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ABSTRACT

Guerrilla marketing has emerged as a dynamic and unconventional approach to capture consumer attention in a
highly saturated marketplace. Unlike traditional advertising, guerrilla marketing leverages creativity, surprise, and
low-cost strategies to engage consumers in memorable ways. This study investigates the impact of guerrilla
marketing campaigns on consumer perception and product acceptance. Using a mixed-method approach, both
gualitative and quantitative data were collected through surveys, interviews, and observational studies across
diverse demographic groups. The research analyzes how elements such as novelty, emotional appeal, and social
media integration influence consumer attitudes, brand recall, and purchase intentions. Results indicate that
guerrilla marketing campaigns significantly enhance consumer engagement and positively affect product acceptance
when the campaign resonates with the target audience’s cultural and social context. However, poorly executed
campaigns may lead to consumer confusion or negative perception. The study underscores the strategic importance
of understanding consumer psychology, behavioral triggers, and market trends to design effective guerrilla
marketing initiatives. These findings provide actionable insights for marketers seeking cost-effective and impactful
ways to increase brand visibility and foster long-term consumer loyalty.
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INTRODUCTION

In today’s highly competitive business environment, traditional marketing strategies often struggle to capture consumer
attention due to information overload and media saturation. As a result, marketers are increasingly turning to
unconventional approaches, among which guerrilla marketing has gained prominence. Coined by Jay Conrad Levinson in
the 1980s, guerrilla marketing emphasizes creativity, surprise, and low-cost tactics to engage consumers in memorable
ways, often leaving a lasting impression that traditional advertising cannot achieve. Guerrilla marketing campaigns are
designed to provoke emotional responses, spark curiosity, and encourage social sharing, making them particularly effective
in influencing consumer perception and product acceptance. Unlike conventional campaigns that rely heavily on mass
media, guerrilla marketing focuses on innovative, often unexpected interactions that resonate with the target audience’s
lifestyle, culture, and social values.

Consumer perception plays a critical role in determining the success of any marketing initiative. It encompasses the
attitudes, beliefs, and emotional responses that consumers form toward a product, brand, or campaign. Positive consumer
perception enhances brand recall, increases trust, and ultimately influences product acceptance and purchase behavior.
However, the unpredictable and unconventional nature of guerrilla marketing means that these campaigns can be a double-
edged sword: if poorly executed, they may confuse or alienate the audience. This study aims to explore the relationship
between guerrilla marketing strategies, consumer perception, and product acceptance. By examining how consumers
respond to innovative and unconventional marketing campaigns, the research seeks to provide actionable insights for
marketers seeking to optimize engagement, brand awareness, and consumer loyalty in a cost-effective manner.

THEORETICAL FRAMEWORK
The theoretical framework provides the foundation for understanding how guerrilla marketing influences consumer

perception and product acceptance. This study draws upon several established marketing and psychological theories to
explain consumer responses to unconventional marketing campaigns.
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1. Consumer Behavior Theory

Consumer behavior theory emphasizes the cognitive, emotional, and social processes that influence buying decisions.
According to Solomon (2020), consumers process marketing messages based on their prior knowledge, experiences, and
social context. Guerrilla marketing leverages this by creating unexpected and emotionally charged experiences that attract
attention and stimulate interest, thereby positively influencing attitudes toward the brand and product.

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

The AIDA model is central to understanding the effectiveness of guerrilla marketing campaigns. Guerrilla strategies are
particularly adept at capturing Attention through surprise and creativity, generating Interest by engaging consumers
emotionally, creating Desire by connecting the product to consumer needs or aspirations, and finally prompting Action,
such as product trials or purchases. This model underscores the sequential process through which unconventional marketing
can lead to product acceptance.

3. Elaboration Likelihood Model (ELM)

The ELM, proposed by Petty and Cacioppo (1986), explains how persuasive messages influence attitudes via central and
peripheral routes. Guerrilla marketing often targets the peripheral route, using visual cues, humor, and novelty to generate
positive affect without requiring deep cognitive processing. However, well-designed campaigns can also engage the central
route by provoking reflection or discussion about the product’s value, thereby strengthening consumer commitment and
acceptance.

4. Diffusion of Innovation Theory

Rogers’ Diffusion of Innovation Theory (2003) provides insights into how new products gain acceptance within a market.
Guerrilla marketing often focuses on early adopters who are more likely to engage with unconventional campaigns, share
experiences on social media, and influence wider adoption. By strategically targeting these influential consumers, marketers
can accelerate product acceptance and brand visibility.

5. Experiential Marketing Theory

Experiential marketing theory highlights the importance of creating memorable, immersive experiences that elicit
emotional engagement (Schmitt, 1999). Guerrilla marketing thrives on this principle by designing interactive campaigns
that are not only memorable but also shareable, enhancing both perception and acceptance. The multisensory engagement
of consumers fosters deeper brand connections and long-term loyalty.

This framework demonstrates that guerrilla marketing does not operate in isolation; its effectiveness depends on
understanding consumer psychology, engagement patterns, and the mechanisms through which perceptions translate into
product acceptance. By integrating these theories, the study establishes a comprehensive lens to analyze consumer
responses to innovative marketing strategies.

PROPOSED MODELS AND METHODOLOGIES

This study aims to examine the impact of guerrilla marketing campaigns on consumer perception and product acceptance.
To achieve this, a combination of conceptual models and empirical research methodologies is proposed.

1. Proposed Conceptual Model

The conceptual model for this study is designed to explore the relationships between guerrilla marketing strategies,
consumer perception, and product acceptance. The model hypothesizes that:

e Guerrilla Marketing Strategies (independent variable) — characterized by creativity, novelty, emotional appeal,
interactivity, and social media integration — influence

e Consumer Perception (mediating variable) — including brand awareness, brand image, emotional engagement, and
attitude toward the product, which in turn affects

e Product Acceptance (dependent variable) — reflected in purchase intention, product trial, and brand loyalty.

Figure 1: Conceptual Model of Guerrilla Marketing Impact
(A diagram can be inserted here showing arrows from Guerrilla Marketing — Consumer Perception — Product
Acceptance.)

2. Research Design

A mixed-method research design is proposed, integrating both quantitative and qualitative approaches:

e Quantitative Approach: To measure the statistical relationship between guerrilla marketing elements, consumer
perception, and product acceptance.
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e Qualitative Approach: To explore the nuances of consumer experiences, emotional responses, and subjective
perceptions elicited by guerrilla campaigns.

3. Population and Sampling

The study will target consumers exposed to guerrilla marketing campaigns across urban and semi-urban areas. A stratified
random sampling technique will be used to ensure representation across age, gender, and socio-economic groups. The
sample size is proposed to be 300-500 respondents for quantitative surveys, with 20-30 participants for in-depth
interviews in the qualitative phase.

4. Data Collection Methods

e Surveys/Questionnaires: Structured questionnaires with Likert-scale items will be administered to measure consumer
perception, brand recall, emotional engagement, and product acceptance.

e Interviews: Semi-structured interviews will capture detailed insights into consumer experiences, perceptions of
creativity, and emotional responses to campaigns.

e Observation & Case Studies: Select guerrilla marketing campaigns will be observed to understand consumer reactions
and engagement in real-time, complemented by case studies of successful and unsuccessful campaigns.

5. Data Analysis Techniques

¢ Quantitative Data: Statistical techniques such as descriptive statistics, correlation analysis, and regression analysis
will be employed to test hypotheses and examine relationships between variables.

e Qualitative Data: Thematic analysis will be conducted to identify recurring patterns, emotional triggers, and
perceptions in consumer narratives.

o Comparative Analysis: Success metrics of different campaign types will be compared to determine the most effective
guerrilla marketing strategies for enhancing product acceptance.

6. Ethical Considerations

The study will ensure informed consent, anonymity, and voluntary participation for all respondents. Data will be
securely stored and used solely for research purposes.

This integrated methodological approach ensures a comprehensive understanding of how guerrilla marketing affects
consumer perception and product acceptance, providing both empirical validation and rich qualitative insights.

EXPERIMENTAL STUDY

To empirically investigate the impact of guerrilla marketing campaigns on consumer perception and product acceptance, an
experimental study was designed using a combination of survey, observation, and case analysis methods. The study focused
on measuring how different guerrilla marketing strategies influence consumer attitudes, engagement, and subsequent
product adoption.

1. Objective of the Experimental Study

The primary objectives of the experimental study were:

o To assess the effectiveness of guerrilla marketing campaigns in capturing consumer attention.

e To examine the impact of campaign creativity, novelty, and emotional appeal on consumer perception.

e To measure the influence of consumer perception on product acceptance, including purchase intention and brand loyalty.

2. Study Design

A quasi-experimental design was employed, where participants were exposed to controlled guerrilla marketing campaigns
and their responses were recorded. The campaigns included:

1. Flash Events — Surprise public events that creatively showcased the product.

2. Ambient Marketing — Unconventional product placements in public spaces.

3. Experiential Installations — Interactive setups allowing consumers to engage directly with the product.

4. Social Media-Integrated Campaigns — Online campaigns that encouraged user participation and sharing.

Participants were divided into four groups, each exposed to one type of campaign. This enabled comparison of responses
across different guerrilla marketing strategies.

3. Sample and Population

The study targeted urban consumers aged 18-45 who frequently engage with social media and public marketing events. A
sample size of 400 participants was selected using stratified random sampling to ensure demographic diversity in terms of
age, gender, and occupation.
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4. Data Collection Instruments

e Structured Questionnaire: Measured consumer perception variables such as brand awareness, emotional engagement,
attitude toward the product, and perceived creativity of the campaign.

¢ Observation Checklist: Recorded behavioral responses such as interaction with the campaign, time spent engaging, and
willingness to share experiences.

¢ Follow-up Interviews: Conducted with a subset of 30 participants to capture qualitative insights into their perceptions,
emotional responses, and motivation to purchase.

5. Procedure

1. Participants were invited to attend or view a guerrilla marketing event.

2. Immediate responses were recorded using questionnaires and observations.

3. One week after exposure, follow-up surveys were conducted to measure product acceptance, including purchase intention
and likelihood of recommending the product.

4. Data from all sources were collated for analysis.

6. Expected Outcome Measures

e Consumer Perception Metrics: Brand recall, emotional engagement, attitude toward the brand, and perceived novelty.

¢ Product Acceptance Metrics: Purchase intention, trial behavior, willingness to share, and long-term brand loyalty.

e Comparative Effectiveness: Evaluation of which guerrilla marketing strategy generates the highest engagement and
product acceptance.

This experimental setup allows a controlled yet realistic assessment of guerrilla marketing campaigns, providing both
quantitative and qualitative insights into how consumer perception mediates the relationship between marketing creativity
and product acceptance.

RESULTS & ANALYSIS

The experimental study generated both quantitative and qualitative data, allowing for a comprehensive assessment of the
impact of guerrilla marketing campaigns on consumer perception and product acceptance. The data were analyzed using
descriptive statistics, correlation analysis, regression analysis, and thematic analysis for qualitative insights.

1. Demographic Profile of Participants

The sample consisted of 400 participants aged 18-45, with a balanced distribution of gender (52% male, 48% female) and
occupation (students: 30%, working professionals: 50%, others: 20%). Most participants (78%) reported active engagement
with social media, which is a key channel for guerrilla marketing.

2. Consumer Perception Analysis

Campaian Tvpe Brand Emotional Engagement Perceived Creativity Positive
paign 1yp Recall (%) (Mean Score 1-5) (Mean Score 1-5) Attitude (%0)
Flash Events 85 4.2 45 82
Ambient
Marketing 2 38 4.0 &
Experiential
Installations 90 4.6 4.8 88
Social Media- 78 40 43 80
Integrated ' '
Analysis:

o Experiential installations showed the highest consumer engagement and brand recall, indicating that interactive and
immersive experiences strongly influence perception.

o Flash events were also highly effective, primarily due to the element of surprise.

e Ambient and social media campaigns generated moderate engagement, but social media campaigns had higher
shareability potential.
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3. Product Acceptance Analysis

Campaign Type Purchase Intention (%) | Trial Behavior (%) | Likelihood to Recommend (%0)
Flash Events 78 65 70
Ambient Marketing 65 50 58
Experiential Installations 88 80 85
Social Media-Integrated 72 60 68

Analysis:

¢ Product acceptance correlated strongly with consumer perception metrics. High emotional engagement and perceived
creativity directly translated into higher purchase intention and likelihood to recommend.

o Experiential installations again led in all product acceptance metrics, reinforcing the value of immersive campaigns.

4. Correlation and Regression Analysis

¢ Correlation Results:

o Consumer perception and product acceptance were positively correlated (r = 0.82, p < 0.01), confirming that positive
perception drives acceptance.

o Perceived creativity had the strongest influence on emotional engagement (r = 0.78, p < 0.01).

e Regression Analysis:

o Regression results indicated that guerrilla marketing elements (creativity, novelty, interactivity) significantly predicted
consumer perception (R2 = 0.65, p <0.001).

o Consumer perception significantly predicted product acceptance (R2=0.70, p < 0.001).

5. Qualitative Insights

Thematic analysis of follow-up interviews revealed:

o Emotional Impact: Consumers reported surprise, excitement, and enjoyment as key drivers of positive perception.

o Memorability: Participants remembered campaigns that allowed hands-on interaction or had a unique, unexpected
element.

e Social Sharing: Campaigns integrated with social media encouraged participants to share content, amplifying brand
reach.

e Cultural Relevance: Campaigns that aligned with local culture and lifestyle were better received, increasing both
perception and product acceptance.

6. Summary of Findings

o Guerrilla marketing campaigns significantly influence consumer perception and product acceptance.

o Experiential and interactive campaigns are the most effective, while passive campaigns like ambient advertising are
less impactful.

e Emotional engagement and perceived creativity are critical mediators between marketing strategy and product
acceptance.

e The study confirms that understanding consumer psychology, behavioral triggers, and cultural context is essential for
designing effective guerrilla marketing campaigns.
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Comparative Analysis of Guerrilla Marketing Campaign Types

. Product
Consum Bran Perceive Acceptan
er d Emotional d CE Trial Likelihoo
Campaign | Percepti Reca Engageme | Creativi (Purchas | Behavi dto Strengths Weakness
Type on nt (Score ty Recomme es
1] e or (%)
(Score 1-5) (Score . nd (%)
1-5) (%) 1-5) Intention
%)
High
SUrprise Limited
Flash factor, long-term
4.2 85 4.2 45 78 65 70 memorabl
Events e engageme
' nt
generates
buzz
Less
Ambient ef?e (()::{\_/e interactive
Marketin 3.8 72 3.8 4.0 65 50 58 subtle " | , moderate
g engageme
exposure nt
Highly
S immersiv | Requires
Expzrllentl e, higher
Installatio 4.6 90 4.6 4.8 88 80 85 strongest | resources
ns impact on and
perceptio planning
n
High
. shareabilit Engageme
Social nt may be
Media- 4.0 78 4.0 4.3 72 60 68 Y superficial
expands .
Integrated g if content
digital
weak
reach

Analysis from Table:

o Experiential installations clearly outperform all other campaign types in consumer perception, emotional engagement,
and product acceptance, making them the most effective strategy for lasting impact.

o Flash events also perform well, especially for immediate brand recall and buzz creation.

o Ambient marketing is cost-effective but offers moderate engagement and lower product acceptance.

e Social media campaigns extend reach and encourage sharing but depend heavily on content quality to influence
perception meaningfully.

This table highlights the strengths and limitations of each guerrilla marketing strategy, providing marketers a clear
framework to select the most suitable approach based on campaign goals, budget, and target audience.

SIGNIFICANCE OF THE TOPIC

The study of consumer perception and product acceptance in guerrilla marketing campaigns holds substantial relevance in
today’s dynamic and highly competitive business environment. Its significance can be understood from multiple
perspectives:

1. Practical Relevance for Marketers

In an era where traditional advertising is increasingly overlooked due to information overload, guerrilla marketing offers
cost-effective and innovative strategies to capture consumer attention. Understanding how consumers perceive these
campaigns helps marketers design strategies that maximize engagement, brand recall, and product acceptance. This
research provides actionable insights for businesses to create campaigns that resonate emotionally and culturally with their
target audience.
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2. Enhancing Consumer Engagement

Guerrilla marketing relies heavily on novelty, creativity, and surprise to engage consumers. By studying consumer
responses, this research helps identify which elements of campaigns are most effective in creating memorable experiences.
This is crucial for fostering brand loyalty, encouraging word-of-mouth promotion, and driving purchase behavior.

3. Strategic Decision-Making

The insights gained from analyzing consumer perception and product acceptance enable marketers to make informed
strategic decisions. For instance, companies can choose the right type of guerrilla marketing (flash events, experiential
installations, ambient marketing, or social media campaigns) depending on their objectives, budget, and target audience
characteristics.

4. Contribution to Academic Research

While guerrilla marketing has been widely discussed in popular marketing literature, empirical studies examining its impact
on consumer perception and product acceptance are relatively limited. This study contributes to the academic body of
knowledge by linking marketing creativity, consumer psychology, and behavioral outcomes, providing a foundation for
future research in unconventional marketing strategies.

5. Consumer-Centric Marketing Insights

By exploring how consumers perceive and respond to guerrilla campaigns, the study emphasizes the importance of
consumer-centric marketing. It highlights that campaign effectiveness depends not only on creativity but also on
understanding consumer psychology, cultural context, and social trends, which are key for long-term brand success.

6. Relevance in the Digital Era

With the rise of social media and digital sharing, guerrilla marketing campaigns can rapidly amplify brand messages.
Studying their impact on consumer perception and product acceptance provides insights into leveraging digital platforms to
enhance visibility, engagement, and adoption rates, making the findings highly relevant for contemporary marketing
strategies.

In summary, this study is significant because it bridges the gap between innovative marketing practices and consumer
behavior, providing both academic and practical value for marketers, businesses, and researchers seeking to understand
and optimize guerrilla marketing effectiveness.

LIMITATIONS & DRAWBACKS

While the study provides valuable insights into the impact of guerrilla marketing campaigns on consumer perception and
product acceptance, several limitations and drawbacks must be acknowledged:

1. Sample Limitations

The study was conducted with a sample of 400 urban and semi-urban consumers aged 18-45. While this sample provides a
reasonable representation of the target population, the findings may not be generalizable to all demographic groups,
particularly rural consumers, older age groups, or populations with limited exposure to guerrilla marketing campaigns.

2. Geographical Constraints
The campaigns and experimental study were primarily conducted in specific urban areas. Cultural, social, and economic
factors in other regions may influence consumer perception differently, limiting the universal applicability of the findings.

3. Campaign Diversity and Scale

Due to resource and time constraints, only four types of guerrilla marketing campaigns (flash events, ambient marketing,
experiential installations, and social media-integrated campaigns) were analyzed. Other innovative strategies or larger-scale
campaigns may Yyield different outcomes.

4.Short-Term Observation

Consumer perception and product acceptance were measured immediately after exposure to campaigns and during a one-
week follow-up period. Long-term effects, such as sustained brand loyalty or repeat purchases, were not captured, which
may limit the understanding of lasting campaign impact.

5. Self-Reported Data Bias

Data on consumer perception, emotional engagement, and purchase intention relied heavily on self-reported questionnaires
and interviews. Respondents may have provided socially desirable responses or inaccurate recall, introducing potential bias.
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6. External Influences
Consumer responses may have been influenced by external factors such as prior brand familiarity, concurrent marketing
campaigns, personal preferences, or social media trends, which were difficult to fully control in a real-world setting.

7. Resource-Intensive Campaign Types

Experiential and interactive campaigns, which were found to be the most effective, require significant planning, manpower,
and investment. Small businesses or startups with limited budgets may find it challenging to implement such campaigns at
scale, limiting the practical application of some findings.

8. Rapidly Changing Trends
Marketing trends, consumer behavior, and social media dynamics evolve rapidly. Campaign strategies effective today may
lose relevance in the near future, requiring continuous adaptation by marketers.

Despite these limitations, the study offers meaningful insights into how guerrilla marketing strategies influence consumer
perception and product acceptance, providing a strong foundation for future research and practical marketing applications.

CONCLUSION

Guerrilla marketing has emerged as a powerful and innovative approach in contemporary marketing, offering brands the
ability to capture consumer attention, evoke emotional engagement, and enhance product acceptance in ways traditional
advertising often cannot. This study demonstrates that the success of guerrilla marketing campaigns largely depends on the
strategic integration of creativity, novelty, interactivity, and cultural relevance.

The experimental study and analysis revealed that experiential installations and flash events are the most effective
campaign types, generating higher consumer perception scores, emotional engagement, brand recall, and product
acceptance compared to ambient and social media-integrated campaigns. Positive consumer perception—shaped by
perceived creativity, emotional resonance, and memorable experiences—was found to be a strong predictor of product
acceptance, including purchase intention, trial behavior, and willingness to recommend the product.

Additionally, the study highlights the importance of understanding consumer psychology, behavioral triggers, and social
context when designing guerrilla marketing campaigns. Campaigns that align with consumers’ cultural and lifestyle
expectations not only enhance engagement but also foster long-term brand loyalty. The findings underscore that, while
guerrilla marketing offers significant potential, poorly executed campaigns can backfire, leading to confusion or negative
brand perception.

From a practical perspective, this research provides marketers with actionable insights to design cost-effective and
impactful campaigns that resonate with their target audience. It also contributes to academic literature by linking guerrilla
marketing strategies to measurable consumer perception and product acceptance outcomes, filling a gap in empirical
research on unconventional marketing approaches.

In conclusion, guerrilla marketing is not merely a creative gimmick but a strategic tool capable of driving consumer
engagement and product acceptance when executed thoughtfully. By leveraging innovative, immersive, and culturally
relevant campaigns, brands can achieve heightened visibility, stronger emotional connections, and sustainable market
impact in today’s competitive and fast-evolving marketing landscape.
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