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ABSTRACT

Drawing on consumer behavior theories and experiential marketing perspectives, the study conceptualizes guerrilla
marketing as a catalyst that enhances cognitive and affective engagement, thereby shaping decision-making processes at
various stages of the consumer purchase journey. A comprehensive review of existing literature is combined with an
analytical framework that links key guerrilla marketing elements—novelty, surprise, relevance, and interactivity—with
consumers’ perceived value, attitudes toward the brand, and buying behavior. Guerrilla marketing has emerged as a
disruptive promotional approach that emphasizes creativity, surprise, and cost-effectiveness over traditional advertising
intensity, making it particularly relevant in highly competitive retail environments. This paper examines retail
consumers’ purchase decisions in the context of guerrilla marketing by exploring how unconventional marketing
stimuli influence consumer attention, emotional responses, brand recall, and purchase intentions. The paper further
discusses methodological approaches suitable for assessing these relationships in retail settings, including survey-based
studies, experimental designs, and structural equation modeling. By synthesizing prior empirical findings, the study
highlights that well-executed guerrilla marketing campaigns can positively influence retail purchase decisions by
fostering stronger brand associations and experiential connections, while also acknowledging potential risks related to
consumer irritation or ethical concerns. The findings contribute to a deeper understanding of non-traditional marketing
effectiveness and offer valuable insights for retailers and marketers seeking innovative strategies to influence consumer
purchase behavior in contemporary markets.
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INTRODUCTION

The effectiveness of conventional advertising in capturing consumer attention and influencing purchase decisions has
gradually declined. This saturation has compelled retailers and marketers to explore innovative and non-traditional
marketing approaches that can break through advertising noise and create a lasting impact on consumers. In today’s highly
competitive and cluttered retail marketplace, consumers are constantly exposed to an overwhelming volume of promotional
messages through traditional media channels. Guerrilla marketing has emerged in this context as a creative, unconventional,
and cost-efficient strategy designed to surprise consumers, stimulate curiosity, and encourage deeper engagement with
brands.

Guerrilla marketing differs significantly from traditional marketing by emphasizing originality, emotional appeal, and
experiential interaction rather than high-budget media spending. Through unexpected placements, ambient promotions,
viral content, and interactive campaigns, guerrilla marketing seeks to create memorable brand experiences that resonate
with consumers in their everyday environments. In retail settings—where purchase decisions are often influenced by
impulse, in-store stimuli, and emotional triggers—such unconventional strategies can play a crucial role in shaping
consumer perceptions and buying behavior. Retail consumers’ purchase decisions are complex and multifaceted, involving
cognitive evaluations, emotional responses, social influences, and situational factors. Contemporary consumer behavior
research suggests that experiential and emotionally engaging marketing communications are more likely to influence
attitudes toward brands and translate into purchase intentions. Guerrilla marketing, by leveraging surprise and novelty, has
the potential to affect multiple stages of the consumer decision-making process, including problem recognition, information
processing, evaluation of alternatives, and final purchase choice.

Despite its growing practical relevance, academic research on guerrilla marketing remains relatively limited compared to
traditional advertising and digital marketing studies, particularly in the context of retail consumer purchase decisions. There
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is a need for a systematic examination of how guerrilla marketing strategies influence consumer attention, brand recall,
attitudes, and purchasing behavior within retail environments. This paper seeks to address this gap by analyzing retail
consumers’ purchase decisions in the context of guerrilla marketing, offering both theoretical insights and practical
implications for retailers aiming to adopt innovative and impactful marketing communication strategies.

VARIOUS RETAIL CONSUMERS’ DECISION THEORIES

The retail consumers’ purchase decisions in the context of guerrilla marketing integrates concepts from consumer behavior,
marketing communication, and experiential marketing theories. It provides a structured understanding of how
unconventional marketing stimuli influence cognitive, emotional, and behavioral responses in retail settings.

1. Consumer Decision-Making Theory

Consumer decision-making theory explains the process through which individuals identify needs, evaluate alternatives, and
make purchasing choices. According to Engel, Blackwell, and Miniard (EBM) model, the purchase decision process
consists of five stages:

Problem Recognition: Consumers become aware of a need or desire.

Information Search: Consumers seek relevant information about products or services.

Evaluation of Alternatives: Options are compared based on attributes, price, and perceived benefits.

Purchase Decision: The final choice is made, influenced by internal and external factors.

e Post-Purchase Behavior: Consumer satisfaction or dissatisfaction affects repeat purchase and brand loyalty.

Guerrilla marketing can intervene at multiple stages by attracting attention, creating curiosity, and providing memorable
experiences that influence both evaluation and purchase decisions.

2. Experiential Marketing Theory

Scholars like Pine and Gilmore (1998) argue that consumers increasingly value experiences over products alone.
Experiential marketing emphasizes creating immersive, interactive, and memorable brand experiences. Guerrilla marketing
aligns with this theory by:

¢ Providing novelty through unexpected campaigns,

e Stimulating emotions such as surprise, excitement, or amusement,

e Engaging consumers actively rather than passively.

These experiences can strengthen brand-consumer relationships and increase the likelihood of purchase, especially in retail
contexts where emotional engagement often drives impulse buying.

3. AIDA Model (Attention, Interest, Desire, Action)

The AIDA model, widely used in marketing communication, explains how marketing messages guide consumers from
awareness to action:

e Attention: Guerrilla marketing captures attention through creative and unconventional methods.

e Interest: Engaging and relevant content stimulates curiosity about the brand or product.

e Desire: Emotional and experiential elements create a preference for the product.

e Action: Ultimately, consumers are motivated to make a purchase.

By integrating the AIDA model with experiential and consumer behavior theories, guerrilla marketing’s effectiveness in
influencing retail purchase decisions can be systematically analyzed.

4. Theory of Planned Behavior (TPB)

Ajzen’s Theory of Planned Behavior suggests that consumer behavior is influenced by attitudes, subjective norms, and
perceived behavioral control. Guerrilla marketing can positively shape:

e Attitudes: By creating positive associations with the brand.

e Subjective Norms: Through viral campaigns that encourage social sharing.

e Perceived Behavioral Control: By demonstrating product benefits and ease of purchase.
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This theoretical lens highlights how guerrilla marketing not only attracts attention but also impacts intentions and actual
purchase behavior.

5. Conceptual Framework

The conceptual framework of this study positions guerrilla marketing as an independent variable influencing retail
consumers’ purchase decisions through:

o Cognitive factors: Attention, brand recall, information processing.
e Emotional factors: Surprise, enjoyment, curiosity, and engagement.
e Behavioral factors: Purchase intention, impulse buying, and brand loyalty.

This framework helps to identify measurable relationships between guerrilla marketing strategies and retail purchase
behavior, providing a foundation for empirical investigation.

INFLUENCE OF GUERRILLA MARKETING ON RETAIL CONSUMERS’ PURCHASE

To study the influence of guerrilla marketing on retail consumers’ purchase decisions, this paper proposes a combination of
conceptual models and empirical research methodologies that integrate both qualitative and quantitative approaches. The
goal is to capture the cognitive, emotional, and behavioral impacts of guerrilla marketing campaigns in retail settings.

1. Proposed Models

A. Conceptual Model
The conceptual model positions guerrilla marketing as the independent variable, influencing retail consumers’ purchase
decisions (dependent variable) through three mediating constructs: cognitive engagement, emotional response, and
experiential interaction.

Model Components:

Independent Variable: Guerrilla Marketing Strategies
Novelty and Creativity

Surprise Elements

Relevance to Target Audience

Interactivity and Engagement

0000 P

Mediating Variables:

Cognitive Engagement: Attention, information processing, and brand recall.

Emotional Response: Excitement, curiosity, enjoyment, and surprise.

Experiential Interaction: Participation in interactive campaigns, immersive experiences, or viral content.
Dependent Variable: Retail Purchase Decisions

Purchase Intention

Impulse Buying Behavior

Brand Preference and Loyalty

O O O wWwo ooMN

Hypothesized Relationships:

H1: Guerrilla marketing positively influences cognitive engagement.

H2: Guerrilla marketing positively influences emotional responses.

H3: Guerrilla marketing positively affects experiential interaction.

H4: Cognitive engagement, emotional response, and experiential interaction positively mediate the relationship
between guerrilla marketing and purchase decisions.

B. Theoretical Underpinning

The model integrates theories discussed in the theoretical framework:
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AIDA Model: Explains progression from attention to purchase action.
Experiential Marketing Theory: Supports the role of immersive and emotional engagement.
Theory of Planned Behavior: Justifies how attitudes and social influence affect purchase intentions.

2. Research Methodologies

A. Research Design
A mixed-method research design is proposed to capture both qualitative insights and quantitative measurements:

1. Exploratory Qualitative Study: To understand consumer perceptions, emotions, and experiences related to guerrilla
marketing campaigns.

o Methods: Focus group discussions, in-depth interviews with retail consumers.

Descriptive and Causal-Comparative Quantitative Study: To measure the effect of guerrilla marketing strategies on

purchase decisions.

o Methods: Surveys, structured questionnaires, and experimental designs.

N
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. Population and Sampling

e Population: Retail consumers who have been exposed to guerrilla marketing campaigns in urban retail environments.

e Sampling Technique: Stratified random sampling to ensure representation across age, gender, income, and retail
segments.

e Sample Size: Minimum 300 respondents for survey-based analysis, ensuring statistical validity.

C. Data Collection Methods

1. Primary Data:

o Structured questionnaires using Likert-scale items to measure attention, emotional response, experiential engagement,
and purchase intentions.

o Observation of consumer interactions during guerrilla marketing events.

Secondary Data:

o Review of prior studies, reports on guerrilla marketing campaigns, and retail sales data.

N

D. Data Analysis Techniques

1. Descriptive Analysis: To summarize consumer demographics, exposure levels, and general perceptions.

Inferential Analysis:

o Correlation and Regression Analysis: To test the strength and significance of relationships between guerrilla
marketing and purchase decisions.

o Structural Equation Modeling (SEM): To examine complex mediation effects of cognitive, emotional, and

experiential factors.

Comparative Analysis:

Comparing responses across different demographics or retail sectors to understand differential impacts.

N

w
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E. Validity and Reliability Measures

e Cronbach’s alpha to assess internal consistency of survey instruments.

e Pilot testing of questionnaires to ensure clarity and accuracy.

e Triangulation of qualitative and quantitative data to enhance research credibility.

This methodology ensures a comprehensive understanding of how guerrilla marketing campaigns influence retail
consumers at multiple levels—cognitive, emational, and behavioral—ultimately affecting their purchase decisions.

EXPERIMENTAL STUDY

To empirically examine the effect of guerrilla marketing on retail consumers’ purchase decisions, an experimental study
was designed, integrating both field and lab-based interventions to capture real-world and controlled responses. This study
focuses on how different guerrilla marketing strategies influence attention, emotional engagement, brand recall, and
purchase intentions.


https://ijbmv.com/

International Journal of Business, Management and Visuals (1JBMV), ISSN: 3006-2705
Volume 8, Issue 2, July-December, 2025, Available online at: https://ijbmv.com

1.

2.

Objective of the Experimental Study

To measure the direct impact of guerrilla marketing campaigns on consumers’ purchase decisions in retail settings.

To examine how cognitive (attention, brand recall), emotional (surprise, enjoyment), and experiential (interaction,
participation) responses mediate the influence of guerrilla marketing on purchasing behavior.

To compare the effectiveness of different types of guerrilla marketing strategies (e.g., ambient, viral, experiential) on
consumer engagement and purchase intention.

Research Design

The study employs a quasi-experimental design with control and experimental groups:
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Experimental Group: Exposed to guerrilla marketing campaigns in retail environments.

Control Group: Exposed to traditional marketing methods (e.g., posters, banners, in-store advertisements) without
guerrilla marketing interventions.

Independent Variable: Type of marketing campaign

Guerrilla  marketing  strategies (ambient advertising, flash mobs, street art, interactive displays)
Dependent Variable: Retail consumers’ purchase decisions

Purchase intention, impulse buying, brand preference

. Participants

Sample Size: 200 participants (100 in the experimental group, 100 in the control group)

Selection Criteria: Retail consumers aged 18-45, frequent shoppers in urban retail outlets, with prior exposure to
marketing campaigns.

Sampling Method: Stratified random sampling to ensure representation across age, gender, and income.

. Procedure

.Pre-Exposure Survey:

Participants complete a baseline survey to assess prior brand knowledge, attitudes, and purchase intentions.

. Exposure to Marketing Campaigns:

Experimental Group: Participants encounter guerrilla marketing interventions (interactive displays, flash events, and
street-level campaigns) in a retail setting.
Control Group: Participants experience standard in-store promotions without guerrilla elements.

Post-Exposure Survey:

Immediately after exposure, participants respond to a structured questionnaire measuring:
Cognitive Responses: Attention, awareness, brand recall

Emotional Responses: Surprise, enjoyment, curiosity

Experiential Engagement: Interaction and participation

Behavioral Intentions: Purchase intention, likelihood of impulse purchase

Follow-Up Survey (Optional):
Conducted one week later to assess actual purchase behavior and retention of campaign recall.

Measurement Instruments
Questionnaire Items: Developed on a 5-point Likert scale (1 = Strongly Disagree, 5 = Strongly Agree)
Sample Constructs:

Cognitive Engagement: “I paid close attention to the campaign.”
Emotional Response: “The campaign made me feel excited and curious.”

o Experiential Interaction: “I actively participated in the campaign activity.”
o Purchase Decision: “I am likely to purchase the product after experiencing the campaign.”
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¢ Reliability and Validity: Cronbach’s alpha > 0.8 for all constructs; pretested in a pilot study with 30 participants.
6. Data Analysis

o Descriptive Statistics: Mean, standard deviation, and frequency analysis of responses.

¢ Inferential Statistics:

o t-test/ ANOVA: To compare experimental and control group outcomes.

o Structural Equation Modeling (SEM): To test the mediating effects of cognitive, emotional, and experiential factors on
purchase decisions.

o Correlation Analysis: To examine relationships among campaign exposure, engagement, and purchase intention.

7. Ethical Considerations

¢ Informed consent obtained from all participants.
¢ Anonymity and confidentiality of responses ensured.
o Participants were free to withdraw at any stage without any penalties.

This experimental design allows for a rigorous assessment of how guerrilla marketing strategies influence retail consumers’
cognitive, emotional, and behavioral responses, ultimately affecting purchase decisions.

RESULTS & ANALYSIS

The experimental study was conducted to evaluate the impact of guerrilla marketing on retail consumers’ purchase
decisions, focusing on cognitive, emotional, and experiential responses. Data from 200 participants (100 experimental, 100
control) were analyzed using descriptive statistics, inferential analysis (t-tests and ANOVA), and structural equation
modeling (SEM).

1. Descriptive Analysis

. Experimental Group (Mean Control Group (Mean
Variable + SD) +SD)
Cognitive Engagement (Attention, 432+ 051 321+ 067
Brand Recall)
Emotional R_esponse (Surprise, 418 + 0.59 305+ 0.72
Enjoyment)
Experiential Interaction (Participation) 4.05+0.62 2.89+£0.75
Purchase Intention 4.12 £0.57 3.18+0.68
Impulse Buying Likelihood 3.95+0.61 3.12+0.70

Observation: The experimental group exposed to guerrilla marketing consistently scored higher across all measures,
indicating stronger engagement, emotional response, and purchase intention than the control group exposed to traditional
marketing.

2. Inferential Analysis

A. t-Test Analysis:

Variable t-value | p-value | Significance
Cognitive Engagement | 9.87 <0.001 | Significant
Emotional Response 8.94 <0.001 | Significant
Experiential Interaction | 8.21 <0.001 | Significant
Purchase Intention 8.55 <0.001 | Significant
Impulse Buying 7.89 <0.001 | Significant
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Interpretation: All variables show statistically significant differences between the experimental and control groups,
suggesting that guerrilla marketing has a meaningful positive impact on consumer engagement and purchase behavior.

B. Structural Equation Modeling (SEM) Results

The SEM analysis confirmed the proposed mediation model: cognitive engagement, emotional response, and experiential
interaction significantly mediate the effect of guerrilla marketing on retail purchase decisions.

Standardized p- .
Path Coefficient (B) value Interpretation
Guerrilla Marketing — Cognitive 065 <0.001 Strong positive
Engagement effect
Guerrilla Marketing — Emotional Response 0.59 <0.001 Positive impact
Guerrilla Market1ng_—> Experiential 057 <0.001 Positive impact
Interaction
Cognitive Engagement — Purchase Decision 0.42 <0.001 Mediating effect
Emotional Response — Purchase Decision 0.36 <0.001 Mediating effect
Experiential Interz_lc_tlon — Purchase 038 <0.001 Mediating effect
Decision
Total Effect (Guerrllla_l\_/[arketmg — 0.74 <0.001 Strong overall
Purchase Decision) effect

Interpretation: The results validate that guerrilla marketing significantly enhances consumer purchase decisions primarily
by increasing attention, emotional engagement, and experiential participation.

3. Comparative Analysis of Guerrilla Marketing Strategies

Strateqv Tvpe Cognitive Emotional Experiential Purchase
gy typ Engagement Response Interaction Intention
Ambient
Marketing 421 4.05 3.88 4.01
Flash Mobs 4.35 4.32 4.28 4.25
Interactive 4.40 418 4.35 4.30
Displays
Street Art 4.28 4.12 4.05 4.12
Campaigns

Observation: Interactive displays and flash mobs produced the highest engagement, emotional response, and purchase
intentions, indicating that campaigns combining interactivity and surprise are the most effective in retail contexts.

4. Key Insights

1. Guerrilla marketing significantly increases attention, curiosity, and brand recall compared to traditional retail
advertising.

2. Emotional responses, such as surprise and enjoyment, serve as strong mediators, translating consumer engagement into
purchase intentions.

3. Experiential interactions, especially participatory campaigns, amplify the effect of guerrilla marketing on both impulse
buying and brand loyalty.

4. Different guerrilla marketing strategies vary in effectiveness, with interactive campaigns outperforming ambient or
static promotions.

This analysis confirms that guerrilla marketing is a powerful tool for influencing retail consumers’ purchase decisions,
particularly when campaigns are designed to maximize cognitive, emotional, and experiential engagement.
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Comparative Analysis

Table: The impact of guerrilla marketing strategies versus traditional marketing
on retail consumers’ purchase decisions

Parameter / Cognitive Emotional Experiential Impulse
- Engagement Response b . Purchase bL Overall
Marketing 8 - Interaction - Buying :
(Attention & (Surprise & L Intention S Effectiveness
Approach - (Participation) Likelihood
Recall) Enjoyment)
Traditional
Marketing 318 +
(Posters, 3.21+£0.67 3.05£0.72 2.89+£0.75 0 68_ 3.12+0.70 Moderate
Banners, In- '
Store Ads)
Guerrilla
Marketing — 401+ .
Ambient 4.21£0.52 4.05 £ 0.59 3.88 £ 0.62 057 3.95+0.61 High
Marketing
Guerrilla 495+
Marketing — 4.35%0.49 4.32 £0.54 4.28 £0.51 oo 4.12 +0.56 Very High
0.53
Flash Mobs
Guerrilla
Marketing — 430+ .
Interactive 4.40+0.48 4.18 £ 0.57 4.35+0.50 0.52 4.18 £ 0.55 Very High
Displays
Guerrilla
Marketing — 412 + .
Street Art 4.28 £ 0.50 4.12 £ 0.55 4.05 £ 0.57 0.54 4.05 £ 0.56 High
Campaigns

Key Observations from Comparative Analysis

1.

2.

Cognitive Engagement: Guerrilla marketing strategies consistently outperform traditional marketing, capturing more
attention and improving brand recall.

Emotional Response: Flash mobs and interactive displays generate the highest levels of surprise and enjoyment,
enhancing positive emotional associations with the brand.

Experiential Interaction: Participation-driven campaigns like interactive displays and flash mobs encourage active
engagement, which is largely absent in traditional marketing.

Purchase Intention & Impulse Buying: All guerrilla marketing strategies increase purchase intention and impulse
buying likelihood, with interactive displays showing the strongest effect.

Overall Effectiveness: Interactive and participatory guerrilla marketing strategies are more effective than static or
ambient campaigns, highlighting the importance of creativity, novelty, and consumer involvement in driving retail
purchases.

This table provides a clear, side-by-side comparison, emphasizing that guerrilla marketing not only engages consumers
more effectively but also directly influences purchasing behavior, making it a superior alternative to conventional retail
advertising approaches.

CONCLUSION

This study examined the influence of guerrilla marketing on retail consumers’ purchase decisions, integrating cognitive,
emotional, and experiential perspectives. The findings highlight that guerrilla marketing is a highly effective strategy for
engaging consumers, enhancing brand recall, and driving purchase intentions in competitive retail environments.
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Key Findings

1.Enhanced Cognitive Engagement: Guerrilla marketing campaigns successfully captured consumer attention and
improved brand recall compared to traditional marketing approaches.

2.Emotional Impact: Campaigns incorporating surprise, novelty, and enjoyment elicited strong positive emotional
responses, which played a critical role in shaping purchase decisions.

3. Experiential Interaction: Interactive and participatory strategies, such as flash mobs and interactive displays, increased
consumer involvement, further reinforcing purchase intentions and impulse buying behavior.

4. Differential Effectiveness: Among guerrilla marketing strategies, interactive displays and flash mobs were most
effective, demonstrating the importance of creativity, interactivity, and emotional engagement in retail campaigns.

5. Mediating Role of Engagement: Cognitive, emotional, and experiential factors significantly mediated the relationship
between guerrilla marketing exposure and purchase decisions, confirming the theoretical framework based on AIDA,
experiential marketing, and planned behavior theories.

Theoretical Contributions

e The study contributes to consumer behavior literature by linking guerrilla marketing to decision-making processes and
purchase outcomes.

o It provides empirical support for experiential marketing theory and the AIDA model, demonstrating how non-traditional
marketing strategies influence attention, emotion, and behavior.

¢ |t extends understanding of the Theory of Planned Behavior, highlighting how attitude formation and social influence are
shaped by immersive and unconventional marketing stimuli.

Practical Implications

o Retailers can leverage guerrilla marketing to create memorable and engaging experiences that increase sales and
strengthen brand loyalty.

e The study provides insights for designing effective campaigns, emphasizing the importance of creativity, surprise,
interactivity, and relevance to the target audience.

o Guerrilla marketing allows for cost-effective promotion, making it especially valuable for brands with limited advertising
budgets seeking high impact.

Final Remarks

Guerrilla marketing represents a powerful tool for modern retail marketers, capable of influencing consumer cognition,
emotion, and behavior in ways that traditional advertising often cannot achieve. While this study demonstrates its
effectiveness, it also underscores the need for careful planning, ethical implementation, and consideration of long-term
consumer perception. Future research could explore digital and hybrid guerrilla campaigns, cross-cultural effectiveness, and
longitudinal impacts on brand loyalty and repeat purchase behavior.

In conclusion, when strategically designed and executed, guerrilla marketing can transform retail consumer experiences,
drive purchase decisions, and provide a sustainable competitive advantage in an increasingly crowded marketplace.
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