traditional WOM or social interaction between people simply said by offline 
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communication. (Swanepoel, Lye, and Rugimbana, 2009) Eventually, this marketing method 

is considered as absolutely legal and ethical. 

 

Although viral marketing is dependent upon WOM marketing and its background 

some serious differences among both techniques have been discovered:  

 By traditional WOM the message cannot be distributed as fast and as broadly 

as by viral marketing. 

 Traditional WOM is based on face-to-face communication while viral 

messages are built upon mixture of visual and verbal impulses.  

 In traditional WOM it is not as easy to regulate the character and content of the 

message as in viral marketing where it is not dependent exclusively upon 

sender. 

 For traditional WOM is typical two-way communication when the whole 

message is received while it does not have to occur considering viral 

marketing. (Swanepoel, Lye, and Rugimbana, 2009) 

Mobile Marketing  

This instrument is engaged with transmission through mobile devices. In the recent 

years this category experienced massive boom due to smartphones and similarly smart 

devices evolution. (Nufer, 2013)  Pescher et al. (2014) emphasized the reason why mobile 

devices are popular as being able to rapidly, simply and electronically exchange information 

about products and to get mobile advertisement promptly any time anywhere.  

Furthermore, Nufer (2013) enhanced it by claim that smartphones took the role of 

stable friend in many people lives. Nowadays the purpose of sending funny or innovative 

messages is not having advertisements immediately read and sank in one's mind but for 

sharing them with friends within a second which proves very strong relation with previously 

discussed viral marketing even mobile viral marketing term is in today use too. (Nufer, 2013)  

Several differences were detected between mobile and viral marketing. Firstly, the 

message on cell phone will pop up and swallow up full screen then full consumer attention 

will be held so it is more invasive then email. Secondly, people almost always carry their 

phones so the messages could reach them in privacy that’s why they were considered as more 

personal. Moreover, these devices integrate rare features such as omnipresent computing, 

always on and instantaneous reactions hence it makes mobile devices as attractive marketing 

channel for viral marketing campaigns.  (Pescher et al., 2014)    
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Despite the great expansion and increasing popularity of cell phones and smart devices 

mobile just small number of companies does reach consumers by using mobile viral 

marketing. (Pescher et al., 2014)    

2.6.2. Surprise Guerrilla Marketing 

This category covers methods which based on evoking surprise or very often even 

shock. The principal purpose is raised the “wow” effect by drawing random bystanders' 

attention. Very often is effectively used sense of humour, absurdity or shocking message 

included and also marketers play with unexpected locations for such campaign what in 

addition, brings more intense experiences to consumers. (Nufer, 2013) 

Ambient Marketing  

  Limanský (2009) highlights the essence of ambient marketing in placing advertising at 

unexpected locations such as shopping baskets/trolleys, handles in public transport or even in 

public lavatories. Moreover Nufer (2013) agrees but emphasizes also characteristic of placing 

them in direct living environment of consumers. Such advertisements are not considered as 

irritating but very creative with favourable impression.  

Sensation Marketing  

This strategy is strongly alike Ambient Marketing. The principal difference resides in 

the fact that sensation marketing does not repeat its activities once presented. The purpose is 

to surprise and attract the consumers in order to evoke the “wow” effect as Nufer (2013) 

explains.  

Furthermore, flash mobs are often used by this technique too. Flash mob is group of 

people who meet in order to perform prearranged activity mostly dance, singing or freeze. Its 

action always lasts for short period of time especially few minutes and when the crowd 

finishes its performance just wowed standing-by audience is left behind. (Hoffmann and 

Hutter, 2011)  Without fundamental factor of surprise there will be no Sensation Marketing.   

   

All explained strategies are considered as appropriate and ethical so far. Contrary, not 

just the “innocent” ones are always used. Several guerrilla marketing techniques are often 

discussed with the topic of ethics. It is essential to introduce such marketing techniques which 

are perceived as the ones balancing on the edge of being legal or moral or even being farer as 
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many authors have agreed. (Swanepoel, Lye, and Rugimbana, 2009; Roy and Chattopadhyay 

2012) 

Stealth Marketing 

It could be also explained as undercover, below-the-radar, or simply hidden marketing 

when target consumers are not aware of any actions or influence of marketers. In other words 

the advertisement is not recognized as advertisement by reached consumers.  For 

implementation of this strategy people who are paid to promote the product or brands need to 

be engaged whereby the connection between the company and the influencer is disclosed. 

(Swanepoel, Lye, and Rugimbana, 2009; Roy and Chattopadhyay 2012) 

Due to constant technological progress this method was upgraded to viral stealth 

marketing (VSM).  Swanepoel, Lye, and Rugimbana (2009) explain VSM as electronic word 

of mouth communication which is distributed in pushy and catchy way via the range of 

strongly efficient electronic tools. Additionally, the issue of disclosure this technique often 

raise query about its ethics. (Swanepoel, Lye, and Rugimbana, 2009)  

 

2.6.3. Ambush Marketing  

Nufer (2013) classified Ambush Marketing as independent category nevertheless other 

techniques are connected and they are not considered as fully subordinated to Ambush 

Marketing. Due to the general concept with bad or unclean intention they will be explain in 

this section. 

 

If some company is not an official sponsor of particular event but tries to evoke such 

impression into customers in other words the company is ambushing then it is considered as 

ambush marketing. This strategy is found as very effective in juggling customers concerning 

being the real sponsors while overtaking the rivals unprepared too. Despite the most of 

ambushers do not act illegally due to not using logos or any trademarks as just indicating 

connection with the event as Roy and Chattopadhyay (2012) described, Nufer (2013) 

underlines that ambushers do not actually obtain legal or exclusive marketing right for the 

event sponsored by third parties. Typically the strategy takes place during sport events such as 

World Championships or the Olympics. (Roy and Chattopadhyay 2012) 
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Push Polling 

This strategy was additionally added by author of this paper and classified into 

ambush related group.   

Push Polling covers very negative type of political campaign method for reason to 

affect adversely or change minds of potential voters under the pretence of holding elections. 

No wonder it is used by opponents to concurrently misrepresent the participants to the 

elections. There can be various levels of using such strategy from simple referring to concrete 

issues to mailing rival with misleading information. Contrary traditional polls, push polling 

generally committed huge marketing efforts. Undoubtedly this strategy could be fatal 

regarding trustworthiness once they are revealed by competitors or voters. (Roy and 

Chattopadhyay 2012) 

Astroturfing 

Eventually this method was subsequently implemented to point out variety in 

deceptive advertising.   

Astroturfing is considered as one of the insidious marketing strategy as Limanský 

(2009) emphasized. Beinkov (2012) defines the Astroturfing develops an impression of 

existing great support for a product, individual or policy but the true is far from that. The term 

originally stems from brand name of company producing artificial grass and the explanation 

regarding marketing is that “Astro” delivers things from outer space as message including 

misinformation and the part “Turf” stands for covering up or manipulation consumer mind. 

(Marketing Comic, 2013)  

Astroturfers often use blogs, online discussions and series of social media networks 

when creating a fake buzz to misguide and fool the public in order to make them believe that 

the position of astroturfer is strong and highly respected. (Beinkov, 2012) Also 

implementation of this strategy could be fatal once they are disclosed by public whereby 

astroturfers will suffer great loss of credibility. (Limanský, 2009) 

 

Finally, it is essential to mention that classification of strategies is not always clear and 

could vary author from author. All of discussed guerrilla marketing methods are connected 

and share the very similar and main aim related to spread knowledge, let consumers talk about 

them and create as huge buzz as possible to make a profit.  
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2.7. The Triggers of Guerrilla Marketing Strategies 

In this subchapter triggers evoking required buzz will be described. Following 

framework originally applies to word-of-mouth however, as stated above, guerrilla marketing 

strategies can create such an effect and due to this reason the scheme will be presented as the 

one by which it may be able to assess guerrilla marketing methods too.  

2.7.1. STEPPS Framework 

Berger (2013) explains that word of mouth is based on STEPPS framework by which the 

buzz will be exploited in the desired way. The STEPPS is abbreviation of following 

components: 

 Social Currency 

Firstly, the word of mouth is recognized as a tool for impressing people and therefore it is 

seen as a type of currency namely social currency. By doing unexpected things, letting people 

believe they are insiders, being extraordinary and they are going to talk about you your 

products or services because people do think they look extraordinary too. In other words a 

stimulus what makes people to share such information is belief it makes them look cool. 

(Berger, 2013) 

 

 Trigger 

Secondly, the strategy will work when the products or service acts as trigger. If the 

business is bound with triggers it could be more powerful than catchy message. The primary 

aim is that the specific product or brand comes as first to the potential customer mind 

whereby this top of mind will cause necessary buzz. To give people association which will 

make them think about certain product every day. Typical example can be in connection 

between products as peanut butter and jam regarding mainly in USA or UK. (Berger, 2012) 

 

 Emotion  

Thirdly, the buzz will occur when the business contemplates emotions which are 

considered as key drivers making people react in such a way. The very emotions cause that 

people laugh, cry, talk, share or purchase that is why it is essential to concentrate on feelings. 

(Berger, 2012) The emotions could be evoked by properly chosen character who tells the 

story or who is the story about. Due to this person many consumers begin fall for him/her or 

already fell before in case it is well know person and that’s how the relationship with brand, 

product/brand get started. (Gunelius, 2013) The very emotions are seen as driver to 
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consumption behaviour however brand/product choice is not made only upon them. It rests in 

the mixture of time and circumstances also. (B&T Marketing, 2013) 

 

 Public 

Further, it is regarded to highly spread awareness about products or ideas and make 

them public. To ape one’s behaviour or actions it is crucial to see what the people are doing 

and consequently to bring the buzz to the products or ideas need to be easy to perceive. 

(Schlichenmeyer, 2012) The American saying “Monkey see, monkey do” which stands for 

learning without understanding applies in this case perfectly. (Berger, 2012) 

 

 Practical Value 

Next, it is critical to underline the practical value of a product. Buying for less amount of 

money than its original price thus great deal considering is very often deemed such a value. 

The more unexpected deal the bigger probability the offer will be shared. Also product 

availability or limited offer could be seen as another aspects how to increase its perceived 

value and uniqueness. (Berger, 2012) Although, very close consideration has to be taken 

when following such a strategy otherwise the results could be fatal for company. 

(Schlichenmeyer, 2012) Additionally, the value could also concern to learn something new 

perhaps better way of doing for instance do-it-yourself. (Berger, 2012) 

 

 Stories 

Eventually, the good story needs to be invented in order to be widely spread later on. 

It is principal to realize the importance of connection between the content of the message and 

the promoted product, company or brand. (Berger, 2013) Also Gunelius (2013) points out no 

monotonous or unattractive story caught or kept any consumers but stories included 

overflowing with personality did.   

Berger (2013) raises another issue such as having enormous amount of views of 

campaign does not mean that such an advertising campaign was successful. It is fundamental 

to understand difference among just virality and valuable virality. To make it valuable it is 

necessary to integrate the brand or product convenience to the story. If it is impossible to tell 

the story without naming brand or product at that time is viewed as extremely valuable. 

(Berger, 2012)  

Besides it is crucial that storytelling must be consistent otherwise the confusion of 

consumers will occur whereby they likely switch the brand. Even being too creating and too 
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far from the brand concept can cause the confusion which was stated as the most common 

brand killer. (Gunelius, 2013) 

 

By following STEPPS framework is enabled to connect social influence and word of 

mouth in order to make any product or idea contagious. Moreover, the greatest benefit of this 

framework is its flexibility to be used by anyone. (Berger, 2012) 

 

Eventually, the way how to help communication process to become even more 

efficient using opinion formers and leaders it might be achieved as suggested by Wood 

(2012). Opinion formers are seen as experts in specific area therefore their message is more 

trustworthy than ordinary advertisements while opinion leaders might be associates of 

pressure groups or celebrities who are followed by enormous amount of fans. (Wood, 2012)  

However, Kotler and Keller (2013) point out “The Law of Few” which was founded 

by Malcom Gladwell and it defines three types of opinion leaders due to them the idea is 

spread like epidemic. First type is called “Mavens” who are considered experts and respected 

by their peers in order to share their knowledge.  The second are “Connectors” whose 

influence did not stem in knowledge but in social communication ability to be connected with 

scores of people. Third are salesmen with extended skill in persuading and great charisma. 

(Marsden, 2010)  

 

Finally, following STEPPS framework or also applying opinion leaders and formers 

into company strategy should cause desired buzz effect and make your campaign contagious.  
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3 Methodology 

In this chapter two main phases preparatory and implementation will be presented. In 

the first chapter objective, types of data, research method and also plan of research will be 

introduced. The second chapter will bring the data collection and subsequently its analysis.  

3.1. Preparatory Phase 

 

 Defining objectives 

The essential objective of this thesis is to research effects of guerrilla marketing on 

customer perception via electronic questionnaire survey. To be able to analyze such effects a 

according to literature review main research question has been stated. 

 

 What emotions will guerrilla campaigns evoke in respondents?  

 

Additionally, two more sub-questions will be determined in order to obtain general 

overview.  

 What make respondents share information about campaigns via social media? 

 Do respondents like guerrilla marketing campaigns?  

3.1.1. Plan of Marketing Research 

 

Types of Data 

In this paper two types of data will be used. Firstly, primary data will be collected 

from main research method such as electronic questionnaire. Further, secondary data will be 

gathered from company websites, newspapers, marketing journals or website of third parties 

where specific guerrilla campaigns were presented.  

 

.  

Chosen Research Methods  

For data collection a questionnaire has been selected as essential research method. Due 

to research topic the questionnaire was agreed to be provided it only in electronic version via 

Google Form service to be able design very interactive questionnaire see appendix 1 for its 

full version. This research will be released on social media networks such as Facebook, 

Twitter or Google+ for approximately three weeks and unrepresentative technique will be 

used.  Due to electronic version analysing data will be easier and quicker.  
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Designing of Questionnaire 

The questionnaire itself was divided in three main parts and contained 24 or 27 

questions. First part was very short only two questions about knowledge of guerrilla 

marketing.  

Second part was the major one where specific campaigns were introduced and 

questions considering the knowledge, awareness, emotions or effects of campaigns were 

exposed. For detailed presentation of campaigns 4 videos were used in order to avoid 

misunderstanding and obtained relevant answers.  

Third part was regarded to personal data about respondents. There were four 

identification questions about gender, age, education and nationality in this part. The 

nationality was carefully selected by reason of continuing in case of Czech or Slovak origin. 

Therefore only 2 answers were given such as “CZ/SVK” or “Other“. In case of Czech/Slovak 

3 more questions appeared related to Czech guerrilla campaigns that’s why question about 

nationality was crucial to acquire valuable data. There were three types of questions applied 

closed, semi-closed and additionally, one open question was attached by virtue of any 

comments.  

Eventually dichotomous, multiple choice questions mostly with one possible answer 

were used in the questionnaire.  

 

3.1.2. Pilot Study 

The pilot study was conducted in April 2014 in order to prevent from collecting 

inaccurate or incomplete data from questionnaires. Every question was tested by small group 

of people who were not aware of researcher's work to avoid possible misunderstandings or 

ambiguous answers. Eventually positive feedback was received however two questions were 

extended by adding own possibility to answer according to suggestions of pilot respondents. 

3.1.3. Sampling 

Due to unspecific need for classification of respondents and also the research topic, 

random sample was exploited for this research. There are special requirements to be 

respondent it can be a person of any age, any level of education, any residency or any 

nationality. The desired sample to acquire is 160 respondents 

3.1.4. Plan  

The detailed list of activities is outlined in following table.   
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Nov    

2013 

February 

2014 

April   

2014 

May     

2014 

June   

2014 

July     

2014 

Defining Objectives             

Plan of research             

Pilot Study             

Data Collection            

Data Processing             

Data Analysing              

Recommendations             

Source: Author's concept 

3.2. Phase of Implementation  

In this section the phase of implementation will be depicted. There are two main parts 

the first one is devoted to collecting data and in consequence the second one describes the 

process of analysing.  

3.2.1. Data Collection 

The collection of primary data was provided in the end of May 2014. The 

questionnaire was released via several social media such as Facebook, Google +, Twitter and 

LinkedIn. Probably due to interactivity of questionnaire adequate number of data was 

collected within 12 days so in shorter period then expected in the phase of preparation. The 

final number of respondents participating in research was 176. Respondents were males and 

females over 20 years old with various nationalities however the highest education level 

obtained was considered as non-relevant questions due to practically no variety in this 

category. More than 90% respondents selected as University level as their highest education 

and such results are very likely to be because of author’s connections.  

The full version of questionnaire which was provided only for Czech or Slovak 

respondents was filled by 98 and shorter version regarding solely worldwide campaigns was 

completed by 78 respondents.  

3.2.2. Analysing Data 

Once adequate number of data was received its analysing has started. Firstly data were 

double checked and subsequently coded in order to be ready for following step processed into 

data matrix in table processor Microsoft Excel. Afterwards data could be evaluated and charts 

could be designed. Analysis of questions was mainly based on relative frequency and data 

classification of second degree was used regarding one question.  
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4 Analysis of Guerrilla Marketing Activities 

Several guerrilla marketing campaigns were chosen by author to be described and 

explored. Firstly, well known worldwide campaigns will be presented and analysed. 

Secondly, some campaigns from Czech environment will be depicted and analysed too. All 

explicated campaigns will be further evaluated by respondents to research effects of guerrilla 

activities on customer perception in order to meet objectives. 

4.1. Worldwide Guerrilla Marketing Campaigns 

Three great various campaigns will be presented and described in details. Also typical 

samples of guerrilla marketing campaigns will be shown included pictures and commented in 

this section.  

4.1.1. Heineken  

The Heineken Dutch beer company with the 140
-
year tradition introduced a new 

project in July 2013 by setting up departure roulette at JFK Airport and offering passengers 

the chance to take a trip to exotic destinations around the world for free. The catch was that 

people craving for new adventures could not choose the destination and had to depart at that 

moment. Heineken spent one week at JFK looking for adventurous souls willing to cancel 

their planned itineraries and set forward unknown destination. Travellers ready to take their 

chances, pushed a button on a game-show style board in order to discover the destination they 

would be heading to.  

This campaign got very soon extremely virally on various social media sites which 

made Heineken come with follow up. People who shared video or positively commented such 

an idea were unexpectedly given the opportunity to play the roulette at home, work and etc. 

Heineken delivered departure roulette directly to them and another exceedingly viral video of 

people reactions was released. Their success was explained by Belen Pamukoff, Brand 

Director, Heineken:  

“There is a little bit of this curiosity in all of us, and we believe that Heineken consumers are 

especially open to adventure and the unknown.”  

At Heineken, we aim to provide opportunities for fans of our premium beer to embrace the 

thrill of spontaneity, go far beyond their comfort zone and open their world." 

(MarketWatch, 2013) 
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However the whole story of departure roulette later revealed as just warm-up round for 

much bigger adventurous campaign. The new social experiment was 'Voyage' campaign 

holding slogan “The legends aren’t born they are DROPPED!” Series of episodic adventures 

of dauntless travellers followed during their legendary experience. (Adweek, 2013) 

For example one Irish and one Polish have woken up handcuffed to each other on 

desert island in Philippines which was the launching add Heineken published. Immediately 

video got viral and after while got over 2 millions of views on YouTube. By promoting 

adventures and spontaneity Heineken tries to inspire their target customers who are usually 

young men, living in the cities –beer drinkers to go further and be open to the world as 

Heineken global communications director Sandrine Huijden confirmed.  (Most Popular 

Advertising, 2014) Additionally, Belen Pamukoff, brand director pointed out that nowadays 

consumers want challenges and to explorer that’s why strategy of improvisation and 

unexpected situations needed to be implemented and motto "A legendary voyage cannot be 

planned” accompanied campaign. (ClickZ, 2013) 

Eventually, such unscripted series are also cheaper then scripted ones or TV ads so even for 

this point of view it is very effective way of advertising. The entire success of all Heineken 

campaigns is further proved by many prestigious prizes won such as Cannes Lions 

International Festival of Creativity which is considered as the world’s biggest celebration of 

creativity in Communication. (The Heineken Company, 2013) 

 

 
Image 4.1. Departure Roulette en Route 
Source: ClickZ, 2013. Available at: http://www.clickz.com/clickz/news/2298034/heineken-challenges-

more-consumers-to-travel-beyond-their-comfort-zones  

4.1.2. Coca-Cola ”Hello Happiness” 

Global soft drink giant recently has released one-month-long campaign where the 

phone booths were placed in Dubai for very low paid workers who mainly come from South 

http://www.clickz.com/clickz/news/2298034/heineken-challenges-more-consumers-to-travel-beyond-their-comfort-zones
http://www.clickz.com/clickz/news/2298034/heineken-challenges-more-consumers-to-travel-beyond-their-comfort-zones
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Africa to earn for better living of their families who stayed isolated in their countries of 

origin.  

Coca-Cola is already well known for giving consumers happiness therefore this they 

decided to provide workers international calls for special costs to be more in touch with their 

families. Three free minutes were given for one bottle of coke. Instead of coins the tops of 

bottles were used. The happiness was enormous. The booths were operating 10 hours per day 

and during the length of campaign almost 135 000 minutes of calls were noted. Furthermore, 

this video presented the average pay per day of these workers as $6 while one minute of 

normal international call costs $0,91 per minute. The video has obtained already 2 300 000 

views during only one month since it was published on YouTube channel. Similar video were 

already created in Singarope or Banghladesh. (Arabian Business, 2014) 

This campaign met with huge number of positive reactions however many negative 

ones were found too. The critics underlined mainly the issue of ethics that company made the 

workers buy coca-cola bottles in order to call to their relatives. On the other hand the price of 

coke in Dubai is about 2dhs which is approximately $0,50 and still have can call 3minutes for 

one lid so statement about flaying workers is not applicable for this case. (The National, 2014) 

The success of Coca-Cola campaigns does not lie only in enormous number of views 

due to findings from literature review about valuable virality but the fact of being leader on 

the soft drink market worldwide. (Coca-Cola Company, 2014) Also company results about 

consent increasing profit or growth every year and being recently awarded prize for 6
th

 place 

at World's Most Valuable Brands just for comparison Pepsi the principal rival finished at 88
th

 

place. (Business Insider, 2014) 

  

Image 4.2. Hello Hapiness 

Source: Coca-Cola company website, Available at: http://www.coca-colacompany.com/coca-

cola-hello-happiness-ytzla9txyxd8g 

 

http://www.coca-colacompany.com/coca-cola-hello-happiness-ytzla9txyxd8g
http://www.coca-colacompany.com/coca-cola-hello-happiness-ytzla9txyxd8g
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4.1.3. Stop the Traffic!  

Totally different advertising campaign was created by global movement of activists from 

campaigning organisation in order to spread awareness about human trafficking. It was 

published on Youtube in April 2012 and surprisingly it was set in the into Amsterdam's Red 

Light District which is considered as one of the centre with Western Europe’s human 

trafficking trade. This fact makes whole campaign even more powerful and effective. In the 

video, there is a crowd of cheering guys watching hardly dressed ladies dancing in the shop-

windows on the main street of Red Light District when unexpected message appeared in the 

end.  (Stop the Traffic, 2014) 

 

“Every year, thousands of women are promised a dance career in Western Europe. Sadly, 

they end up here!”  

STOP THE TRAFFIK  

PEOPLE SHOULDN'T BE BOUGHT & SOLD 

Source: YouTube video, Stop the Traffik, 2012. Available at:  

https://www.youtube.com/watch?v=y-a8dAHDQoo 

 

 

The purpose of the campaign is to realize how many ladies believe in better career but 

unfortunately become prostitutes. The power of the message itself is supported by the 

outcome from its end when none of passers-by is cheering or dancing but just standing with 

stony faces whereby it is obvious that marks at audience have been definitely left.  

Finally, the fact of selling nothing, no asking for donating only spreading the 

awareness which is first level how to change this hot issue in the future, makes it more 

intense. (Setaysha, 2014) 

The organisation is trying to fight with very critical issue in a harsh manner but some 

people believe this is the only way how to combat against similar issues and make them 

change.  (Stop the Traffic, 2014) 

 

4.1.4. Typical Examples of Guerrilla  

Several advertisements representing essential guerrilla features will be demonstrated and 

briefly assessed and classified by the author into group of guerrilla marketing strategies 

explained above.  

 

https://www.youtube.com/watch?v=y-a8dAHDQoo
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Homer Simpson‘s Escalator 

 

The picture of Homer Simpson‘s face on the bottom of escalator eating doughnuts 

when the stairs moving. Such advertisement was created mainly to promote the Simpson‘s 

Movie. The advertisement has good idea there is strong association with Homer and 

doughnuts, it looks funny and furthermore the spreading of the message such as very simple 

and clear movie promotion is delivered by very innovative and different way then it usually 

took place in this sector.  

 Evaluation 

This advertisement is based on infection factor supplemented by very good sense of 

humour combined with smart but simple idea of eating Homer his favourite doughnuts 

without break as being displayed on escalator in the shopping mall. Unexpected but super 

busy location and moreover selecting the most appropriate personality to tell the story of 

invitation for Simpson‘s movie in cinemas the buzz is guaranteed to take place. For using 

escalator in the mall and other mentioned reasons this campaign would be classified as 

ambient guerrilla marketing by researcher.  

 

 
Image 4.3. Homer Simpson‘s Escalator  
Source: RMI, Guerrilla Marketing- Unconventional Creativity. Available at: http://rmi.co/guerrilla-

marketing-unconventional-creativity/ 

 

 

 

http://rmi.co/guerrilla-marketing-unconventional-creativity/
http://rmi.co/guerrilla-marketing-unconventional-creativity/
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KitKat’s Bench 

The bench which looks like unwrapped chocolate bar KitKat. Very smart campaign 

was launched by the company to advertise for very low budget.  There is also close 

connection of bench and the product whereas benches were distributed on high-traffic areas 

and they represent signs of having a break and eating ideally promoted KitKat bar which is 

painted very realistic. Additionally, street marketers were given out free KitKat bars to people 

sitting on benches for even making stronger connection between bench bar, break, product 

and consumer. Pictures of these situations were shared and such an image was infused to 

passers-by or people on social networks. Eventually, the brand’s unique selling proposition 

was to fully enjoying the break just KitKat bar is needed.  

 Evaluation 

Due to surprise factor, unexpected but busy location regarding high traffic and 

countless people passing it every day this campaign will be defined as ambient guerrilla 

marketing. Also great idea how to implement trigger in consumers mind and make 

associations the KitKat bar, bench and break time is shown in the advertisement.   

 

Image 4.4 KitKat Bench.  

Source: Guerrilla Marketing- Unconventional Creativity. Available at: http://rmi.co/guerrilla-

marketing-unconventional-creativity/ 

Swiss SkyDive Elevator 

Unconventional advertisement was chosen by Swiss SkyDive company to promote its 

service. The bottom of elevator was transformed and looked like real sky to show potential 

consumers the view when skydiving. The emotions such as excitement or threat are definitely 

expressed when using such an elevator. Also the content of message and promoted service 

strongly connected.   

http://rmi.co/guerrilla-marketing-unconventional-creativity/
http://rmi.co/guerrilla-marketing-unconventional-creativity/
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 Evaluation 

The campaign is obviously not for anyone with fear of heights. The factor of surprise is 

definitely present for those who are not heights lovers shock or even death threat. However 

there is great influence of infection is spotted too. The maximal connection of advertisement 

and product so no confusion could cause due to being absolutely clear the skydiving service is 

offered. Easy to perceive, easy to spread the message. Due to mixture of characteristics is 

very difficult to define although for the reason of unexpected but busy location also this 

campaigned will be sort into ambient guerrilla strategy.  

  

Image 4.5. Swiss SkyDive Elevator.  

Source: RMI, Guerrilla Marketing- Unconventional Creativity. Available at: 

http://rmi.co/guerrilla-marketing-unconventional-creativity/ 

 

 

Children know no boundaries. Drive Carefully. 

Last campaign has different character. The purpose of such campaign was to beware 

children do not have their boundaries which is symbolized by the chalky drawing intervening 

to the road therefore the highest caution should be taken when driving.  

 Evaluation 

Such a campaign is example of ambient marketing strategy mainly for the surprise or 

shock factor and unexpected nevertheless fitting to underline the danger of speeding 

especially (but not only) in suburban district where kids playing on the streets are highly 

concentrated.  

http://rmi.co/guerrilla-marketing-unconventional-creativity/
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Image 4.6. Drive Carefully.  
Source: Children Know no Boundaries. Available at: http://blog.guerrillacomm.com/2007/11/children-

know-no-boundaries.html  

 

To summarize, all discussed advertisement of this section were considered as 

representatives of ambient guerrilla group. However the author of this paper highlights it was 

not always clear to identify them. Moreover, this classification is not conditioned and the 

advertisement might belong to more categories for already mentioned reasons above.  

Eventually, when questionnaire was designing author did not obtain such extended 

knowledge so all four pictures defined as presenting ambient strategy were not selected 

intentionally.  

 

4.2. Czech Guerrilla Marketing Campaigns 

Several significant guerrilla campaigns will be introduced from Czech environment 

although only one chosen by author based on relevancy for this topic or cultural backgrounds 

will be examined in deep. 

4.2.1. Kofola  

Kofola company is part of Kofola Group which belongs to one of the biggest 

producers of non-alcoholic drinks in Europe. Kofola released in summer 2009 campaign 

where the most essential aspect were “voodoo dolls” called Kofoláskové or Kofoláčci. The 

dolls were made of twine, buttons and pieces of fabric by which the consumers were 

transferring love. On the doll's chest was big heart. The slogan of campaign was “The more 

love you give, the more will stay for you” čím více lásky rozdáš, tím více ti zůstane.“ The 

http://blog.guerrillacomm.com/2007/11/children-know-no-boundaries.html
http://blog.guerrillacomm.com/2007/11/children-know-no-boundaries.html
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entire campaign was launched by great guerrilla activity when 5000 pieces of these dolls were 

distributed at places such as bus stop, benches in parks in Prague and Bratislava. The aim was 

evoked Word-of -Mouth and it was also supported by online communication at YouTube and 

company websites where more videos of surprised finders could be seen.  

This launch activity was followed by TV advertisement of young man, representative 

of Kofola's target group, who was making these dolls and distributing them at different public 

places to help people showing emotions.  The video was published also on YouTube and the 

number of views was increasing and to date is nearly 80 000 views. Another activities caused 

the consumers itself when blogs, many groups were found on Facebook and other social 

media sites for share videos, pictures of the best dolls the consumers made. There was also 

opportunity to make your doll on summer festivals where Kofola just provided material and 

instructions to make them. During one weekend 450 balls of string were used and thousands 

of dolls were created by visitors.   

Due to great success the company decided to step even forward and bigboard with 

huge balls of twines and necessary materials, was placed in the centre of Prague and by the 

afternoon not just passers–by but everyone was twining. This campaign was spreading by 

itself via all various media, everyone was talking about it and the company did not have to 

invest a lot of money to support it. It required just minimum costs for materials to make dolls.  

Moreover the success of this campaign can be proved by company results for summer 

2009 when sales volume of Kofola exceeded the sales volume of main rival such as Coca-

Cola. (Kofola, 2014) 

The heart is symbol of love, the slogan matches with it and there is always message 

connected with almost every new campaign so no consumer confusion could appear. It is very 

easy to recognize and messages are easy to perceive as well.  

 

  

Image 4.7. Kofoláčči.  

Source: Kofola. Available at: http://www.kofola.cz/web/ 

http://www.kofola.cz/web/
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4.2.2. Školy.cz 

Another highly discussed guerrilla campaign example is surprisingly from education 

sector when portal Skoly.cz came out with new untraditional way how to promote higher 

education in 2010. The campaign consist in manual workers wearing bright yellow T-shirts 

with bold black title “I should have studied more” in original “Měl jsem se líp učit.” The 

message was absolutely clear to highlight fundamental importance of education.  

However another issue such as racial implications arisen. The workers were Roma 

origin therefore then Minister for Human Rights and Minorities, server Romea.cz and others 

decried this entire campaign. The initial message was no more important and whole issue was 

taken to the court. In December 2013 the final judgement was given and advertising agency 

was fined for creation of discriminative and human dignity reducing campaign.  It is 

considered as one of the biggest judgement related to media law. (MarkeThing, 2013)  

 
Image 4.8. Měl jsem se líp učit 
Source: MediaGuru- Guerrilový marketing v praxi. Available at: 

http://www.mediaguru.cz/2012/01/inspirace-guerillovy-marketing-v-praxi/mel-jsem-se-lip-ucit/ 

 

4.2.3. Radio Kiss  

Radio Kiss released controversial advertising campaign in 2004 when as face of 500 

billboards mass-murdered was chosen. The slogan “Radio for life” in original “Rádio na 

doživotí” with smiling Jiří Kájinek who was lawfully condemned to life imprisonment 

invoked great discussion of its appropriateness. The “buzz” was definitely developed and its 

ethical issue became as hottest topic. The Arbitration Committee of the Advertising Council is 

not allowed to fine or give any sanction therefore just recommendation was made to terminate 

such a campaign.  Radio Kiss did not follow such suggestion however new solution was 

found and new title as “not recommended” was added on every billboard as it is depicted in 

the image 4.9.  

http://www.mediaguru.cz/2012/01/inspirace-guerillovy-marketing-v-praxi/mel-jsem-se-lip-ucit/
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The brand awareness was spread even more the Radio itself expected. The most critics 

sees this strategy as negative advertisement and while most of the public did not considered as 

unethical according to online survey accomplished by server Novinky.cz. when nearly 72% 

voted for not being unethical and only 28% were against such campaign. (Novinky.cz, 2004) 

 

 

 

 

Image 4.9. “Rádio na doživotí” 
Sources: Strategie. Available at: http://strategie.e15.cz/zurnal/rada-vyzvala-ke-stazeni-reklamy-

s-kajinkem-427788 

 

4.2.4. Flash Mobs 

Recently flash mobs have become very popular in Czech environment. Their 

awareness has expanded most since 2010 when one the first ones was organized Poděbradka 

company to promote new product by dancing and singing crowd in main railway station in 

Prague. More frequently other has occurred in various formations not just dancing but also 

freeze flash mobs have already taken place. Additionally, flash mobs could be organized by 

anyone such as classical organisation as philharmonic orchestra. In September 2013 in the 

biggest shopping centre in Ostrava Janáček Philharmonic Orchestra presented such a flash 

mob in order to open a new season, highlight its 60
th

 jubilee and mainly attract more visitors 

to the concerts. It was inspired by few-months-earlier Brno Philharmonic flash mob.  

 

4.3. Analysis of Guerrilla Marketing Effects on Customer Perception  

In this sub-chapter the answers of questionnaire will be evaluated. For reasons of 

length limitation of analysis only some of charts will be depicted.  The results will be 

http://strategie.e15.cz/zurnal/rada-vyzvala-ke-stazeni-reklamy-s-kajinkem-427788
http://strategie.e15.cz/zurnal/rada-vyzvala-ke-stazeni-reklamy-s-kajinkem-427788
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explained and exhibited in the charts mainly on the grounds of percentage proportion. For all 

charts see appendix 2.   

4.3.1. Profile of Respondents 

The research conducted by questionnaires was focused on general consumers of any 

gender, age, education or nationality. Due to practically no variety in category regarding 

highest level of education obtained such data will not be looked at. The rest of demographic 

data were taken in consideration. The final number of respondents was 176 as already 

mentioned. The questionnaires were completed by 62 males and 114 females and percent 

portion is displayed in the first pie chart 35% and 65%.  

Gender

35%

65%

Male

Female

 
Chart 4.1. Gender 
Source: Author's output 

The age segmentation is provided by following chart 4.2. The largest category (84%) 

counts 148 respondents of 20-29 years old. It was followed by the category 30-39 years old 

with 13%. The two following categories 40-49 and over 50 years old were represented only 

by 1% and 2% participants. In addition, no respondent belongs to the under 19 years old. The 

majority of one group is probably influenced by contacts on social media networks the author 

of this research possess.  

Age

84%

2%

0%13%

1% under 19

20-29    

30-39   

40-49    

over 50

 
Chart 4.2. Age Segmentation 
Source: Author's output 
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Last identification question regards to nationality which is the most important from all 

demographic data. On the basis of nationality additional questions related to specific 

campaigns were added to the research. The chart 4.3 depicts the proportion of nationalities 

which was 56% of Czech or Slovak participants and 44% of others with unspecified 

nationality for reason being irrelevant for this analysis. This question was asked only for 

reason to avoid confusion of foreign participants which would be definitely caused by Czech 

campaigns. There was no intension to find any significant difference in consumer perception 

in guerrilla campaigns based on countries of origin.  

Nationality

56%

44%

CZ/SVK

Other

 
Chart 4.3. Nationality  
Source: Author's output 

 

 

4.3.2. Findings related to worldwide guerrilla marketing campaigns 

In this section data related knowledge of topic or awareness and perception of 

worldwide guerrilla campaigns will be discussed. 

The first question was referred to analyse knowledge in guerrilla marketing term. The 

majority of participants 63% were familiar with the term, 13% possibly just heart the term and 

25% had no knowledge in it as outlined in the chart 4.4. 
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1. Are you familiar with term Guerrilla 

Marketing?

63%13%

25%

Yes

Not really

No

 
4.4. Are you familiar with term Guerrilla Marketing?  
Source: Author's output 

 

To find out the level of their familiarity the question about explanation was raised. 

However, there was condition if the respondents answered that they were not or not really 

familiar with the term, question number 2 was automatically skipped.  Three answers were 

possible to select and as the most frequent characteristic has arisen surprising or shocking 

with 35% followed by unconventional with 25% and low-cost with 23% as it is demonstrated 

in the chart 4.5. Also feature being funny was ascribed to guerrilla marketing with 14%. The 

characteristics being unethical or illegal were selected only few times. Although, there was 

“other” as option of answer given, no respondent took this chance to describe guerrilla 

marketing differently.  

2. How would you explain Guerrilla Marketing?

25%

35%

14%

23%

2%1%
Unconventional 

Surprising/Shocking

Funny

Low-cost

Unethical

Illegal

 
4.5. How would you explain Guerrilla Marketing? 
Source: Author's output 

 

 

With Question no. 3 part related to guerrilla marketing campaigns has started. The 

introductory question concerned preference for marketing campaigns and two answers were 
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given such as innovative and creative or traditional ones. All respondents preferred creative 

and innovative ones.  Due to this absolute agreement the chart is not presented.  

With question no. 4 awareness of specific marketing campaign was tested and 

therefore the video of Heineken Departure Roulette was attached.  78% of participants 

answered “Have you ever heard of this campaign?” negatively and only 22% of them were 

aware of it. (See appendices) The following two questions were still related to the same 

campaign.  

The respondents were queried “How do you like this campaign?” in question no. 5. 

Overwhelming majority concretely 91% answered extremely positively if “I love it” and “I 

quite like it” counted together.  The neutral option was selected by 7%. Only 2% did not 

really like it and nobody expressed strong dislike. The question no. 6 was focused on 

emotions evoked by this campaign while only one answer was allowed. The most frequent 

emotion was excitement/fun felt by 51% of respondents followed by need for adventure with 

42% as pictured in the chart 4.6. The choice of boredom or dislike was made not by anyone. 

Although, the sixth option was provided for own answer in the questionnaire during analysing 

it was stated as anxiety due to 2% of respondents expressed stress, problems or discomfort 

with possibility to experience unplanned journey as described in the video.  

6. What emotions does the video evoke in you the 

most?

Heineken Departure Roulette

51%
42%

2%5% Excitement / Fun

Need for Adventure

None

Boredom

Dislike

Anxiety

 
Chart 4.6. What emotions does the video evoke in you the most?  

Source: Author's output 

To the question no. 7 the follow-up video of Heineken Departure Roulette was added 

and respondents were queried about its likeability as before. Once again extreme positive 

answers were collected in the concrete 90% (if two most positive ones counted together). The 

neutral attitude was expressed by 9% of respondents and just 1% of them did not really like it. 

The absolute dislike was not answered by anyone.  
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Next question was related to willingness to share watched videos via social networks. 

45% of participants would share these videos while 38% of them were not so sure about that. 

The negative reply was selected by 17%. To examine the stimuli of sharing the sub-question 

no. 8.B was provided only to those with positive or neutral answer. The chart 4.7. 

demonstrates that the most common reason (39%) was respondents’ enthusiasm about the 

entire idea of campaign. Further, the passion for travelling was influencing factor in order to 

share given videos by number of 29% which proves significant connection with participants’ 

personal interests. Being touched was found as another stimulus with 26% and just 6% would 

share them as for being funny. In this question the possibility of own answer was provided 

however, nobody took this chance.  

8.B - Why would you share these videos? 

Heineken

39%

29%

26%

6% It's great idea!

Travelling is my

passion

 It's moving

It's funny

 

Chart 4.7. Why would you share these video? 

Source: Author's output 

 

The question no. 9 was concentrated on the power of marketing campaigns and the 

degree of their impact on consumer product/brand-choice displayed in the chart 4.8. The large 

majority of respondents in the concrete 70% (if two most positive counted together) admitted 

the product or brand choice they made could be strongly influenced by marketing campaign. 

The uncertainty of impact was expressed by 11%. Nevertheless, 19% (if counted two most 

negative together) did not find the power of campaign strong enough to affect their choice.  

Such reaction might be caused by being unaware or refusing to admit the fact that there 

are plenty even unconscious factors having massive impact on consumer behaviour as already 

highlighted above.  
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9. Do you think marketing campaign could 

influence your product/brand-choice?

18%

52%

11%

17%
2%

Yes, it is very likely

Yes, it is quite likely

I don't know

No, it is unlikely

No, it is very

unlikely
 

Chart 4.8. Do you think marketing campaigns could influence your product/brand-choice?  

Source: Author's output 

 

In the question no.10 new campaign was introduced related to human trafficking which 

focused on its awareness. Another video was attached in order to give sufficient knowledge of 

campaign. The results proved that 84% have never heard of it and only 16% were familiar 

with it which point out the awareness of this campaign within respondents is very closely-

spread.  

Following question concentrated on emotions evoked by previous video exhibited in 

chart 4.9. First five options to answers were given and sixth of own possibility was added 

again which brought “shock” and “no emotions” as two new options. The most frequent 

answer was “it makes me thing” with 56% followed by sadness with 27%. The crucial 

message highly attacked the respondents’ emotions. Indeed, there is mixture of all and racking 

many brains with so many questions behind and also shock could be hidden in this answer as 

for not being initially provided. Other emotions such as guilt or desperation were not 

frequently evoked. Concerning last answer it was summarized as “no emotions” due to 

respondents’ comments about being absolutely aware of this issue and therefore no emotions 

were evoked any more.  

11.What feeling does the video evoke in you 

the most?

27%

56%

9%
1%

3%

1%

3%
Sadness 

Guilt 

Desperation 

It makes me think 

Confusion 

Shock 

None

 
Chart 4.9. What feelings does the video evoke in you the most?  

Source: Author's output 
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The next question was related to willingness to share it via social networks and in this 

case 33% of those who would share and 40% of respondents who might do that. The higher 

percentage (27%) of those who would not share was analysed in comparison of Heineken 

campaign. In the sub-question 12.B the majority of 86% selected the reason for sharing to 

spread awareness followed being sad with 8% and additionally received answer which was 

summarized into “let people think” with 6%.  

The question no. 13 “Did you know that guerrilla marketing are not just funny?” was 

chosen to examine if guerrilla feature is common taken as the main one showed in chart 4.10. 

However question no. 2 discussed the strongest characteristic from respondents' view as 

surprising or shocking. Despite this fact consumers highlighted other feature 28% of them 

admitted they did not know that sense of humour was not always included another 26% of 

them answered they did not know that they could be about such serious issues which together 

compose slightly more then half in the concrete 54% of all replies. The rest of respondents 

confirmed such knowledge.  

13. Did you know that guerrilla campaigns 

are not just funny?

46%

26%

28%

Yes, I did 

I did not know

they can be that

serious 

No, I did not

know 

 
Chart 4.10 Did you know that guerrilla marketing are not just funny? 
Source: Author's output 

Following question was still linked to previous one and its intention was to get the 

opinions about their support for promoting critical issues in such raw way in the chart 4.11 

below.  Those of 51% believe that promoting these issues as watched video concerning 

human tracking is good or the only way how to spread awareness to make them change. 

Slightly over third of participants (36%) are not totally sure about whether is the only or good 

way of spreading awareness and only 13% does not agree with this method. 
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14. Do you believe that this is good or the only 

way how to spread awareness about similar 

crucial issues?

51%

36%

13%

Yes, I do 

Maybe 

No, I don't

 
Chart 4.11 The good way or the only way how to spread awareness about similar crucial 

issues.  

Source: Author's output 

 

The question no. 15 provided last video related to Coca-Cola campaign called Hello 

Happiness and also queried whether respondents are familiar with it. Vast majority of 84% 

have never seen such a video and the rest of 16% were aware of Hello Happiness.  

The question analyzing how they like was stated afterwards no. 16. Once again very 

favourable answers were obtained such as 73% (if count two most positive together) of 

participants expressed they love it or quite like it. Neutral option was selected by 17%. 

Additionally, 9% did not like that much while only 1% strongly dislike it.  

The question no. 17 displayed in chart 4.12 below was concentrated on emotions 

evoked the most. Nearly half of participants selected happiness (48%) which highly supports 

the title of the whole campaign even though there might be some level of influence from it. 

The option of excitement took second place with 24%. The boredom was expressed by 3% 

and no emotions were evoked at 10% of respondents. Displeasure was last given possibility to 

answer and the option of compassion was determined when analysing questionnaire which 

was initially given as own answer. Both answers acquired similar results 7% and 8% which is 

undoubtedly due to introductory message of the campaign regarding very low paid workers in 

Dubai. 
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17. What emotions does the campaign evoke in 

you the most?

48%

24%

3%

10%

7%
8%

Hapiness 

Excitement 

Boredom 

None 

Displeasure 

Compassion

 
4.12 What emotions does the campaign evoke in you the most? 

Source: Author's output 

 

The question no. 18 regards willingness to share such video resulted with the least 

positive answers out of all videos in concrete 33% and another 33% of respondents might 

share while 34% stated they would not share it. Those who were in favour were queried the 

stimuli of did so and their outcomes are outlined in chart 4.13. The most participants (59%) 

would share this campaign via social networks due to nice gesture of Coca-Cola Company. 

Another 24% found the fact it was moving as their stimuli while 17% would share it to 

underline the crucial message behind about very low paid workers living in bad conditions.  

18.B Why would you share it? 

Coca-Cola Happiness

59%24%

17%
It is nice

gesture 

It is moving 

There is a

crucial

message
 

Chart 4.13. Why would you share it? 

Source: Author's output 

 

Last two questions regarding worldwide introduced four pictures of typical guerrilla 

marketing campaigns as already discussed in the section above and respondents were asked 

about the one they like the most. Surprisingly the campaign representing Drive carefully took 

first placed with 34% of respondents followed by Homer Simpson’ escalator and SkyDive 

elevator which both acquired 26% of votes as outlined in the chart 4.14. The KitKat bench 

was chosen by 14% and only 2% of participants did not like any of provided. 
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19. Which of the following pictures do you like 

the most?

26%

12%

26%

34%

2%

Homer Simpson's

Escalator

KitKat Bench

Swiss SkyDive

Evelevator

Drive Carefully

None

 
Chart 4.14 Typical guerrilla marketing campaigns  

Source: Author's output 

 

The question no 19.B analysing reason of respondents choice was concluding the 

worldwide campaigns part of questionnaire. Four given options to answer were included as 

well as own option which was not used by anyone. Every given option represented one of the 

picture therefore it is not relevant to discussed the proportion of results as a whole but to 

obtain relevant outcomes it has be analysed  upon second degree data classification.  

Those who preferred Homer Simpson’escalator made such a decision because they 

found it funny (59%) or cool (41%) as chart 4.15 shows. The reason why respondents selected 

KitKat as the one they liked the most was mainly for being cool (71%) far followed by being 

funny (19%) or exciting (10%) as exhibited in the chart 4.16. Overwhelming majority of 

Swiss SkyDive elevator fans was influenced by being exciting option (70%) and the rest of 

them (30%) found it cool as outlined in the chart 4.17. Eventually all of those preferred Drive 

Carefully were triggered by strong message of the campaign (100%) supported by chart 4.18.  

Why have consumers selected Homer 

Simpson's escalator?

59%

41%

0%0%
It is funny

It is cool

It is exciting

It has important

message
 

Chart. 4.15 Homer Simpson’ Escalator Stimuli 

Source: Author's output 



53 

 

Why have consumers selected KitKat 

bench?

19%

71%

10%
0%

It is funny

It is cool

It is exciting

It has important

message
 

Chart 4.16 KitKat bench Stimuli 

Source: Author's output 

 

Why have consumers selected Swiss 

SkyDive elevator?

0%

30%

70%

0%

It is funny

It is cool

It is exciting

It has important

message
 

Chart 4.17 Swiss SkyDive Stimuli 

Source: Author's output 

 

Why have consumers selected Drive 

Carefully?
0%0%0%

100%

It is funny

It is cool

It is exciting

It has important

message
 

Chart 4.18 Drive Carefully Stimuli 

Source: Author's output 

 

4.3.3. Findings related to Czech Guerrilla Marketing Campaigns 

The following section was conditioned part of the questionnaire based on nationality 

as already explained above. Only Czech or Slovak respondents were required to complete this 

part due to relevant data collection. This part of analysis is based on 98 participants.  

The first question introduced four Czech guerrilla marketing campaigns by providing 

pictures with brief description of each. Respondents were queried whether they were aware of 

any. They were allowed to tick as many as they know therefore this question was analysed 
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upon the most frequent answer from all as pictured in the chart 4.19. Kofoláčči campaign was 

revealed as the most known one by 49%. The second place took Flash mobs with 25% 

followed by campaign “Měl jsem se líp učit” with 15% and “Rádio na Doživotí” with 11% of 

awareness.  

20. The awareness of introduced Czech guerrilla 

campaigns 

49%

15%

11%

25%

Kofoláčči

Měl jsem se líp učit

Rádio na Doživotí

Flash mobs

 
4.19. Awareness of Czech Guerrilla campaigns 
Source: Author's output 

 

Next question was raised to research which one was liked the most expressed by chart 

4.20. Kofoláčči were considered as the best by 55% of large majority of respondents 

whereupon flash mobs were selected as second best by 21%. “Měl jsem se líp učit” was 

selected by 16% while only 2% of participants liked the most “Rádio na doživotí”. 

Additionally, 6% expressed dislike of given campaigns.  

21. What Czech campaign do you like the 

most?

55%

16%

2%

21%

6% Kofoláčči

Měl jsem se líp učit

Rádio na Doživotí

Flash mobs

None

 
4.20. What Czech campaigns do like the most? 

Source: Author's output 

 

Due to often discussion about guerrilla marketing ethics issue related question was 

chosen as closing one. The results of question no. 22 about any introduced campaign 

considered inappropriate or unethical are depicted in final chart 4.21. One half of participants 

concretely 51% did not find any of given campaigns inappropriate or unethical. While the rest 
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of them divided their votes into two options such as 29% for “Rádio na doživotí” and 20% 

“Měl jsem se líp učit.”  

22. Is there any campaign you consider 

inappropriate or unethical? 

0%
20%

29%

0%

51%

Kofoláčči

Měl jsem se líp učit

Rádio na Doživotí

Flash mobs

None

 
Chart 4.21 Inappropriateness and non-Ethics of Czech Guerrilla Campaigns 

Source: Author's output 

 

Indeed, there is contradiction in answers based on different point of view and perception 

of participants. Some of them selected campaign “Měl jsem se líp učit.” as the best one 

referred to chart 4.20 and others found the same campaign as unethical which applies for 

campaign “Rádio na doživotí” as well.  

4.3. Analysing of Research Question 

In this last part of analysis the main and additional research questions will be answered 

and discussed. The principal question will be queried as last one to be able to sum up the 

entire research.  

What kind of guerrilla marketing campaign was preferred?  

To answer first research sub-question data from questionnaire regarding the level of 

likeability of every given campaigns was looked at once again. The solution is not very clear 

for reasons of very similar degree of preference. The campaigns will be grouped into 3 

categories as videos, pictures and Czech activities and evaluated in between. Subsequently, 

data will be compared and result will be released.  

Four campaigns were presented by videos but regarding Stop the Traffik the question 

about likeability was not raised due to its content and presumption to evoke confusion by 

putting such a question and then obtained irrelevant data. This could be considered as 

limitation of study. 
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However, another question was applied concerning the need for harsh manner if 

promoting such issues. Half of respondents expressed strong need for such type of promoting 

and another 30% were not sure if the raw way is necessary. By the agreement with the manner 

the likeability could be detected and substituted which brings more then one half did like this 

campaign and also some more respondents with the neutral view could be included but not 

with accurate number solely estimated. Besides other 3 videos could be exactly accessed as 

Heineken being winner by having nearly same high score in concrete 90% and 91% loved or 

quite liked primary and follow-up campaign. The Coca-Cola only 66% where taking last 

place for reasons Stop the Traffik was estimated by personal opinion of author on 75% of 

likeability.  

As for pictures showing examples of ambient guerrilla as stated in previous section the 

campaign supporting Drive Carefully was selected most frequently which approves the 

estimation for  Stop the Traffik because respondents likes campaigns bearing important 

message as the preference for Drive Carefully shows.  

Eventually, by wide range of margin campaign Kofoláčči was found as the most likeable 

for reasons being chosen by 55% of respondents. However one more issue should be 

commented. Strong dislike was spotted mainly at “Rádio na doživotí” followed by “Měl jsem 

se líp učit” campaign were many respondents found them inappropriate or unethical.  

To properly answer first question it is critical to mention that all types of given 

campaigns were not compared in between by respondents which makes complicated to state 

the preferred one. Due to the fact all three campaigns such as Heineken Departure Roulette, 

Drive Carefully and Kofoláčči will be determined as preferred ones in this stage of analysis.  

 

What made respondents share information about campaigns via social media? 

 Now the second sub-question will answered. For Heineken the most common reasons 

were great idea followed by passion for given area which creates personal commitment with 

respondents. Great idea can be analysed as creativity or originality and will be defined as the 

first reason.  

 In the Stop the Traffik overwhelming majority of respondents selected spreading 

awareness due to already discussed sensitive issue.  

 And the last reason was discovered as nice gesture concerning Hello Happiness 

campaign. This answer is supported by emotions empathy or ability of being happy for 

someone else happiness. Such a “warm feeling” or pleasure will be summarized as happiness. 
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 To no other advertisement the question regarding stimuli for sharing was applied 

therefore it is important to underline that the reasons fro sharing varies from different concept 

of campaigns. In this paper several various ones were introduced whereby the stimuli were 

detected as following: creativity or originality, spreading awareness and pleasure.  

 

What emotions did guerrilla campaigns evoke in respondents?  

Finally, the main research question will be analyzed. As literature review already stated 

guerrilla marketing strategy evokes emotions. By this research question was to identify what 

kind of emotions applies to specific guerrilla campaigns.  

First campaign the most common emotions expressed were found as excitement or fun 

followed by need for adventure. Excitement or fun point at playful nature, good mood with 

sense of humour while need for adventure represents adventurous and active spirit, taking 

challenges and also it may indicate at some level of bravery. Moreover, just few people 

selected options with no emotions so it will not be taken in consideration. Also additional type 

of emotion was detected such as anxiety due to all troubles and stress could be cause. By 

anxiety is analyse dislike to change routine, do not like improvising and without following 

structure or order the confusion will occur. By decoding respondents' answers first result can 

be released.  

Considering one campaign there is certain variety of emotions evoked due to the fact 

that every respondent is individual whereby different emotions could be expressed at the very 

same campaign. Besides excitement, fun and adventurous spirit derived from this campaign as 

essential ones which are actually core features of target customers Heineken try to reach.  

Secondly, Stop the Traffik mostly evoked “to think” effect by which bug into consumers 

brains was implemented about serious issues. Further, sadness was very frequent emotion 

caused by this campaign and desperation or confusion went along too.  

By creating such campaign no other emotions are expected to be evoked but the purpose 

is to raise such real emotions to achieve huge buzz by which the awareness will be highly 

expanded. The more realistic emotions are evoked the greater sensation around the topic will 

appear.  

Thirdly, Hello Happiness was developed in the purpose to spread happiness as already 

the name campaign indicated. This research confirmed that happiness was the most common 

emotion expressed nearly by half of respondents. Excitement was also present although not 

only positive emotions were raised too. The negative one such as displeasure and moreover 

compassion stand for important message behind of low paid workers living in bad conditions. 
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Respondents' displeasure especially point at exploitation of workers by Coca-Cola Company. 

Based on this research larger majority (over 70%) were happy and excited in general.  

Furthermore, the emotions evoked by four typical guerrilla advertisements will be 

discussed. Homer Simpson' escalator and KitKat bench received similar stimuli when 

participants made such a choice of favourite ad. Being funny or cool was selected by majority 

in both cases so fun and creativity or attraction could be stated as first emotions. To SkyDive 

elevator mainly feeling of excitement accompanied by being cool was detected. Moreover 

Drive Carefully was preferred for its crucial message so feeling of being cautious or 

responsible was identified.  

In these four advertisements results were found similar in comparison with series of 

results introduced above. 

Finally, the variety of emotions evoked by the campaigns were discovered such as fun, 

attraction, excitement, happiness, adventurous spirit, responsibility, critical contemplation, 

sadness, displeasure. These emotions were detected as those consumers expressed the most.   

 

According to results consumer perception of guerrilla marketing appears to be very 

positive. Almost all the introduced campaigns were evaluated favourably by customers. In 

spite of instantly being attacking with advertisements, promotions, special offers etc reaching 

consumers via every possible medium causing that consumer is over-flooded with information 

and cannot bear anymore therefore total aversion to any advertising tools could be formed.  

Guerrilla marketers still create original and attractive ideas of new campaigns which are 

able to catch consumers unprepared and let them surprised or even shocked but remembered 

what just happened whereby the buzz effect is very likely to occur. Despite some 

inappropriate guerrilla marketing campaigns the good and the strengths of this approach are 

prevailing in consumer minds.  

 

 



59 

 

5. Suggestions and Recommendations 

In this chapter few personal suggestions and recommendations invented upon research 

results such as findings from presentation campaigns by researcher of this thesis or data 

collected via questionnaire will be provided. There will be three parts of this chapter regards 

firstly to worldwide campaigns, secondly to Czech campaigns and last will be devoted to own 

idea of guerrilla campaign.  

 

5.1. Worldwide guerrilla campaigns 

It is obvious than worldwide guerrilla marketing campaigns are very often used by 

different types of companies small or huge, famous or not well known ones. The suggestions 

and recommendations will apply to only two companies and their campaigns selected upon 

author's decisions.  

 

Heineken 

By personal evaluation the Heineken campaigns are considered by author of this paper 

as the best one. The general idea is extremely original and creative by having elaborated all 

the details it makes whole concept of the campaign absolutely stunning and that’s why 

epidemic has started. The introduction of DROPPED by placing seemingly independent 

campaign of departure roulette at JFK Airport only supported and increased curiosity in 

people minds and raised question what is it all about? Heineken was just providing piece by 

piece of information to let consumer at proper level of thrill and tension and then hit again 

with the follow-up campaign and huge buzz had to be present. The technique giving 

consumers just piece by piece not the whole thing at once caused more enormous success then 

which would be if the DROPPED released straight away with any intro.  

The preference of the author is surely bounded to personal commitment with the initial 

idea to travel to unknown destination and experience the adventure. In general so many 

emotions were evoked by this campaign even by those who are not enthusiastic travellers 

from their pure nature.  

The company undoubtedly has sank in consumer mind for core characteristics 

extraordinary, adventurous exciting, thrilling which are exactly the features of their target. 

Building such strong connections crowded by emotions is seen awesome piece of work which 

is right definitely right track follow in the future.  
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Stop the Traffik  

 According to author and also findings from research there is general opinion that real 

stories should be implemented into campaigns. The more real story, the more people will talk 

about. If the story is true not just made up in order to promote some product or brand when 

the story is based on the true people looks differently at particular things. The emotions are 

often behind the reactions. If people are told exact numbers of any critical issues not just 

human trafficking but other crimes or how many children die every minute due to hunger or 

not having drinking water these numbers always bring some level of emotions to try to make 

a change.  

To let people know about these topics is highly recommended to do by some harsh 

manner to highlight it is serious business and no fun anymore. People are not always open-

minded and have opinion that everyone has impression that for instant the ladies from the 

night clubs always wanted to end up there but unfortunately the true is far from that. Mostly 

they had no choice they were brought under the guise of having nice career, better live to new 

country and sold as piece of meat.  

Many people cannot see the real story behind that’s why it is found essential to create 

campaigns in harsh manner with specific numbers and personalities included. To appreciate 

who you are and what you do and have, frequently the theme of cruel reality need to be 

attached. One the feeling of respect and esteem is evoked into people especially then they 

realized the true and are made by themselves to help at least by sharing the information as 

even the research confirmed.  

Finally, the general suggestion is to keep promoting serious issues in untraditional way 

because world cares if there is enough awareness subsequently the desired outcomes are 

likely to be obtained.  

 

5.2. Czech Guerrilla Campaigns 

In Czech environment is more difficult to find so many examples of these campaigns. 

Recently the significant increase has been notified but such campaigns are still not perceived 

as everyday routine or very common as for Czech environment. Despite the fact some heroes 

who decided to follow untraditional way were discovered as already introduced above and 

two of them will be once again discussed in order to provide suggestions and 

recommendations.  
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Kofola 

Kofola brand is perceived as innovator on Czech market related to advertising and 

marketing communications in general. During its long tradition many innovative methods to 

promote and spread awareness were used to attract new consumer or build strong brand name 

and reputation which it is seen by author as fulfilled.  

Although the campaign called Kofoláčči is found as the top of guerrilla marketing 

activities made by Kofola so far. The distribution of original dolls to random places was just 

first piece of story which was released via TV advertisement afterwards.  The boom of 

making and collecting was just too catchy and too hard to resist which perfectly fits to 

previously described “Monkey see, monkey do” saying. People started falling for making and 

collecting their own dolls because so many people around did so. The environment was just 

packed with Kofola dolls and influence was massive it was obviously epidemic.  

Eventually, the company undoubtedly found the way how to gain new followers and 

keep the already existing. This campaign was extremely successful once it might be even 

successful once again but the reason of the key success probably lies in the moment of 

surprise and its originality which will be gone if implemented for second time. Koffoláčci 

lovers will make and collect their dolls anyway within many facebook groups which were 

detected already.  

Additionally, more efficient may be another way of another story which brings huge 

buzz and virality again.  

 

Rádio na doživotí 

 This campaign of radio Kiss was perceived by many participants via questionnaire 

survey as inappropriate and unethical due to advertisement with well-known mass murdered 

Jiří Kájinek who was committed to life imprisonment. However, still a lot of respondents 

found it totally al right. To appreciate this campaign one has to possess ability to understand 

special sense of humour and mainly to be open-minded otherwise the topic of ethics will be 

surely raised.   

 Moreover, it is important to underline that there always were unclear and puzzling 

circumstances with this crime and question about his innocence was put several times. This is 

also possible reason why Jiří Kájinek is not perceived as absolute villain.  

Despite the fact the campaign and its message was very original and funny it would 

not be recommended to follow it again. The idea was witty nevertheless the chosen tool as 
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billboards were not appropriate due to the question of ethics. Such a campaign should be 

displayed only for very short time for instance few days which will not be effective in case of 

billboards regarding high price and less value.  

 

5.3. Own Idea Campaign 

 

Based on the results concerning huge crave for creative and innovative type of marketing 

campaigns and findings that flash mobs were evaluated very positively by Czech and Slovak 

respondents therefore such idea was born. The primary suggestion is to create concept for 

new sensation guerrilla marketing campaign in the concrete flash mob which will apply to 

Czech environment specifically to the hometown of author Opava.  

 

5.3.1. Flash mob – Cultural Summer of Opava 

The event will be take a place 1st of August 2014 for promoting so called Cultural 

Summer of Opava. The flash mob will happen in the main square of Opava city which is one 

of the busiest places and also it is considered as typical meeting point which every resident of 

Opava knows very well. Additionally, Cultural Summer events are provided at the same place 

as the flash mob will be performed which will even more highlight the connection with the 

entire festival.   

Is it relevant to give brief description of supported event. The Cultural Summer of 

Opava brings variety of social and cultural events such as films, concerts or shows several 

times a week and the events take place outdoor at the main square in the pretty environment. 

It usually lasts from July to August but flash mob will be prepared for the second part of 

summer.  

The date and the time was carefully chosen based on knowledge of residents habits.  

Friday evening 19:00 it is typical time to be in the centre and waiting ( at the Upper Square) 

for your friends to meet to experience the night life. Usually nobody is on time therefore start 

time has been postponed to 19:10. The action itself will last only 3 minutes to cause desired 

sensation.  

The dancing will be performed for the favourite summer song “Summer” from Calvin 

Harris to underline connection with summer festival. The dance will be managed by small 

dancing group of students attending Mendel Grammar School in Opava who are contacts of 
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author. The core dancers will be accompanied by other people who exhibit interest in joining 

such an event and following communication with other potential participants will be help 

solely by Facebook. The Schedule of flash mob is listed in the table 5.1. 

Once there is launch date the dancers will be present at 19:00 in the planned location 

and they will act normally as waiting for someone. The music will be released from speakers 

placed on the stage which is always provided for whole summer. Also screen is found on 

stage and while crowd is performing the logo, name and warm invitation will be shining on 

the screen as displayed in the image 5.2. The flash mob is on the move, actors are dancing and 

audience will be gathered around. Additionally, not all dancers will start from the beginning 

some of them will wait a while and then they will participate to evoke impression of sudden 

decisions. The choreography will be simple to let passers-by join. After approximately 3-

minute performance the actors will finish and leave the venue. Only cheering and amazed 

audience will be left behind.  While performing some of the organizers will record the video 

in order to upload it later on official websites of event and city and also on YouTube channel 

to promote the event and let it go viral.  

Expectations are to spread awareness and attract more potential visitors for Cultural 

Summer and provide unexpected pleasant experience.  

 

Schedule:  

Launch Date  Friday 1
st
 August 2014 

Start time – End Time  19:10 – 19:13 

Venue Upper Square, Opava 

Communication  Facebook  

Core Participants Students of Mendel Grammar School 

Purpose To Increase Number of Visitors 

Table 5.1. Schedule of flash mob 

Source: Author's concept 
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Image 5.2. Invitation for Cultural Summer of Opava 

Source: Edited by author, logo Source: Opava City. Kulturní léto, available at: 

http://www.opava-city.cz/scripts/detail.php?id=68764 

 

 

http://www.opava-city.cz/scripts/detail.php?id=68764
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6. Conclusion 

 

The essential objective of diploma thesis was to analyse guerrilla marketing effects on 

customer perception and two more were to identify types of guerrilla marketing strategies and 

further describe and evaluate guerrilla marketing campaigns worldwide and also in Czech 

environment.  

The diploma thesis consists of two main parts such as theoretical which covers literature 

review giving necessary knowledge background and helps to identify types of guerrilla 

marketing strategies and the second is considered as practical one where detailed process of 

research including defining objectives where also research questions were raised to assist in 

achieving essential objective. They were queried about preferred guerrilla campaigns, what 

makes them to share information or what emotions were evoked by specific guerrilla 

activities. Further, the types of information or chosen research method with data collection are 

found in the second part.  

The chosen research method was electronic questionnaire completed by 176 

respondents. Consequently data could be analyzed and commented. By the research was 

identified degree of awareness of guerrilla campaigns, triggers for sharing information and 

mainly customer perception about guerrilla marketing activities which was found very 

positive. Respondents liked the given campaign for various reasons and even great desire for 

unconventional innovative marketing campaigns was detected too.  

Additionally, the outcomes of what make consumer share was based on emotions but 

also reasons as spreading awareness of important message was observed too. Types of 

emotions the most common evoked by specific guerrilla activities were discovered. Fun, 

excitement, happiness or serious contemplation was determined as the most frequent however 

there is strong connection between emotions evoked and the particular campaigns. The results 

may vary from the different guerrilla activities and also from person who perceived them.  

Eventually, several suggestions and recommendations were provided by implementation 

of findings and also own idea of guerrilla marketing campaign was created by author.  

To summarize, the essential objective of the diploma thesis was completed and 

moreover positive results were emerged from the research.  
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Appendix 2 

 

4. Have you ever heard of this campaign? 

Heineken Departure Roulette

22%

78%

Yes

No

 
Chart 4.22 Heineken Departure Roulette Awareness 

Source: Author's concept 

 

 

5. How do you like this campaign? 

Heineken Deperture Roulette

57%
34%

7% 2%
I love it!

I quite like it

Neutral

I don't like it really

I don't like it at all

 
Chart 4.23 Heineken Departure Roulette Perception 

Source: Author's concept 

 

7. How do you like the follow-up? 

Heineken Roulette en Route

50%

40%

9% 1%
I love it!

I quite like it

Neutral

I don't like it really

I don't like it at all

 
Chart 4.24 Heineken Departure Roulette Follow-up Perception 

Source: Author's concept 
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8. Would you share such videos via social 

networks?

Heineken Campaigns

45%

38%

17%

 Yes, I would

Maybe

No, I would not

 
Chart 4.25 Heineken Campaigns- Willingness to share 

Source: Author's concept 

 

10. Have you heard of this campaign? 

Stop Traffik!

16%

84%

Yes

No

 
Chart 4.26 Stop the Traffik- Awareness 

Source: Author's concept 

 

12. Would you share such campaign via social 

networks?

Stop Traffik!

33%

40%

27%

 Yes, I would 

Maybe 

No, I would not 

 
Chart 4.27 Stop the Traffik- Willingness to share 

Source: Author's concept 
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15. Have you ever heard about this campaign? 

Coca-Cola Happiness

16%

84%

Yes

No

 
Chart 4.28 Coca-Cola Hello Happiness- Awareness 

Source: Author's concept 

 

16. How do you like this campaign?

Coca-Cola Happiness

43%

30%

17%

9% 1%

I love it!

I quite like it

Neutral

I don't like it

really

I don't like it at all

 
Chart 4.29 Coca-Cola Hello Happiness- Perception 

Source: Author's concept 

 

18. Would you share such a video via socal 

networks?

Hello Happiness

33%

33%

34%  Yes, I would 

Maybe 

No, I would not 

 
Chart 4.30 Coca-Cola Hello Happiness- Willingness to share 

Source: Author's concept 
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19. B - Why did you choose this picture?

4 Guerrilla Campaigns - pictures

17%

27%

20%

36%

It is funny

It is cool

It is exciting

It has important

message

 
Chart 4.31 Four Guerrilla Campaigns- Triggers 

Source: Author's concept 

 


