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Abstract

This study is an empirical investigation of the effectiveness of guerrilla-marketing techniques in creating a positive brand image among 
generation Y (millennial) consumers. Five guerrilla techniques practiced by companies—such as viral marketing (EWOM), stealth 
marketing, ambush, graffiti, and clickbait ads—were studied, and hypotheses were proposed. This study adopted a quantitative approach 
and a questionnaire using the non-probability sampling technique was developed to collect data and self-administered to 248 millennial 
respondents on various university campuses. The data collected were analyzed through structured modeling on AMOS. The findings of this 
research revealed that guerrilla marketing affects symbolic and experiential brand image. Further, the results revealed that stealth marketing, 
graffiti, and click bait advertising were found to be influential on both symbolic and experiential brand images. As an exception, the 
hypotheses for ambush marketing were found to have no significant influence on the brand image (symbolic and experiential). Moreover, 
ambush technique in campaigns may have a negative impact on the brand image. Conversely, the study found that clickbait ads had a 
significantly negative influence on experiential brand image. Consequently, the results of this study strengthen past findings and concluded 
that guerrilla marketing techniques are beneficial communication tools in the limited marketing budgets.
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TV channels, billboards, and radio channels have become 
filled with commercial advertisements, which results in 
advertisement clutter (Milak & Dobrinić, 2017). Since 
advertising space is in great demand as it allows businesses 
to benefit, companies are trying to promote themselves in a 
variety of ways. Eventually, the level of ads goes off scale, 
overwhelms and annoys customers, and becomes clutter 
(Rotfeld, 2006; Obermiller et al., 2005). Hence, traditional 
communication media have become ineffective. Few firms 
have adopted the use of unconventional methods, such as 
guerrilla marketing to grab the attention of the audience. 
Hutter and Hoffmann (2011) found that not only SME-
adopted, innovative, and low-budget marketing campaigns 
but also economic uncertainties and fluctuations contributed 
by power shifts signal an alarm that has led to larger 
companies and multinational corporations considering 
low-budget marketing media as well. Levinson (1984) 
presented the guerrilla marketing concept, which uses off-
the-wall, unconventional methods of conducting and the 
execution of promotional and marketing activities with 
a very low advertising budget. Guerrilla marketing is an 
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1.  Introduction

The media has experienced an enormous revolution 
over the last decade (Schivinski & Dabrowski, 2016).  
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advertisement strategy in which a company uses surprise 
and/or unconventional interactions to promote a product or 
service (Hutter & Hoffmann, 2011).

In recent studies, different aspects of guerrilla marketing 
research have been examined. Isaac (2014) revealed that 
guerrilla marketing if integrated with traditional marketing 
methods in the hotel industry, improved the productivity of 
organizational marketing. A study by Kelly (2015) found that 
guerrilla marketing techniques affect consumption behavior 
for Generation Y consumers, but not every person in the 
Generation Y age group knew or understood what guerrilla 
marketing was or how it affects their choice or purchasing 
decision. Contrary to the findings of Kelly (2015), Dempsey 
(2016) conducted semi-structured interviews with young, 
millennial Irish males and revealed that brand engagement 
is encouraged by guerrilla marketing campaigns with humor, 
design, and creativity being the influencing factors. The 
campaigns increased the participants’ purchase intention and 
all participants claimed they would partake in word-of-mouth 
advertising after being exposed to the campaigns. Guerrilla 
marketing campaigns are memorable and unconventional 
by nature and show the ability to leave a lasting impression 
on consumers. With a successful campaign, buyers are left 
amazed, impressed, and wanting to learn more about the 
product and/or service. This marketing strategy helps with 
brand recall (Ahmed et al., 2020).

Generation Y has been raised within a time where they 
have constant access to technology. Computers, mobile 
phones, the Internet were all accessible and part of their youth” 
(Kelly, 2015). The millennials are also known as Generation 
Y consumers (Kim & Yang, 2020) and some studies 
referred to them as Generation C which means connected 
consumers (Truong, 2018). Generation Y consumers have 
high expectations because in the world they grew up in, 
technology has always delivered more for less, often free, 
and they can have access anytime, anywhere (Vega, 2016). 
Millennials are success-driven, goal-oriented, determined, 
self-confident, techno-dependent, interdependent, and 
optimistic. All are excellent qualities but as customers, it 
makes them very demanding: they expect it now; they like 
it short and simple because they are always multi-tasking: 
they are bored quickly; they are driven by convenience, and 
they always want feedback. (Expósito, 2017). Generation 
Y consumers are connected and well informed. Thus, for 
marketers, it is much more difficult to persuade Generation 
Y consumers to buy a certain product. Therefore, marketers 
must adopt social media and guerrilla marketing strategies 
to persuade these consumers (Kelly, 2015). According to 
findings from the Publicis agency, millennials’ attention 
span lasts approximately 12 seconds. By 2030, Pakistan’s 
population will reach 245 million people, and nearly three-
quarters of the population will be 40 years old or younger. 

Therefore, understanding young millennial and centennial 
consumers is highly important for marketing firms and 
practitioners. 

The significance of guerrilla marketing research is 
increasing daily. However, very few substantial research 
studies can be found in the Asian context, especially in 
Pakistan, where this research can fill the gap in the literature. 
This research will overlay the foundation for future guerrilla 
marketing research. Additionally, two major contributions 
of this research are the presentation of the conceptual 
framework of guerrilla marketing and brand image and the 
establishment of the connection between graffiti art and 
advertising. Finally, this research contributes an empirically 
tested model of guerrilla marketing with constructs and 
scales that can be used in the future to revalidate in other 
markets and sectors.

2.  Literature Review

2.1.  Guerrilla Marketing

The term “guerrilla marketing” is derived from a 
combat-related base word, “guerrilla”, which is a member 
of a band of unorthodox soldiers that employs guerrilla 
warfare on their opposition through surprise raids (Ries & 
Trout, 1986). A popular book explained guerrilla marketing 
as similar to marketing warfare (Ries & Trout, 1986). The 
major objective of using guerrilla marketing is to increase 
interaction through grassroots, experiential, stunt, graffiti, 
and ambient marketing, which results in positive feelings 
among consumers that will reflect on company sales  
(Ay & Unal, 2002). Unlike viral marketing or word-of-
mouth marketing, street marketing is poorly conceptualized, 
its scope is unclear, and its advantages and benefits have yet 
to be discovered (Saucet & Cova, 2015). Guerrilla marketing 
uses unconventional activities to produce effective results at 
less cost compared to conventional marketing campaigns 
(Ay et al., 2010).

Dinh and Mai (2015) researched three variables of 
guerrilla marketing, creativity, clarity, and surprise, using 
the dependent variable word of mouth (WOM). Additionally, 
Dinh and Mai (2015) added a mediating variable: credibility. 
They adopted four types of credibility from different papers, 
such as source credibility (Housholder & LaMarre, 2014), 
the credibility of the medium (Zhang et al., 2014), and the 
credibility of the advertisement and its content. 

Guerrilla marketing not only includes viral marketing 
or blog marketing on social networks but also ambient, 
grassroots marketing, buzz marketing, undercover/secret, or 
stealth marketing. Nufer (2016) mentioned three guerrilla 
marketing categories: Infection, Surprise, and Ambush 
marketing.
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2.2.  Brand Image

Companies implement branding and positioning 
strategies to create a favorable image in the consumers’ 
minds, whereas consumers tend to evaluate the brand image 
through their understanding, attitude, and perception. In 
simple terms, brand image is the perception of the brand in 
the mind of the customer. It is an aggregate of beliefs, ideas, 
and impressions that a customer holds regarding the brand 
(Das et al., 2016). Previous empirical studies have revealed 
that brand image boosts consumer confidence (Zeng et al., 
2019). Bhat and Reddy (1998) and Simms and Trott (2006) 
categorized brand image into two main constructs: functional 
image and symbolic image. Later, Wu and Wang (2014) 
added the third construct of “experiential image”. Currently, 
brand image is divided into the following three constructs:

1.	 Functional image: The feeling that the functions 
of a product can help solve consumers’ issues and 
problems.

2.	 Symbolic image: The brand features and attributes 
satisfy consumers’ internal desires and help enhance 
self-prestige and recognition, social status, etc.

3.	 Experiential image: The brand satisfies consumers 
so that they receive experiential pleasure.

In earlier studies, researchers have examined different 
advertising methods, such as endorsement of celebrity (Chan 
et al., 2013), and sponsoring an event and product placement 
on TV shows (Van Reijmersdal et al., 2007). All these 
methods have a significant effect on brand image. However, 
the authors focused on the effect of guerrilla marketing on 
symbolic and experiential brand image in this study.

2.3. � Viral Marketing (Electronic Word of Mouth) 
and Brand Image

Viral marketing is a strategy used to generate discussion 
about a certain brand or product by leveraging word-of-
mouth marketing. Word-of-mouth (WOM) communication 
is widely accepted as a critical factor in building marketing 
strategies and communications. The invention of the 
Internet and the proliferation of social media have added 
a new electronic dimension to traditional WOM, thereby 
converting it into electronic WOM (eWOM) (Aprilia & 
Kusumawati, 2021). Hence, some changes have been made 
to traditional modes of marketing and brand endorsement, 
as influencers choose an electronic medium to communicate 
(Holland, 2016). EWOM can be expressed in different forms 
such as opinions, online ratings, online feedback, reviews, 
comments, and experience sharing on the Internet. It utilizes 
online communication channels, for example, blogs, review 
sites, discussion forums, online e retailers, the firm’s 

own brand and product sites, and social networking sites  
(Al Mana & Mirza, 2013). 

The current trend shows that companies that have been 
spending significant amounts of money on traditional 
advertising campaigns are now chasing social media to 
receive word-of-mouth endorsements and attention (Sass, 
2013). With the help of EWOM, it is far more efficient, 
productive, economical, and credible for users to share 
information themselves (Torlak et al., 2014). Yet, the 
information shared on social media does not have the same 
effect on users (Erkan & Evans, 2016). Consumers evaluate 
the quality, reliability, and usefulness of the information and 
then accept it on the condition they find it to be significant 
(Watts & Zhang, 2008). Gökerik et al. (2018) found that 
adoption leads to purchase intention. However, there is 
a positive effect of WOM on both purchase intention and 
brand image (Torlak et al., 2014; Al Halbusi & Tehseen, 
2018; Gilitwala & Nag, 2021). The effective utilization of 
EWOM at a low cost can create a credible image among 
consumers. Thus, the following hypothesis was formed: 

H1: Viral marketing through EWOM is significantly  
related to the symbolic brand image (a) and experiential 
brand image (b).

2.4.  Stealth Marketing and Brand Image

Stealth marketing has received substantial attention as 
an unconventional marketing strategy in literature during 
the past few decades (Roy & Chattopadhyay, 2010).  
A stealth marketing campaign helps marketers cut through 
the clutter of traditional advertising (Kaikati & Kaikati, 2004; 
Rotfeld, 2008). Stealth marketing is also known as covert, 
masked, or undercover marketing, and it is a component of 
viral marketing or a subset of covert marketing (Kaikati & 
Kaikati, 2004). Still, confusion exists, and no conclusive 
agreement has been reached over the name for or definition 
of stealth/covert marketing (Skiba et al., 2019). An example 
of stealth marketing is covert product placement in popular 
television shows or movies in which the background wall has 
a brand name or actors visibly use a brand-name product to 
subconsciously increase awareness for that brand or product.

It is evident from studies that consumers become 
skeptical if they recognize advertised content that hints 
towards sales messages (Kaikati & Kaikati, 2004; Homer, 
2009). A study found that the content of viral stealth videos 
(VSVs) was positively perceived more often than the 
company’s direct advertising video that used a budget (PAV) 
(Wendt et al., 2016). Ashley and Leonard (2009) established 
that using stealth marketing significantly decreases trust and 
commitment towards the brand. Additionally, it is revealed 
that when a consumer recognizes a covert marketing 
message, his or her purchase likelihood is decreased, trust 
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is significantly lowered, and long-term relationship with 
the brand and the company decreases (Milne et al., 2009). 
In contrast, Boyer et al. (2015) revealed that consumers 
are likely to accept hidden or embedded messages in the 
advertisement when they have used the product and enjoy 
it. Considering the literature, the following hypotheses 
are proposed to assess the effect of stealth marketing on  
brand image.

H2: Stealth marketing is significantly related to the 
symbolic brand image (a) and experiential brand image (b).

2.5.  Graffiti Advertising and Brand Image

Graffiti advertising is wall painting or impressions and is 
generally considered an illegal form of guerrilla marketing. 
Nevertheless, legal graffiti advertising is a growing concept, 
which is a unique, attention-grabbing, and modern way of 
using an out-of-home advertising campaign to impress the 
audience (Marketing Minefield, 2017).

Graffiti has been a fundamental part of the urban 
landscape of the Middle East for thousands of years. Today’s 
graffiti has undergone a radical transformation thanks to the 
introduction of modern art techniques, such as using spray 
paint, collages, and stencils. In its modern incarnation, graffiti 
first appeared on the walls of New York City’s marginalized 
black neighborhoods during the 1970s (Brotherton & 
Kontos, 2008). Street art graffiti and its enormous visual 
impact have created opportunities for advertisers and creative 
media people to explore the medium’s impact by testing 
how advertising agencies can combine the power of graffiti 
and mural art with brand advertising to reach the public  
(Bourke, 2016).

Graffiti Advertising is a great way of delivering your 
brand message to a younger audience in a more entertaining 
and engaging way than simply broadcasting with a billboard. 
The graffiti campaigns are also effective at delivering free 
media coverage and social media attention. However, ethical 
problems are associated with graffiti guerrilla marketing 
include overstepping on private property or grounds, 
disfiguring private or government property, and not obtaining 
a permit from landholders. Posting company stickers or 
posters on the buses highlighting TV program schedules or 
show store locations could possibly be an act of vandalism 
(Zuo & Veil, 2006). Similarly, marketing agency clients 
can be exposed to the potential risk of legal entanglements. 
In contrast, Khoshnava and Naseri (2017) stated that if an 
unconventional advertisement is used as warning media, its 
content can be beneficial in raising awareness among people 
and also used to promote public culture.

Commercially advertised media includes painted walls, 
street furniture, shopping carts, bus station benches, human 
billboards, and ads on the sides of buses (Bennett, 2010).  

To determine the impact on and relationship of graffiti with 
the brand image, the following two hypotheses are proposed:

H3: Street graffiti is significantly related to the symbolic 
brand image (a) and experiential brand image (b).

2.6.  Ambush Marketing and Brand Image

Ambush marketing, or parasitic marketing, is a term that 
first appeared in the early 90s (Meenaghan, 1994). Ambush 
marketing is considered an increasingly prevalent practice 
in the field of corporate sponsorship. Ambush marketing by 
unofficially associating a company with an event and takes 
mileage from that event. Ambush marketing is the practice 
of hijacking or co-opting another advertiser’s campaign to 
raise awareness of another company or brand, often in the 
context of event sponsorships. Through this approach, the 
company saves significant sponsorship costs and tries to 
grab the audience’s attention for itself affecting the official 
sponsor. Ambush marketing has primarily been implemented 
in sporting events. While ambush marketing is not a new 
concept, it has been widely practiced in recent years (Nufer, 
2016). Findings have since revealed that promotional ads 
and a variety of activities from brands do affect an image 
in consumers’ minds (Gökerik et al., 2018). Based on the 
unconventional and innovative nature of ambush marketing 
activities, the following hypotheses are proposed:

H4: Ambush marketing (event sponsorship) is signifi-
cantly related to the symbolic brand image (a) and experien-
tial brand image (b).

2.7.  Clickbait Advertising and Brand Image

Clickbait is a type of teaser message embedded in the 
form of a headline, whose author/creator intends to attract 
as many readers as possible to a web page, ignoring the 
content’s target audience. The use of the term clickbait 
is prevalent with digital content creators and journalists 
(Bazaco, 2019). Clickbait headlines appeal to a reader’s 
“curiosity gap”. Clickbait appears to be a strategy that 
has been widely employed by many Twitter and Facebook 
advertisers, as well as media reporters, bloggers, and 
marketers (Hurst, 2016). Clickbait advertising attracts 
readers to messages by grabbing their attention and 
urging them to click a link for the full story or more 
information. Elliss (2014) explained that clickbait is a 
type of content marketing created in sensational and eye-
catching headlines that are unclear, yet attention-grabbing 
enough to get readers to click the link in the headline, 
rerouting users from their Facebook or Twitter timelines 
to the company’s webpage. The growing use and practice 
of clickbait on social media and internet websites as a 
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content generation strategy for increasing page views in the 
extremely competitive media industry (Rony et al., 2017). 
Clickbait is a text or a thumbnail link that is designed to 
attract attention and to entice users to follow that link and 
read view or listen to the linked piece of online content, 
with a defining characteristic of being deceptive, typically 
sensationalized, or misleading. (Palau-Sampio, 2015). 
With the intent to fill the gap in the literature, the present 
study assesses the impact of clickbait as a guerrilla strategy 
on brand image. However, there is a negative perception 
of clickbait as a content marketing strategy (Hurst, 2016), 
which makes users’ trust in media susceptible (Rony et al., 
2017). Thus, the authors propose H5 to assess the impact 
of clickbait ads on symbolic and experiential brand image 
for users.

H5: Clickbait advertisement is significantly related to the 
symbolic brand image (a) and experiential brand image (b).

2.8.  Conceptual Framework

The modified conceptual framework was developed 
based on the available literature (Hutter & Hoffmann, 
2011; Ahmed et al., 2020). For improved reliability and 
validity of the current study, seven constructs were utilized: 
viral marketing (EWOM), stealth marketing (SM), graffiti 
advertising (GA), ambush marketing (AM), and clickbait 

Figure 1: Proposed Conceptual Framework

advertising (CbA) as predicting variables and symbolic 
brand image (SBI) and experiential brand image (EBI) as 
outcome variables.

3.  Research Methodology

The research participants included university students, 
as generation Y consumers can be found very easily at 
universities. Therefore, university campuses were selected, 
and as the target sample was available, a self-constructed 
questionnaire was distributed among millennial respondents 
(aged 19 to 29) at various private and public university 
campuses in Pakistan. Data collection went smoothly, and 
most of the questionnaires made it possible to conduct data 
analysis after accounting for outliers and reverse coding. 
The non-probability sampling technique was used to gather 
a large set of data for the research, and the aim was to 
include many people with different demographic factors. 
The targeted respondents were manually sub-divided into 
campuses based on age, gender, and income groups to 
access the maximum demographic factors to make the data 
and observations more effective. A total of 248 respondents 
were considered sufficient for data analysis. See Table 1 
for the demographic analysis. The items for the constructs 
were adopted and modified from various studies to fill the 
objectives of this study. All the items used a five-point Likert 
scale in the questionnaire to collect responses.
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Table 1: Demographic Distribution of the Sample (Percentage of n)

Gender Percentage Age group Percentage

Male 60.9 <18 19.2
Females 39.1 18–22 30.9

23–27 20.8
28–32 18.8
33–37 6.3
>38 4

Income Level (Pak Rupees.) Percentage Education Percentage

<25000 25.5 High school or less 23.2
25100–50000 38.5 University Degree and higher 76.8
50100–75000 14.8
75100–100,000 12.4
>100,100 8.8

Note: Sample (n) = 248.

4.  Results

4.1. � Manipulation Check for Validation  
and Model Evaluation

For our predictive model, a structural equation modeling 
technique is appropriate (Bentler & Chou, 1987). AMOS 
software was used to test the research model. First, construct 
reliability and validity were evaluated (refer to Table 2) for 
each item, and all the items showed strong reliability, as 
Cronbach’s alpha had a score of more than 0.7. Likewise, 
a correlation and manipulation check (refer to Table 3) 
was also conducted to ensure the reliability of the data for 
further data analysis. Thus, the results can be generalized. 
For convergent validity of the measurements, composite 
reliability was calculated (CR > 0.70), as suggested by 
Fornell and Larcker (1981), and the average variance was 
extracted (AVE > 0.50) for all the variables. Table 2 presents 
the values of constructs, which were above the minimum 
threshold of CR and AVE. Additionally, all the variables 
had an acceptable level of factor loading (FL > 0.70). The 
discriminant validity was also measured (refer to Table 3) 
and supported as the square root of AVE for every variable 
was greater than its joint variance with another construct 
(Hair et al., 2010).

4.2.  Structural Model Evaluation

To test all the hypothesized relationships, a structural 
regression model was used. The goodness-of-fit indices 
were in an acceptable range for model 1, as per the criteria 

suggested by Hair et al. (2010). Table 4 shows both the 
model-fit indices of the structural model and the outcomes 
of the hypotheses testing. In Table 4, except for both 
hypotheses regarding ambush marketing (H4a and H4b), all 
other proposed relationships were found to be significant. 
Ambush marketing was not found to have a significant effect 
on creating either a symbolic brand image or an experiential 
brand image, and H4a (β = 0.320) and H4b (β = 0.124) were 
not supported. EWOM had a significant positive influence 
on symbolic and experiential brand images, thus, H1a and 
H1b were supported at a significance level of 0.05 and 0.01, 
respectively. Moreover, the results revealed that stealth 
marketing, graffiti, and clickbait advertising were found 
to be influential on both symbolic and experiential brand 
images; consequently, H2a, H2b, H3a, H3b, H5a, and H5b 
were all supported.

5.  Discussion 

This research was conducted to understand the 
effectiveness of guerrilla marketing techniques on brand 
image among generation Y consumers in the context of a 
developing economy, such as Pakistan. The results show 
that guerrilla marketing has a significant impact on brand 
image. The findings revealed that using graffiti ads, stealth 
marketing, EWOM, and clickbait ads were considered to 
be favorable guerrilla marketing techniques for companies. 
However, ambush marketing as a guerrilla technique was 
neither considered positively nor had any positive influence 
on consumers. Moreover, as per the literature available 
on ambush marketing, sponsors have moral concerns and 
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Table 2: Measures and Constructs Reliability

Variable and Source Item FL CR AVE CA

Electronic Word of Mouth  
(Bambauer-Sachse & Mangold, 2011)

0.854 0.747 0.806
EWOM1 0.952
EWOM2 0.767
EWOM3 0.851
EWOM4 0.858

Stealth Marketing  
(Hutter & Hoffmann, 2014; modified items) 

0.734 0.516 0.815
SM1 0.775
SM2 0.797

Graffiti Advertising  
(Self-developed items)

0.845 0.646 0.771
GA1 0.797
GA2 0.833
GA3 0.720
GA4 0.768

Ambush Marketing  
(Meenaghan, 1994; modified items)

0.865 0.762 0.779
AM1 0.714
AM2 0.709

Clickbait Adverting  
(self-developed items)

0.842 0.641 0.734
CbA1 0.748
CbA2 0.708

Symbolic brand image  
(Wu & Wang, 2014)

0.792 0.559 0.834
SBI1 0.720
SBI2 0.767
SBI3 0.843
SBI4 0.952

Experiential brand Image  
(Wu & Wang, 2014)

0.739 0.632 0.744
EBI1 0.867
EBI2 0.751
EBI3 0.858
EBI4 0.952

Note: FL = Factor Loadings, CA = Cronbach’s Alpha, CR = Composite Reliability and AVE = Average Variance Extracted.

associate the technique with a negative image (Burton & 
Chadwick, 2009). Further, the results of this study show that 
EWOM affects the symbolic and experiential brand image 
of consumers. Managers can be advised to direct their efforts 
on encouraging consumers to disseminate positive EWOM 
communication about products, services, and brands. This 
can be achieved by requesting customers to write reviews 
on various online platforms, in return providing economic 
incentives like discount codes or free shipping for future 
purchases. Besides, the company should provide a variety 

of communication channels, where consumers can share 
negative feedback directly with the concerned people in 
the company, and quickly respond to and resolve these 
complaints.

It is imperative to understand the theoretical and practical 
implications of Guerrilla in the Asian context as the findings 
revealed that the perception of the EU consumers varies 
partly from that of Asian consumers regarding guerrilla 
marketing (Vasileva & Angelina, 2017). Many marketers 
are not aware of the power and effect of guerrilla marketing 
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Table 3: Descriptive and Correlation Statistics of Constructs of the Calibration Sample

Constructs Means SD EWOM SM GA AM CbA SBI EBI

EWOM 3.85 1.68 0.864 0.412* 0.454* 0.312* 0.213* 0.245* 0.567*
SM 3.32 0.95 0.718 0.031* 0.432* 0.344* 0.321* 0.451*
GA 4.24 1.32 0.803 0.311* 0.412* 0.463* 0.554*
AM 3.61 1.48 0.872 0.451* 0.490* 0.211*
CbA 3.79 1.09 0.800 0.541* 0.342*
SBI 3.56 1.64 0.747 0.544*
EBI 3.98 1.38 0.794

Notes: *Correlation significance at the level 0.01 (two-tailed). Diagonal highlighted figures denote the square root of the AVE between two 
constructs. To get discriminant validity, diagonal elements must be greater than off-diagonal elements.

Table 4: Hypothesized Direct Relationship and Structural Model Fit Indices

Relationship (regression path) Estimates CR p-value Decision

H1a: EWOM → Symbolic brand image 0.741 4.289 *** Supported
H1b: EWOM → Experiential brand image 0.754 3.785 ** Supported
H2a: Stealth marketing → Symbolic brand image 0.669 4.256 ** Supported
H2b: Stealth marketing → Experiential brand image 0.543 2.785 ** Supported
H3a: Graffiti advertising → Symbolic brand image 0.342 2.467 *** Supported
H3b: Graffiti advertising → Experiential brand image 0.246 1.956 ** Supported
H4a: Ambush marketing → Symbolic brand image 0.320 0.625 0.562 Not supported
H4b: Ambush marketing → Experiential brand image 0.124 0.498 0.734 Not supported
H5a: Clickbait advertising → Symbolic brand image 0.450 1.989 ** Supported
H5b: Clickbait advertising → Experiential brand image –0.322 2.384 ** Supported

Goodness-of-fit Indices Criteria Measurement
Model

Structural  
Model

χ2/df 2.164 1.914
Goodness-of-fit index (GFI) >0.95 0.912 0.934
Adjusted GFI (AGFI) >0.80 0.821 0.860
Comparative fit index (CFI) ≥0.95 0.945 0.955
Normed Fixed index (NFI) >0.90 0.956 0.913
RMSEA ≤0.05 0.048 0.039
PCLOSE >0.50 0.512 0.605

Notes: CR, critical ratio. ***p < 0.05, **p < 0.01, remaining all other path analysis are insignificant.

campaigns on the image and success of new product launches. 
In emerging markets of Asian countries with dwindling 
consumer-buying power and the limited marketing budgets 
of SMEs force marketing managers to opt for creative, cost-
effective marketing campaigns (Gkarane et al., 2019). This 
research was carried out to fill the gap in this unconventional 
method of marketing. As mentioned earlier, Asian countries 

have a higher percentage of millennial consumers, therefore 
the findings of this research have revealed several practical 
implications for business operators. First, companies with 
limited budgets for advertising and promotion can utilize 
one of the five guerrilla techniques like viral marketing 
(EWOM), stealth marketing, ambush, graffiti, and clickbait 
ads. Especially, stealth marketing, graffiti ads, and clickbait 
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ads may be used by SMEs to compete against the giants in 
the market. Many people in Pakistan and India have the habit 
of reading newspapers and magazines, therefore, advertisers 
can smartly make use of clickbait ads to divert the traffic to 
their desire blog or website to maximize viewership. Street 
graffiti is a common practice and a norm for small businesses 
in Asian countries namely Pakistan, India, Nepal, Bhutan, 
and Thailand. Companies and organizations can use street 
graffiti for the beautification of the city and show it as CSR 
activity by the company and smartly incorporate their brand 
name into the graffiti art, which can yield a favorable image 
in the minds of consumers. 

Consumerism is increasing in Asian countries and 
consumers lately have witnessed ad wars in Pakistan among 
companies in the Telecom, Banking, and Food sector. 
As per the findings of this research study, advertising and 
PR companies can suggest their clients to add one of the 
guerrilla marketing techniques along with the conventional 
campaign to show innovativeness of the company to 
enhance the symbolic and experiential brand image among 
the consumers. TV shows and movies are both very popular 
sources of entertainment watched by the audience in Cinemas 
and digital platforms (such as Netflix, Amazon Prime, etc.). 
Companies can utilize these popular mediums and covertly 
place their products and brand to subconsciously increase 
awareness to achieve the desired image in the market.

Previous studies show the effect of Ambush marketing 
in other countries. But in the Pakistani context, marketers 
should be careful in using ambush techniques for campaigns 
as they may lead to a negative impact on the brand image. 
The companies should rather become official sponsors 
or co-sponsor of the event to gain favorable symbolic and 
experiential brand image. The findings of this research 
facilitate entrepreneurs and managers of SMEs to gain 
valuable insights about the localization process by designing 
marketing campaigns through guerrilla marketing aimed 
at the cross-cultural target market. One of the significant 
contributions of this study is the conceptualization of 
guerrilla marketing and the brand image model into a 
measurable empirical phenomenon, including scales that 
other researchers can use in future studies.

6.  Conclusion

It can be inferred and concluded from the results and 
the hypotheses assessment summary (refer to Table 4) that 
consumers’ interest was inclined to unusual advertising 
in the most probable creative manner. The authors further 
observed from the survey results that consumers were more 
interested in ideas that were novel and out of the box. From 
these findings, it seems visual attractiveness and creativity 
are cherished by generation Y consumers in the marketplace. 
The guerrilla marketing strategy is cost-effective compared 

to a mainstream medium of communication, and it affects 
consumer purchase intention (Ahmed et al, 2020; Iqbal & 
Lohdi, 2015). The outcomes of the existing study contribute 
and support the scarce existing literature that non-traditional 
guerrilla marketing strategies may be a competent way of 
discovering consumers’ soft points. The final results contrast 
with the idea that guerrilla marketing communication 
techniques should be especially advantageous to small and 
medium enterprises (SMEs). 

During this research, the authors observed that viewers 
were keen to witness unusual advertising. Guerrilla 
marketing is a growing concept that many scholars around 
the world are testing. Hutter and Hoffmann (2011) have 
suggested moderating variables, such as a high-tech company 
vs. a food company. Guerrilla marketing technique can also 
be tested on online buying behavior, similar to when Fong 
and Yazdanifard (2014) conducted a study on how guerrilla 
marketing affects online shopping behavior. Caldwell et al. 
(2015) also suggested that GRT (Guerrilla Research Tactics) 
for mobile and cloud-based digital technology have proven to 
be effective in architecture or urban design and thus could be 
applied to other disciplines. Damar-Ladkoo (2016) examined 
guerrilla marketing in marketing fresh organic agricultural 
merchandise in Mauritius. Researchers have only analyzed 
direct path relationships. In future studies, authors can take 
into account more variables suggested by Ahmed et al. 
(2020), like brand awareness and technology as the mediator 
and moderator variables, respectively, between guerrilla 
marketing activities and consumers’ purchase decision.
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