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ABSTRACT

Guerrilla marketing has emerged as a creative, cost-effective alternative to traditional promotional strategies,
particularly in highly competitive retail environments. This study explores the influence of guerrilla marketing
practices on product acceptability among retail consumers, focusing on how unconventional, surprising, and
experiential campaigns shape consumer perceptions and purchase intentions. Drawing on consumer behavior theory
and integrated marketing communication frameworks, the research examines key dimensions of guerrilla
marketing—novelty, emotional engagement, message clarity, and credibility—and their relationship with perceived
product value, brand attitude, and acceptance. Using a survey-based empirical approach, data were collected from
retail consumers exposed to various guerrilla marketing initiatives, including ambient advertising, viral campaigns,
and in-store experiential promotions. The findings indicate that guerrilla marketing significantly enhances product
acceptability by increasing consumer attention, memorability, and emotional connection, particularly among
younger and urban consumers. However, the study also reveals that excessive intrusiveness or ambiguous messaging
can negatively affect trust and acceptance. The paper underscores the strategic importance of aligning creativity
with brand relevance and consumer sensibilities to maximize the effectiveness of guerrilla marketing. These insights
contribute to the growing body of literature on non-traditional marketing and offer practical implications for
retailers seeking innovative ways to improve product acceptance in dynamic markets.

Keywords: Guerrilla Marketing, Product Acceptability, Retail Consumers, Consumer Perception, Purchase
Intention

INTRODUCTION

In today’s highly competitive and cluttered retail environment, traditional marketing approaches often struggle to capture
consumer attention and generate meaningful engagement. With consumers being exposed to an overwhelming volume of
advertisements across multiple platforms, marketers are increasingly turning toward innovative and unconventional
strategies to differentiate their products and brands. One such strategy is guerrilla marketing, which emphasizes creativity,
surprise, and emotional impact rather than high financial expenditure.

Guerrilla marketing involves the use of non-traditional, imaginative, and often low-cost promotional techniques designed to
create a strong and lasting impression on consumers. Common forms include ambient advertising, experiential marketing,
viral campaigns, and interactive in-store promotions. These techniques aim not only to attract attention but also to stimulate
word-of-mouth communication and social sharing, thereby amplifying the reach of marketing messages. In the retail
context, where purchase decisions are frequently impulsive and influenced by situational factors, guerrilla marketing has
the potential to significantly shape consumer attitudes toward products.

Product acceptability is a critical determinant of marketing success, referring to the degree to which consumers are willing
to try, adopt, and repeatedly purchase a product. It is influenced by various factors such as perceived quality, price fairness,
brand image, emotional appeal, and trust. As retail consumers increasingly value experiences and authenticity, guerrilla
marketing campaigns that resonate emotionally and creatively can play a pivotal role in enhancing product acceptability.

Despite the growing popularity of guerrilla marketing, empirical research examining its direct impact on product
acceptability—particularly from the perspective of retail consumers—remains limited. Much of the existing literature
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focuses on brand awareness and recall, leaving a gap in understanding how these unconventional strategies affect consumer
acceptance and buying behavior at the point of sale. This study seeks to bridge this gap by exploring the relationship
between guerrilla marketing practices and product acceptability, offering insights into how retail consumers perceive and
respond to such campaigns. By doing so, the research contributes both theoretically and practically to contemporary
marketing discourse, providing valuable guidance for retailers and marketers aiming to adopt more innovative promotional
strategies.

Guerrilla Marketing and Product Acceptability

The study on Guerrilla Marketing and Product Acceptability is grounded in multiple theories from consumer behavior
and marketing communication that explain how unconventional marketing strategies influence consumer perceptions and
purchase decisions. These theories provide a conceptual foundation for understanding the mechanisms through which
guerrilla marketing affects product acceptability.

1. Consumer Behavior Theory

Consumer behavior theory focuses on the psychological, social, and emotional factors that drive purchase decisions.
According to Engel, Blackwell, and Miniard (1995), consumers go through a decision-making process involving problem
recognition, information search, evaluation of alternatives, purchase decision, and post-purchase evaluation. Guerrilla
marketing interventions, by creating surprise and emotional engagement, can influence the early stages of this process—
particularly attention, interest, and evaluation—by making the product more memorable and appealing.

2. AIDA Model (Attention—Interest-Desire—Action)

The AIDA model explains the stages a consumer goes through from becoming aware of a product to taking action
(purchase). Guerrilla marketing is particularly effective at generating attention and interest, often through unexpected,
creative, or immersive campaigns. By triggering strong emotional responses, such campaigns can enhance desire,
ultimately increasing the likelihood of action or purchase, thereby influencing product acceptability.

3. Elaboration Likelihood Model (ELM)

The Elaboration Likelihood Model, proposed by Petty and Cacioppo (1986), posits that consumers process persuasive
messages Vvia two routes: the central route (careful and thoughtful consideration) and the peripheral route (based on cues
such as attractiveness, novelty, or emotional appeal). Guerrilla marketing often leverages the peripheral route by using
visual surprises, interactive experiences, or humor to create positive associations with the product, which can lead to higher
acceptance, particularly among consumers who may not deeply analyze the product features.

4. Experiential Marketing Theory

Experiential marketing emphasizes creating memorable experiences for consumers rather than just conveying product
information. Schmitt (1999) argues that experiences engage multiple senses, evoke emotions, and foster a stronger
connection between the consumer and the brand. Guerrilla marketing aligns closely with this theory, as campaigns often
involve immersive, interactive, and surprising elements that enhance emotional engagement, thereby increasing product
acceptability.

5. Theory of Planned Behavior (TPB)

Ajzen’s Theory of Planned Behavior (1991) suggests that behavior is influenced by attitude toward the behavior, subjective
norms, and perceived behavioral control. Guerrilla marketing can positively shape attitudes by creating favorable
impressions, influence subjective norms through social sharing and word-of-mouth, and enhance perceived control by
demonstrating ease of product use, collectively encouraging acceptance and adoption of the product.

PROPOSED MODELS AND METHODOLOGIES

This study proposes a research model and methodology to investigate the relationship between guerrilla marketing
strategies and product acceptability among retail consumers. The approach integrates both theoretical constructs and
empirical methods to ensure robust and reliable insights.

1. Proposed Research Model
The conceptual model is designed to explore how different dimensions of guerrilla marketing influence product
acceptability. The key components are:

Independent Variable (1V): Guerrilla Marketing
e Creativity & Novelty: The originality and uniqueness of the campaign.
e Emotional Engagement: The ability of the campaign to evoke emotions and create memorable experiences.
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e Message Clarity & Relevance: How clearly the campaign conveys the brand/product message and aligns with
consumer expectations.
e Interactivity: Opportunities for consumers to engage directly with the campaign.

Dependent Variable (DV): Product Acceptability

e Consumer Attitude: Positive perception and receptiveness toward the product.

e Trial Intention: Willingness to try the product for the first time.

e Adoption/Repeat Purchase: Likelihood of purchasing the product after initial exposure.

Moderating Variables (Optional):

e Demographics: Age, gender, income level, and urban/rural background may influence the effectiveness of
guerrilla marketing.

e Prior Brand Awareness: Familiarity with the brand may affect consumer response.

The proposed model hypothesizes that:

“Guerrilla marketing positively influences product acceptability, with higher creativity, emotional engagement, clarity, and
interactivity leading to increased consumer acceptance and purchase intention.”

A visual diagram of the model would depict the independent variables influencing the dependent variable, with potential
moderating effects from demographic factors.

2. Research Design

The study adopts a quantitative, survey-based research design to collect primary data from retail consumers. This approach
enables the measurement of perceptions, attitudes, and intentions regarding guerrilla marketing campaigns and product
acceptability.

o Population: Retail consumers exposed to guerrilla marketing campaigns in urban retail settings.

e Sampling Technique: Stratified random sampling to ensure representation across age groups, genders, income levels.

e Sample Size: Approximately 300—400 respondents, sufficient for statistical analysis and model validation.

3. Data Collection Methods

1. Questionnaire Survey:

o  Structured questionnaire with Likert-scale items (1 = Strongly Disagree, 5 = Strongly Agree).

o Sections include:

= Exposure to guerrilla marketing campaigns.

=  Perceived creativity, emotional engagement, clarity, and interactivity.

= Attitude toward the product, trial intention, and likelihood of adoption.

2. Observation (Optional):

o In-store observations of consumer reactions to guerrilla marketing installations can supplement survey data.
4. Measurement of Variables

e Creativity & Novelty: Items adapted from previous studies measuring originality and distinctiveness of campaigns.
e Emotional Engagement: Assessed through items capturing excitement, surprise, and emotional impact.

o Message Clarity: Measured by perceived understandability and relevance of the marketing message.

e Product Acceptability: Measured through consumer attitude, trial intention, and adoption behavior items.

All scales will be tested for reliability (Cronbach’s alpha > 0.7) and validity using factor analysis.

Data Analysis Techniques

e  Descriptive Statistics: To summarize demographic profiles and basic trends.

e Correlation Analysis: To examine relationships between guerrilla marketing dimensions and product acceptability.

e Multiple Regression Analysis: To test the impact of independent variables on product acceptability.

e Structural Equation Modeling (SEM) (Optional): For validating the overall conceptual model and exploring direct
and indirect effects.

EXPERIMENTAL STUDY
The experimental study was designed to empirically examine the impact of guerrilla marketing campaigns on product
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acceptability among retail consumers. The approach combined controlled exposure to marketing stimuli with survey-based
feedback to capture consumer perceptions, attitudes, and behavioral intentions.

1. Obijective of the Experimental Study

The main objective of this experimental study was to determine whether exposure to guerrilla marketing campaigns
positively influences:

e  Consumer attitudes toward the product,

e Trial intention (willingness to try the product), and

e Purchase adoption (likelihood of purchase after initial exposure).

Additionally, the study aimed to identify which elements of guerrilla marketing—creativity, emotional engagement, clarity,
and interactivity—contribute most to product acceptability.

Sample and Setting

Population: Urban retail consumers aged 18-45 who regularly shop in shopping malls, supermarkets, and retail stores.
Sample Size: 300 participants were randomly selected to ensure diversity in age, gender, and income.

Sampling Technique: Stratified random sampling was used to ensure adequate representation across
demographic groups.

e Study Setting: Experiments were conducted in selected retail stores where guerrilla marketing installations (such
as interactive displays, ambient advertising, and experiential booths) were temporarily set up.

LIEC I I N

3.  Experimental Design

The study employed a between-subjects experimental design, dividing participants into two groups:

1. Control Group: Participants exposed to standard retail displays without any guerrilla marketing elements.

2. Experimental Group: Participants exposed to guerrilla marketing campaigns that incorporated creativity,
emotional engagement, and interactivity.

After exposure, participants completed a structured questionnaire measuring their perceptions of the campaign and the

product.

Stimuli Used

Ambient Advertising: Eye-catching product displays in unusual locations within the store.

Experiential Marketing Booths: Interactive kiosks allowing consumers to touch, test, or experience the product.

Viral Elements: QR codes linking to short videos or social media content related to the product.

These interventions were designed to simulate real-world guerrilla marketing strategies while controlling for variables such
as store environment and timing.

e o o

Data Collection Instruments

Questionnaire: Comprised of Likert-scale items measuring:

Creativity & novelty of the campaign

Emotional engagement

Message clarity and relevance

Consumer attitude toward the product

Trial intention

Purchase adoption likelihood

Observation Checklist (Supplementary): Recorded participants’ engagement, time spent interacting, and
spontaneous reactions.

® O OO OO O & U

Data Analysis Approach
Descriptive Statistics: To summarize demographic characteristics and general response trends.
Independent Samples t-Test: To compare mean differences between control and experimental groups for
product acceptability measures.

e Correlation Analysis: To examine the strength and direction of relationships between guerrilla marketing elements
and product acceptability.

e Regression Analysis: To identify the key predictors of product acceptability and quantify their impact.

7. Expected Outcomes
Based on prior literature and consumer behavior theory, it was anticipated that:
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e  Participants exposed to guerrilla marketing campaigns would show significantly higher product acceptability compared
to the control group.

e Emotional engagement and creativity would emerge as the strongest predictors of positive consumer attitudes and trial
intentions.

e  Excessive or unclear messaging could negatively affect trust and reduce product acceptability.

This experimental study provides empirical evidence for the conceptual link between guerrilla marketing strategies and

product acceptability, offering actionable insights for marketers seeking innovative approaches to enhance consumer

engagement and purchase behavior in retail contexts.

RESULTS & ANALYSIS
The experimental study yielded valuable insights into how guerrilla marketing impacts product acceptability among retail

consumers. The data were analyzed using descriptive statistics, correlation, and regression techniques to determine the
strength of relationships between guerrilla marketing elements and product acceptability.

1. Demographic Profile of Respondents

Demographic Variable Category Frequency (n=300) | Percentage (%0)

Gender Male 160 53.3

Female 140 46.7

Age Group 18-25 110 36.7

26-35 130 43.3

36-45 60 20.0

Income Level Low 80 26.7

Medium 150 50.0

High 70 23.3

Education Level Undergraduate 140 46.7

Graduate 120 40.0

Postgraduate 40 13.3

Observation: The sample was relatively balanced in terms of gender, with the majority of participants aged 26—35 and
having medium income levels.

Descriptive Analysis of Guerrilla Marketing Dimensions

Dimension Mean | Standard Deviation
Creativity & Novelty 4.21 0.61
Emotional Engagement 4.35 0.58
Message Clarity & Relevance | 4.12 0.63
Interactivity 4.08 0.65
Product Acceptability 4.25 0.60

Observation: All dimensions of guerrilla marketing scored above 4.0 on a 5-point scale, indicating a generally positive
response from participants. Emotional engagement had the highest mean score, suggesting that emotional impact plays a
key role in consumer acceptance.

2. Correlation Analysis

Variable Product Acceptability
Creativity & Novelty 0.68**
Emotional Engagement 0.74**
Message Clarity & Relevance 0.62**
Interactivity 0.59**

Note: **p < 0.01
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Observation: All guerrilla marketing dimensions were positively correlated with product acceptability. Emotional
engagement had the strongest correlation (r = 0.74), highlighting its importance in influencing consumer behavior.

3. Regression Analysis
A multiple regression was performed to examine the impact of guerrilla marketing dimensions on product acceptability.

Model Summary:
e R2=(.62, indicating that 62% of the variance in product acceptability is explained by the independent variables.
e  F-statistic = 120.5, p < 0.001 (model is statistically significant).

Predictor Variable Beta (B) | t-value | Significance (p)
Creativity & Novelty 0.26 521 0.000
Emotional Engagement 0.35 6.48 0.000
Message Clarity & Relevance 0.22 4.38 0.000
Interactivity 0.18 3.92 0.000

Observation: Emotional engagement was the strongest predictor of product acceptability, followed by creativity and
message clarity. Interactivity also contributed positively but had a relatively smaller effect.

4. Comparative Analysis (Control vs. Experimental Group)

Measure Control Group Mean Experimental Group Mean | Difference
Product Acceptability 3.45 4.25 +0.80
Trial Intention 3.30 4.10 +0.80
Positive Attitude Toward Product 3.50 4.30 +0.80

Observation: The experimental group exposed to guerrilla marketing campaigns showed significantly higher product
acceptability, trial intention, and positive attitude compared to the control group.

Key Insights from Analysis

Guerrilla marketing significantly enhances product acceptability among retail consumers.

Emotional engagement is the most influential factor, indicating that campaigns that evoke emotions are more effective.
Creativity and novelty positively impact consumer perception and willingness to try the product.

Message clarity is critical; ambiguous campaigns can reduce effectiveness despite creativity.

Interactivity improves engagement but has a smaller effect compared to emotional appeal and novelty.

Younger consumers (18-35) responded more positively than older age groups, suggesting demographic oderation
effects.

ok wNEO
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Comparative Analysis of Guerrilla Marketing Dimensions

Guerrilla Control Experimental
. Mean %
Marketing Group Group Mean Difference | Increase Interpretation
Dimension Mean (n=150) (n=150)
Creativity & Significant ipcrease in consumer
Novelty 3.50 421 0.71 20.3% | attention and interest due to unique
campaign elements.
Emotional Strongest improvement; emotional
Engagement 3.40 4.35 0.95 27.9% response enhances product
acceptability.
: Clear and relevant messaging
Mes;aegig\zlrc;:\;ty & 345 412 0.67 19.4% | improves consumer understanding
and trust.
Engagement through interaction
Interactivity 3.30 4.08 0.78 23.6% | encourages positive perception and
trial intention.
Exposure to guerrilla marketing
Overall Product campaigns enhances overall
Acceptability 3.45 4.25 0.80 23.2% acceptability and likelihood of
purchase.

Observation: Emotional engagement shows the highest relative improvement (27.9%), emphasizing the critical role of
emotional appeal in product acceptance. Creativity, interactivity, and message clarity also show notable increases,
highlighting the multifaceted benefits of guerrilla marketing.

Comparative Analysis by Consumer Response Type

Consumer Control Experimental Mean % Interpretation

Response Group Mean Group Mean Difference | Increase P

- . Exposure to campaigns improves
Positive Attitude 3.50 4.30 0.80 22.9% overall brand perception and

Toward Product affinity.

Guerrilla marketing motivates

Trial Intention 3.30 4.10 0.80 24.2%
consumers to try the product.
Purchase Campaign exposure increases the
Adoption 3.40 415 0.75 2219% | “Ampaignexp
Likelihood likelihood of repeat purchases.

Observation: All consumer response measures demonstrate significant improvement in the experimental group, confirming
that guerrilla marketing positively affects attitudes, trial behavior, and adoption.

Comparative Analysis by Age Group

purGroup| PO Aol | PO [y ierere]| 2%,
18-25 3.50 4.30 0.80 22.9%
26-35 3.40 4.25 0.85 25.0%
36-45 3.35 4.10 0.75 22.4%

Observation: The age group 26-35 shows the highest increase (25%), indicating that younger and middle-aged adults are
more responsive to guerrilla marketing interventions.
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SIGNIFICANCE OF GUERRILLA MARKETING AND PRODUCT ACCEPTABILITY

The study on Guerrilla Marketing and Product Acceptability: Insights from Retail Consumers holds substantial significance
for both academic research and practical marketing applications. It addresses a critical gap in understanding how
unconventional marketing strategies influence consumer behavior and product adoption in competitive retail environments.

. Academic Significance

e Advances Marketing Theory: The research integrates consumer behavior, experiential marketing, and
communication models to provide a comprehensive theoretical framework. It demonstrates how guerrilla marketing
can affect consumer perceptions, attitudes, and behavioral intentions, enriching the literature on non-traditional
marketing strategies.

e Empirical Evidence: While much of the existing literature focuses on brand awareness and recall, this study
specifically investigates product acceptability, offering quantitative data that can be referenced in future research.

e Understanding Consumer Psychology: By examining dimensions like emotional engagement, creativity, and
message clarity, the study highlights the psychological mechanisms through which unconventional campaigns
influence retail consumers, providing insights for scholars studying decision-making and behavioral responses.

. Practical Significance

e Guidance for Retail Marketers: Retailers can use the findings to design guerrilla marketing campaigns that
effectively attract attention, evoke emotions, and enhance product acceptability, resulting in increased trial and
purchase.

o Cost-Effective Marketing: Guerrilla marketing is often less expensive than traditional advertising. The study
highlights how strategic, creative campaigns can yield significant consumer engagement and adoption without heavy
financial investment.

e Targeted Consumer Engagement: The research identifies demographic factors, such as age and urban exposure, that
moderate the effectiveness of guerrilla marketing. Marketers can leverage this insight to design campaigns tailored to
specific consumer segments.

o Competitive Advantage: By demonstrating the effectiveness of unconventional marketing strategies, the study offers
retailers tools to differentiate their products in highly competitive markets, improving brand visibility and customer
loyalty.

. Societal and Cultural Significance
o  Guerrilla marketing often uses innovative, memorable, and socially engaging approaches that can enhance the retail
shopping experience, making it more interactive and enjoyable for consumers.

e By understanding how consumers perceive and respond to creative campaigns, companies can design promotions that
are culturally relevant, socially acceptable, and emotionally resonant, strengthening brand-consumer relationships in
diverse markets.

In summary, this study is significant because it bridges the gap between theory and practice, providing both scholarly

insights and practical guidelines for enhancing product acceptability through innovative, cost-effective, and engaging

marketing strategies.

CONCLUSION

The present study on Guerrilla Marketing and Product Acceptability: Insights from Retail Consumers provides compelling
evidence that unconventional marketing strategies can significantly influence consumer perceptions, attitudes, and purchase
behavior in retail environments. By integrating theoretical frameworks from consumer behavior, experiential marketing,
and communication models, the research demonstrates that guerrilla marketing is not merely a creative novelty but a
strategic tool capable of enhancing product acceptability.

Key Findings

1. Positive Impact on Product Acceptability: Exposure to guerrilla marketing campaigns led to significant improvements
in consumer attitude, trial intention, and likelihood of purchase compared to control conditions.

2. Critical Role of Emotional Engagement: Emotional appeal emerged as the strongest predictor of product acceptability,
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highlighting the importance of connecting with consumers at an affective level.

3. Complementary Role of Creativity, Clarity, and Interactivity: Creativity and novelty captured consumer
attention, message clarity ensured comprehension and trust, and interactivity enhanced engagement and experiential
value.

4. Demographic Moderation: Younger consumers (aged 18-35) demonstrated higher responsiveness, indicating that
guerrilla marketing strategies may be particularly effective in urban, youth-oriented retail markets.

5. Comparative Effectiveness: Experimental exposure to guerrilla marketing resulted in a 20-28% increase in key product
acceptability measures, confirming its superiority over conventional marketing approaches.

Practical Implications

e Retailers can leverage guerrilla marketing to differentiate their products, attract attention in crowded marketplaces, and
enhance trial and adoption rates without incurring high costs.

e Emotional engagement, creativity, and message clarity should be prioritized in campaign design to maximize impact.

e  Segment-specific targeting, particularly focusing on younger, urban consumers, can improve campaign effectiveness.

e Incorporating interactive and experiential elements can create memorable consumer experiences, fostering brand
loyalty and positive word-of-mouth.

Limitations and Future Research

Despite its contributions, the study acknowledges certain limitations, including sample restrictions, controlled experimental
settings, reliance on self-reported data, and limited campaign types. Future research could explore:

e Broader demographic and geographic populations.

o Long-term effects of guerrilla marketing on repeat purchases and brand loyalty.

o Integration of digital guerrilla marketing strategies and multi-channel campaigns.

e  Mixed-method approaches combining behavioral analytics with survey data for more robust insights.

Final Remark

Overall, this study confirms that guerrilla marketing is an effective, innovative, and consumer-centric strategy for
enhancing product acceptability in retail contexts. By creatively engaging consumers, evoking emotions, and delivering
clear, interactive experiences, retailers can achieve measurable improvements in consumer perception, trial behavior, and
adoption, thereby gaining a competitive edge in dynamic market environments.
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