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Abstract 

Guerrilla marketing is becoming more and more popular as an advertising method in the 

recent decade, but yet very little is known about the effect of this unconventional marketing 

method. It is not very clear how different markets (nationalities) will react and interpret 

messages hidden into particular guerrilla marketing campaign. For this reason, through 

selective literature research we chose eight variables, with the help of which we examined 

how prospective customers from UK, Netherlands, Sweden, Bulgarian (European group), 

Indonesia, Japan, India, China (Asian group) will interpret the guerrilla marketing campaign 

“A Dramatic Surprise on a Quiet Square”. The eight variables used are evoking unnecessary 

fear, nudity, sexism, confusion, entertainment, relevance, information content and 

transformational content. This study used quantitative method, more specifically t-tests, and 

analyzed results from 80 respondents (10 from each group of customers mentioned above) in 

order to test whether above mentioned respondents’ perception can show statistically 

significant difference. This study makes both theoretical and practical contribution to the 

existing theories of marketing, applied in internationalization stage of the development of 

new ventures. With the help of this study entrepreneurs will be able to gain valuable 

knowledge about one of internationalization processes by conducting marketing campaigns 

with the help of guerrilla marketing for cross-culture customers. The results showed that 

perception of the European customers differs partly from the perception of Asian customers. 

Keywords: Guerrilla Marketing, Interpretation, Perception, Cross-Cultural Marketing, 

Cross- Culture Customer, Advertising, Alternative Marketing. 
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1.Introduction 

Guerrilla marketing is a way of thinking. 

-Wensen 

This thesis is about the application of guerrilla marketing in new ventures and more 

specifically, it is researching the effects that this type of non-conventional marketing might 

draw upon the image of newly created companies. It is an interesting and important topic 

because, as written by Gabrielsson and Gabrielsson (2013), technological capabilities and 

innovations are important to companies, however marketing capabilities are even more 

important in the process of overcoming the challenges related to commercialization and 

foreign market entry. According to DeMers (2016), alternative forms of marketing are in 

their bloom of popularity nowadays and specifically, guerrilla marketing. In addition, many 

entrepreneurs do not know what guerrilla marketing is and how powerful the effect of such 

campaign might be for the new ventures. Both new ventures and multinational corporations 

(MNCs) intend to look for more interactive channels to engage with their customers and 

“stick out” in the modern, saturated of all kinds of products and services global environment. 

Tzoulia (2012) wrote that after firms had used all traditional media channels for their 

promotional purposes, they turned to the Internet and invented new forms of advertising.  

This is when guerrilla marketing comes at hand, because as Gruber (2004) states it “spends 

imagination instead of money”. At the same time, researchers like Oviatt and McDougall 

(1994) and Madsen and Servais (1997) are observing the phenomenon in which new 

ventures, in favor of Internet development, are not anymore following the classic 

internationalization strategy by Uppsala Model (Johanson and Vahlne, 2009),  but more and 

more “born globals”, operating in more than one market since the moment of their 

establishment. All of the above statements lead us to the next proposition: Guerrilla 

marketing messages are not universally and equally received by customers from different 

geographical backgrounds. We argue that cultural differences of the potential customers, 

exposed to guerrilla marketing campaigns, may lead to misinterpreting the message hidden in 

the campaign and therefore jeopardizing its effect. 

There are quite a lot of published research papers which raise the topic of guerrilla marketing 

used in new ventures. In 1984, Levinson was first to connect guerrilla marketing and its 

usage in startups. He wrote that guerrilla marketing is an unconventional marketing method, 
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based on time, energy and imagination instead of big marketing budgets (Levinson, 1984). 

Bhide (1994) underlined the effectiveness of guerrilla marketing when used to conquer niche 

markets. Baltes and Leibing (2008) also came to the important conclusion that guerrilla 

marketing campaigns are selling the idea of the product, but not the product itself, educating 

in this way its customers about the product by a very sophisticated and innovative method. 

Several researchers such as Levinson (1984), Hutter and Hoffmann (2011) also connected 

guerrilla marketing with the creation of word-of-mouth effect within the customers. Why is 

this important and what is the connection with niche markets? We think that guerrilla 

marketing will be actively used in crossing the chasm stage of the development of new 

ventures. The theory developed by Moore (2002) about Crossing the Chasm specifically gave 

relevant advices on how to conquer mainstream markets for tech companies: choose a 

specific niche market you can serve to fully and create buzz about your product there. This is 

particularly important in our century, when applications, new technological devices and 

gadgets fulfill a big share of the new ventures coming out and crossing the chasm philosophy 

serves as bible for doing marketing for tech start ups. 

Yet, very little is known about the topic this thesis is addressing. The study of Yuksekbilgili 

(2014) was made on 100 SME’s in the area of Istanbul, investigating their awareness and 

eagerness to use guerrilla marketing. In this study, less than one-fourth of the interviewed 

companies had a positive mindset towards guerrilla marketing. Looking at the study of Stasch 

(1999), where he interviewed 33 companies with the similar to Yuksekbilgili’s questions, 

researchers can see that about one-half of them were or are planning to apply guerrilla 

marketing. Comparing these two studies lead us to the thought that there are certain cultural 

characteristics, which make some customer types more responsive to guerrilla marketing than 

the others. But overall, there is a significant gap in the existing literature. This is problematic, 

because nowadays globalization has tremendous influence towards business according to 

Dunning (2014). Problems will most likely occur when entrepreneurs try to perform any 

specific marketing campaigns on cross-cultural customers. More specifically, researchers 

think that might happen with guerrilla marketing, which in most cases uses non-mainstream 

methods to deliver messages. Cultural boundaries may in some aspects intrude the contents of 

the message, which entrepreneurs are aiming to deliver. 
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1.1 Research Question and Aims 

This research is aimed towards creating a better understanding of the potential risks of 

guerrilla marketing, when this marketing method is used in international settings. We are 

motivated by the thought that although our planet is in the process of globalization and many 

aspects become universal, according to the CAGE (Cultural, Administrative, Geographic, 

Economic) Distance Framework created by Ghemawat (2001), distances like cultural and 

geographic, which are discussed in this thesis, are still of a great matter to the overall success 

of companies. Therefore, our research questions are: 

● Are guerrilla marketing messages perceived universally and equally by customers 

from different geographical backgrounds? 

 

 

1.2 Contribution 

This thesis makes contribution by its empirical findings about cross-cultural perceptiveness 

of ideas, displayed by guerrilla marketing. We found that close to this research is the study of 

Duc Dinh and Ngoc Mai (2016). They specifically conducted a research to find the 

correlation between guerrilla marketing and generation Y’s word-of-mouth behaviour using 

seven variables of guerrilla marketing such as clarity, surprise, aesthetics, humor, novelty, 

relevance, and emotion arousal. This study - using some similar variables e.g. relevance and 

entertainment - aims to contribute towards other perspective of the impression guerrilla 

marketing is leaving in cross-culture customers’ minds.  

This study also intends to contribute towards customers’ view of offensive advertising 

(Prendergast, Ho and Phau, 2002). Borrowing three of their variables e.g. evoking 

unnecessary fear, sexist and nudity, this thesis aims to display the view from European - 

Asian customers’ perspectives of elements of offensive advertising in guerrilla marketing. 

Contribution  is made as well to the complex question of cross-culture customers’ attitude 

towards online contents (Chau, et al., 2002). Borrowing five variables from this study will 

lead us towards contribution to the question of how cross culture customers perceive 

advertising, distributed via online channels. 
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1.3 Outline of the Thesis 

This thesis consists of six parts. The first part, Introduction, gives the reader insight of the 

topic of guerrilla marketing why it is important and interesting according to the 

entrepreneur's’ perspective. 

The second part, Literature Review, reviews the existing literature about the meaning of 

guerrilla marketing, its connection with new ventures, and critically analyzes the possible 

methods and situations in which it can be applied. In this part hypothesis for the research is as 

well developed, using variables from existing literature on marketing. 

The third part, Methodological Framework, meets the reader with the methodological 

framework which was applied, the set up of the questionnaire, the scope of the respondents, 

the methods set to process the collected data and also identifies the biases and our approach 

to deal with them and limitations occurred in this study. 

In the fourth part, Results and Analysis, are presented the results of this study. 

In the fifth part, Discussion, is given an analysis of the results from different perspectives, 

followed by discussion. 

The sixth part, Conclusion, is the final part of this thesis and its aim is to sum up all analyses, 

starting with the literature review and ending with results that we received. This part also 

proposes suggestions for further research. 

 

2. Literature Review 

2.1 Definition of Guerrilla Marketing 

The etymology of the term “guerrilla marketing” comes from Che Guevara’s (2002) book 

“Guerrilla Warfare”, in which he describes guerrilla warfare as unconventional method, 

which uses techniques that differentiate from the mainstream tactics, applied by the 

opponents. Levinson (1984) adapted this term in his first book “Guerrilla Marketing” 

dedicated to this unusual marketing method. He described this type of marketing as 

unconventional marketing method based on time, energy, and imagination, instead of big 

marketing budgets. 
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Guerrilla marketing focuses on gaining rapid attention and amplification through word-of-

mouth and represents low budget marketing in which innovation, daring, and wit are used to 

gain maximum attention, concentrating both on new and unusual means of communication 

(Dictionary of Marketing, 2016). Baltes and Leibing (2008) added that guerrilla marketing is 

based on selling specific attributes of products or services instead of their functional aspects. 

Not only introducing the products or services itself, guerrilla marketing delivers the 

emotional philosophy tied up with the products or services by proposing the idea that comes 

with it.  

Guerrilla marketing evolved through the years and nowadays marketers separate several 

types of guerrilla marketing, such as viral (buzz) marketing, ambush marketing, ambient 

marketing, sensation marketing (Hutter and Hoffmann, 2011). 

Moreover, Hutter and Hoffmann (2011) mentioned concepts developed by innovative 

advertising agencies such as regenerate marketing, covert marketing, diffusion marketing, 

under-the-radar marketing and vanguard marketing. However, all of those concepts in the 

opinion of the authors are basically also representing guerrilla marketing. 

Hutter and Hoffmann (2011) concluded that guerrilla marketing is not broadly described from 

academic point of view and therefore, when looking at theory, then guerrilla marketing is 

defined vaguely as a method to gain big results at low expenses. Unfortunately, theory lacks 

clear definition on whether a certain instrument belongs to the guerrilla marketing concept or 

not and this means that academic literature does not have a concept so far to differentiate 

guerrilla marketing campaigns from traditional marketing. 

The main purpose of the study of Hutter and Hoffmann (2011) is to explain in detail such 

effects of guerrilla marketing as surprise, diffusion, and low cost and connect it with various 

GM instruments. The results of their study can be briefly drawn with the help of the next 

table: 

Effect Effect’s Definition Instruments 

Surprise Direct customers’ attention to 

the advertising message because 

they are surprised by the action. 

Ambient (outdoor, street) and 

sensation marketing, both of which 

place advertisements at unexpected 

for the customer locations. 
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Diffusion (word-

of-mouth) 

Voluntary spread or diffuse the 

message because customers are 

thrived by it. 

Viral (buzz) marketing; Guerrilla 

PR; Flash mobs; Videos in social 

media. 

Low cost Combined together diffusion 

effect and the ways in which 

GM campaigns are implemented 

lead to low monetary efforts. 

Ambush marketing, in the 

definition of Meenaghan (1994) it 

is “a practise, where another 

company intrudes upon public 

attention surrounding the event, 

thereby deflecting attention toward 

themselves and away from the 

sponsor”. 

 

Table 1: GM's effects, their definitions, and instruments for implementation according to Hutter and Hoffmann 
(2011) 

Looking back to the “father of guerrilla marketing” Levinson (2007), then in order to 

accommodate clearer explanation of what guerrilla marketing really is, he created the 

following characteristics, which distinguish traditional marketing from guerrilla marketing: 

1. Traditional marketing has always preached that to market a product properly, 

marketer has to invest money, while guerrilla marketing preaches that marketer can 

make equally meaningful campaign, if he/she is willing to invest time, energy, 

imagination and information.  

2. Traditional marketing evaluates its performance by sales volume, traffic at store 

locations and conversion rates of purchases on the website. On the other hand, 

guerrilla marketing reminds you that the main number you have to focusing on is the 

size of your profits. 

3. Traditional marketing suggests to find which competitors a firm has to eliminate, 

while guerrilla marketing suggests to determine businesses, which have the same kind 

of prospects and standards as your company does, so you can cooperate with them. By 

doing a joint, your company can both expand its marketing reach and reduce its 

marketing cost at the same time. 

4. Traditional marketing focuses on what it could take from the customer. Guerrilla 

marketing also has a full understanding of importance of the customer, but it also 

concerns with what they can give to them. 

5. Traditional marketing is for big businesses. The soul and the spirit of guerrilla 

marketing are small businesses. 
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There are some disagreements about the nature of guerrilla marketing among the researchers 

as well. Basic marketing theory tells us that there are four parts of the marketing mix - 

Product, Price, Place, Promotion - also know as the 4Ps. Based on that fact, Klepek (2007) 

claimed that guerrilla marketing cannot be considered as a type of marketing because it is 

playing only with the Promotion part. Controversial to this claim is the research of Mughari 

(2011) who made an analysis of guerrilla marketing and traditional marketing, applied for the 

purpose of improvement of organizational marketing in companies. The study was positive 

about the integration of guerrilla marketing and traditional marketing and its relation to the 

improvement of the organizational marketing in the examined companies. 

When speaking about guerrilla marketing mix, then according to Schulte (2007), its 

distribution of the 4Ps can be illustrated as follows: 

 

Figure 1: Marketing mix of Guerrilla Marketing according to Schulte (2007) 

An important outcome of the work of Stasch (1999) is the suggestion that guerrilla marketing 

is more efficient for companies, which serve a well-defined segment and have short 

distribution channels. Similar is the statement of Bhide (1994), in which he underlines the 

importance of building brand awareness in niche markets through guerrilla marketing.  

Guerrilla marketing addresses the emotional ideology, bound with the product, which was 

already mentioned above. In most cases, these campaigns are selling the idea of the products, 

not the products itself (Baltes and Leibing, 2008). Therefore, it is relevant to make an 

assumption that guerrilla marketing campaigns are a perfect choice for startups, which 
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introduce new ideology, like for instance social entrepreneurship ventures or products, 

suggesting extreme change in the lifestyle and here it is also possible to draw connection with 

Moore’s (2002) concept of Crossing the Chasm. The work of Baltes and Leibing implies the 

opportunity of turning to guerrilla marketing for ventures in the field of information services. 

Very similar is the thought behind the paper of Galer-Unti and Regina (2009), which 

concerns the issue of health policy change. The researcher in the field of public health is 

proposing to use guerrilla marketing to raise health awareness and even uses basic guerrilla 

marketing principles to create some examples of possible campaigns in the area of public 

health. 

Not every effect of guerrilla marketing is a congenial one. In fact, Prevot (2009) described 

three types of effects of guerrilla marketing: positive, neutral, and negative ones. In his study 

he describes the case of Aqua Teen Hunger Force campaign, where a threat alert about a 

suspicious device caused a massive panic in Boston. However, the alert was a part of a 

guerrilla marketing campaign, developed by Turner Broadcasting Systems to promote their 

cartoon show Aqua Teen Hunger Force. In this case, effect of viral marketing or word-of-

mouth was undeniably achieved. In addition to that, Turner Broadcasting Systems also 

received a fine for one million dollars and the reputation of the company was tarnished. This 

is one of the cases of guerrilla marketing campaigns, which received not only positive (the 

cartoon show Aqua Teen Hunger Force was a great success) effect, but also negative. Should 

a guerrilla marketing campaign endanger, or in any way, inconvenience potential customers, 

then the net effect on brand equity will be negative (Prevot, 2009). As another example of a 

similar campaign, which caused negative feedback can be described Burger King campaign, 

in which the restaurant placed stickers on bus schedules to indicate the closest restaurant. The 

campaign was considered as an act of vandalism. 

Ay, Aytekin and Nardali (2010) wrote that guerrilla marketing strategies that are developed 

without consideration of certain principles and especially guerrilla ads cause serious ethical 

problems. This affects the marketing efforts of businesses in a negative way and means that 

guerrilla marketing campaigns should be considered from an ethical point of view before 

launching. The paper looks deeply into the societal effects of five different guerrilla 

marketing campaigns and concludes that some of guerrilla advertising implementations that 

are prepared and executed without certain boundaries may lead to ethical problems. 

Advertisements, which use fear-appeal, irritate the customers and distract attention in 
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important situations (e.g. driving a vehicle) may reduce the effectiveness of advertising in 

general and be problematic in ethical terms. Moreover, ambient marketing campaigns may 

intrude into zones, which are genuinely free of commercials and therefore cause a negative 

effect into the targeted consumers (Kimmel, 2005). Firms should continue to search for 

creative ways to connect with their customers, but they have to implement these new 

strategies in a more responsible manner because the ethicality of a guerrilla ad is measured by 

its consequences (Ay, Aytekin and Nardali, 2010). 

 

2.2 Culture in Marketing Context 

Globalization and universalism of cultures in marketing 

One of the foundation stones of the research conducted in this thesis is the claim that culture 

leaves consequences on the way customers perceive brand’s image. It is possible to find great 

collection of evidence about that in the literature. De Moоij (2010) wrote that culture values 

are the core of consumer behaviour and therefore for companies that want to succeed in the 

global market, it is necessary to understand the influence of the culture. In her book she is 

also opposing the mass development of the term “global village”, which is connected with 

globalization and means that marketers assume that in the present century there exists 

unification of the tastes of the customers and they also presume that everyone drives the same 

cars, eats the same food, and spends their spare time in the same way and so on. There are 

several examples of universally used marketing campaigns, which failed because they didn’t 

managed to read carefully the local norms and standards. Bacardi Breezer campaign, showed 

in the Netherlands referred to the product as “tomcat” and the translation to Dutch of this 

word means “hangover”. Universalism don’t work out even in Europe, where it might seem 

like customer tastes are pretty much harmonized. In 1997 the global apparel brand C&A 

stopped localizing its advertising campaigns and started using universal strategy for each 

country in Europe and as a result of that, in 2000, the company had to close its divisions in 

UK and Ireland because “the taste of British and Irish consumers is different than those of 

continental Europeans” (De Mooij, 2010). 

De Mooij thinks that the spread of global symbols like McDonald's, Coca-Cola, Starbucks, 

etc., which some other scientists like Akaka and Alden (2010) refer to us the  phenomenon of  

a birth of Global Consumer Culture (GCC), does not necessarily mean homogeneity of 
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customer’s values and preferences in total. Speaking of homogeneity, there is no empirical 

evidence that the increased global mobility in the recent ten years will make customers 

equalize (De Mooij, 2010). However, many marketing specialists that work in international 

setting are convinced that their ideas and methods represent universal wisdom and try to 

apply them on everyone. This practise is totally inappropriate and according as well to the 

CEO of Saatchi & Saatchi, advertising agency, Kevin Roberts, who states “Anyone who 

wants to go global has to understand the local. People live in the local. I’ve never met global 

customer. I never expect to. We define ourselves by our differences. It’s called identity - self, 

family, nation.” (De Mooij, 2010).  

While De Mooij is a clear anti-globalist, other researchers like Levitt (1993) claim that the 

emergence of GCC actually means extreme universalization of customer preferences 

globally. Furthermore, Tharp and Jeong (2001) think that companies should choose to focus 

on the global aspect of their brand and values it provides along with it in the different 

cultures, than adapting it to the local taste. Here it is relevant also to mention the constant 

debate in the literature concerning “standardization versus adaptation” in intercultural brand 

promotion. Among the researchers, there are three vividly identified different opinions on this 

question. Agrawal (1995) wrote about the first one, pro-standardization, which argues that the 

standardization method focuses on the similarities of the consumer and more importantly, is 

cost-saving, because it allows to perform economies of scale. He also characterized the 

second one, pro-adaptation, as a method in which, nation and culture specific aspects should 

be considered in building international marketing strategy. Agrawal (1995) as well identifies 

third option: combination of standardization and adaptation and more importantly, in his 

opinion, the combination of these two approaches should depend on the case’s context, 

culture and circumstance. Some researchers, like Jiang and Wei (2012) also mention the term 

“glocalization”, which means similar to Agrawal’s (1995) definition of combinative strategy, 

applied in order to achieve the best possible results. Jiang and Wei (2012) stated that MNCs 

are more likely to use that kind of strategy in which glocalization means globalized creative 

strategy and localized execution. 

On the other hand, Alden, Steenkamp and Batra (1999), building upon the theory of GCC, 

differentiate between global consumer culture positioning (GCCP), foreign consumer culture 

positioning (FCCP) and local consumer culture positioning (LCCP), which is distressed in 

this research. LCCP is particular marketing strategy that associates the brand with local 
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cultural meanings and reflects the local culture’s norms and identities. It is portrayed as 

consumed by local customers in their national surroundings and could be also characterized 

as locally produced for local customers, almost always integrated with the local language.  

Summing up all the above theories and statement, it could be certainly said that there is no 

comprehensive approach on the definition of culture in marketing, moreover, in one of the 

marketing’s P’s - advertising or promotion. Different researchers possess contrasting 

assumptions on standardization and universalism. 

 

Consumer Culture Theory 

Hence, it is important to mention as well the Consumer Culture Theory (CCT). Belk, Price 

and Penaloza (2013) stated that behavioural choices and practices are result of social and 

cultural phenomenon and not of economic or psychological. The theory as well “refers to a 

family of theoretical perspectives that address the dynamic relationship between consumer 

actions, the marketplace, and cultural meanings.”. Arnould and Thompson (2005) wrote that 

CCT research explains such dynamics in customer’s behaviour like brand loyalty, customer 

lifestyles, retail experiences, advertising information processes, customer satisfaction and 

customer involvement. This statement proves that advertising information processes, touched 

in this thesis, are perceived asymmetrically by customers with different cultural backgrounds. 

 

Definition of Culture 

But how it is possible to actually define culture? Back in 1945 Linton wrote that culture is 

“configuration of learned behaviour and results of behaviour whose component elements are 

shared and transmitted by the members of a particular society”. Unfortunately, almost all 

definitions, given by anthropologists are as vague as the one of Linton. Child and Kieser 

(1997) said that “cultures may be defined as patterns of thoughts and manners which are 

widely shared”, which corresponds to the Goodenough’s (1981) “culture is a set of beliefs or 

standards, shared by a group of people”. What all of these scientists think in common is that 

culture is shared by a group of people values. 

Speaking of definition of culture in the context of this thesis, it can be clearly stated that for 

the authors culture equals nationality. Linking anthropological and business studies is 



14 

possible with the explanation of Business Dictionary in which culture is explained mostly 

applicable to our opinion as “A set of norms, behaviours, beliefs and customs that exists 

within the population of a sovereign nation. International companies develop management 

and other practices in accordance with the national culture they are operating in.” 

 

2.3 Interpretation in Marketing Context 

Guerrilla Marketing as Advertising Instrument 

According to Hutter and Hoffmann (2011), guerrilla marketing is a set of different innovative 

advertising instruments, which aim at gaining a large effect with a small budget. Therefore, 

there is a necessity to have a deeper comprehension on the nature of advertising and the 

manner in which ad designers deliver their message within advertisements in order to 

understand the way guerrilla marketing leaves marks on customers’ mind, in which it is being 

interpreted. Advertisement has its own way to convey the message to the consumers. It 

mainly makes use of language, but under certain circumstances, it uses also pictures, motion, 

or music transformation because the advertiser found them to be more effective in delivering 

the message than the language itself (Xu and Zhou, 2013). Advertisement also makes use of 

metaphor, pun, or humor (McQuarrie and Mick, 1996) and consumers are likely to develop 

implicatures to examine the message context and draw from relevant stored knowledge 

(Sperber and Wilson, 1986).  

Often advertisements do not promote either products or services in such direct manner. Ad 

designers predominantly put their concern more on how to amuse consumer - setting a puzzle 

for them to solve - or demonstrating their own finesse (Xu and Zhao, 2013). Advertisers do 

not convey the message explicitly - Phillips (1997) gave the example of a symbol of a teddy 

bear, which is used to sell fabric softener. Consumers are realizing that the image of teddy 

bear is not supposed to be taken literally; that the advertiser does not aim for the customers to 

think that the teddy bear is going to soften their clothes, but the bear itself is just a symbol of 

softness and gentle effect.  

The way consumers interpret advertisement is affected by a number of variables. According 

to McCracken (1986) and Phillips (1996), cultural knowledge may enable consumers to rely 

on the meanings from advertising. Phillips (1997) also gave example of the butterfly in the 
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Aussie, shampoo brand, which indicates meaning of beauty, according to the Australian 

culture beliefs. Advertisers may be occasionally using some cultural attributes to let their 

consumer examine the message through its relevance to their culture background. However, 

the problem will most likely occur when the cross-culture product assembles one specific 

advertisement to the cross-culture customer with cultural attributes in it. 

Furthermore, Hatzithomas, Zotos, and Boutsouki (2010) examined how differences in 

cultural values affect both customers’ motivation and advertisers’ objectives in the usage of 

humor in advertisements. According to their research, Hofstede’s (1984) cultural values 

model is the most prominent models to outline cultural dimension that interpret differences in 

diverse cultural environments (Kirkman et al., 2006) in marketing and advertising 

perspective. Study of Hofstede consists of six national cultural dimensions - power distance, 

uncertainty avoidance, individualism/collectivism, masculinity, long vs short-term orientation 

and indulgence. These five dimensions are believed to have influence on the way how 

consumers perceive humor. UK customers, with higher individualistic level and lower 

uncertainty avoidance showed rapid usage of humor in their advertisement, therefore 

advertisement from UK had been described as the least intrusive ads in the world (Bernstein, 

1986). Koudelova and Whitelock (2001) furthermore found that UK and Czech TV 

advertising showed fair number of prevalence, while United States used high percentages of 

puns and also France used high percentages of puns (Biswas et al., 1992).  

The usage of humor in advertising carries along number of risks for the way it is being 

interpreted. Meyer (2000) believes that usage of disparagement in humorous advertisement is 

the riskiest form of humor, as it may annoy and aggravate consumers when it exceeds the line 

from tolerance to offensiveness. Collectivistic cultures with higher uncertainty avoidance 

give more positive response to humorous advertisements when the arousal safety process uses 

a safe judgement (Lee and Lim, 2008) and offensive humor is considered funnier in low 

uncertainty avoidance than in high uncertainty avoidance cultures (Kalliny et al., 2007). Also, 

according to Chan et al. (2007), countries with collectivistic culture are less favorable to 

offensive advertisements than countries with individualistic culture.  

The degree of relevancy also affects consumer interpretation. Xu and Zhou (2013) conducted 

a study to examine the application of the relevance theory in advertising interpretation. 

Relevance theory was proposed by Sperber and Wilson (1995), who had agreed with the 



16 

model addressed by Grice (1975), saying that communication is not an encoding and 

decoding process alone, but  it is as well conducting of getting inferences with context. The 

sender, they stated, would try to signify that the message, which is carried along have 

relevance with receivers’ interest. Relevance has degrees, however, which can be measured 

by the effect of the input and the effort that is needed to get those effects. When a message is 

understood with less effort, it indicates higher level of relevance.  

One of the main ideas of relevance theory is that context is not fixed deliberately of the 

comprehension process; it is retrieved on constructed assumptions during the interpretation 

process. It indicates the importance of the role of the consumer in processing a message. 

Regardless the efforts, which advertisers have put to ensure their ad have sufficient level of 

relevance, consumer might still ruin the whole interpretation processes. Especially when 

talking about cross-culture consumers, all of which possess different background, norms, and 

values. Diverse concepts they carry along will more or less affect the way they interpret a 

message, or in this case, an advertisement. Thus, relevance theory provides an ideal tool for 

analyzing the process of the advertising communication, since it emphasizes the interaction 

between cognitive psychology, mental deductive functions, and grammatical processes, and 

the effort of audience invests (Xu and Zhao, 2013). 

 

2.4 Research Variables 

Digging deeper in the literature dedicated to advertising, it is possible to identify the 

following variables, which are central points of research in this thesis: 

According to Prendergast et al. (2002) increasing number of cases have been appearing in 

recent years, where consumers were so offended by some advertisements, which contained 

element of Nudity, that they put pressure on the advertisers to change their advertisements, 

encourage media to stop showing the ads or even boycotted the company and its products. 

Their study furthermore discovered that most of the consumers think that advertisement, 

which adopted sexist, indecent language, and nudity would likely make them feel offended. 

The study strengthened what Belch et al., (1981) and LaTour (1990) stated that strong stimuli 

in some advertisements - e.g. nudity and sexual context - may produce a physiological 

arousal response and corresponding negative cognitions. However, regardless of what they 

have discovered, according to Stephanie Pappas (2012) since 1983 the percentage of 
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advertisements containing sex appeal is still increasing, from 15 percent to 27 percent by 

2003. Therefore, we would like to find out whether cross cultural consumers have different 

kind of perceptiveness towards nudity and sexist elements in advertisements, or in this case, 

guerrilla marketing campaign.  

Number of studies have been conducted to observe how women are generally portrayed in 

media and advertising and how Sexism content is used in advertising. They found that women 

are very often portrayed as dependent sex objects, found mostly at home and having a high 

interest in physical beauty (Ford et al., 1998). Kacen and Nelson (2002) found in their study 

that gender portrayals in print advertising media remain disappointingly sexist, stereotypical, 

and limiting women’s power. Plakoyiannaki, Mathioudaki, Dimitratos and Zotos (2008) 

furthermore found that in online advertising worldwide, women are generally portrayed in a 

stereotypical way, supporting the notion that sexism is prevalent. 

According to LaTour, Snipes, and Bliss (1996) the use of fear appeal is quite popular and 

shows increasing number of implementations each year, therefore we here can speak of 

another variable - Evoking Unnecessary Fear. It might be caused by the discovery of many 

advertisers of the increasing level of interest and persuasiveness of the individuals when fear 

appeal is used (Hyman and Tansey, 1990; Higbee, 1969; King and Reid, 1990), and 

furthermore some empirical studies show that customers better remember and more 

frequently recall ads that portray fear than warm, or upbeats, or less emotional ads (Hyman 

and Tansey, 1990). It is still in debate, however, according to some other studies, that 

invoking too much fear will cause feelings of anxiety, which causes individuals to avoid the 

ad (Higbee, 1969), whilst some studies show that relation between the emotional response of 

fear and persuasion mostly appears to be positive (Boster and Mongeau, 1984; Rotfeld and 

Parsons, 1989; Sutton, 1982). Looking at the contradictive opinions, we feel the necessity to 

find whether evoking fear would gain different kind of perception from cross-culture 

consumers. 

Lastovichka (1983) says that Confusion is the degree to which the commercial is perceived as 

being misunderstood. 

According to as well Lastovichka (1983) Entertainment is an overall positive evaluation or 

feeling, opposed to irritation, of the commercial’s execution. 
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Relevance is questioning the meaningfulness of the ad and its product with respect to the 

viewer’s needs (Lastovicka, 1983). 

Lastovicka (1983) borrowed the three variables Confusion, Entertainment, Relevance from 

the Three Exposure Theory of Krugman (1972). He claims that these measures are 

corresponding to the “What of it?”, “What is it?” and the opposite of “What do they think I 

am?” customers’ reactions, about which Krugman suggest that lie beneath every cognitive 

response to advertising. Furthermore, Lastovicka (1983) states that these three variables are 

useful managerial tools when making advertising message format decisions 

Information Content is the degree to which advertising presents factual, relevant information 

about the brand, presents information, which is important to the potential customer and 

presents data, which the consumer accepts as being verifiable (Puto and Wells, 1984). 

Transformational Content, on the other side,  is the degree to which advertising makes the 

experience of using the product richer, warmer, more exciting, more enjoyable and connects 

the experience of the advertising tightly with the experience of using the particular brand 

(Puto and Wells, 1984). 

Puto and Wells (1984) have defined Information Content and Transformational Content as 

two descriptive variables for classifying advertising, according to the course, in which they 

influence customers’ perception of their content. They also stated that one of the main issues 

in the field of marketing and advertising research is the size to which the customers’ 

information about the product is enlarged against how their perception of the product is 

transformed. 

 

2.5 Hypotheses 

In the academic literature, there exist various judgements of different researchers on the 

emphasis of the cultural context in marketing, and more importantly in advertisement. As 

stated above, some of them insist on the spread of global customer syndrome or GCC, while 

others claim, that glocal (combination of local and global) and local types of customers are 

the phenomenons, which will influence the course in which businesses will do marketing. 

These processes include as well the course in which guerrilla marketing advertisement will 

flow. At the same time, some cases, where unified marketing campaigns failed exactly 
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because they were not localized, were described above. These facts leads to the assumption 

that unified guerrilla marketing strategies are also in potential danger.  

Some studies stressed the relationship of how culture affects the performance of advertising. 

Culture dimensions, addressed by Hofstede helped former researchers to define the 

perceptiveness of humor carried in advertisement, saying than uncertainty avoidance and 

individualistic/collectivistic culture occupy great role in the works of advertisers objectives 

and consumer interpretation. Furthermore, the relevance theory described how 

comprehension processes within advertising cycle processes are affected by the degree of 

relevancy. It leads to presumption that guerrilla marketing as a set of advertising instruments  

that carries potential risk of being misinterpreted by cross-culture consumer, who carries 

different point of views of interpretation. 

Summing all the raised above issues, it is relevant to formulate the following null and 

alternative hypotheses, which will serve as a guideline for the research, conducted in this 

study: 

H0 : Means of the following variables of guerrilla marketing advertising are equal in the 

perception of European and Asian customers: 

a. Evoking unnecessary fear 

b. Nudity 

c. Sexism 

d. Confusion 

e. Entertainment 

f. Relevance 

g. Information content 

h. Transformational content 

 

H1 : Means of the following variables of guerrilla marketing advertising are not equal in the 

perception of European and Asian customers: 

a. Evoking unnecessary fear 

b. Nudity 

c. Sexism 

d. Confusion 

e. Entertainment 

f. Relevance 

g. Information content 

h. Transformational content 
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3. Methodological Framework 

This particular chapter is designed to help the reader get a clear depiction on the 

implementation process of the conducted study. The study wishes to discover the correlation 

between consumers’ cultural backgrounds and their perceptiveness towards a promotional 

campaign, conducted with the help of guerrilla marketing. It contains the whole process - 

starting from when we were looking for appropriate research design up to the questionnaire 

deployment stage, and until the final result finally obtained. The chapter includes as well the 

limitation and its reliability and validity. 

 

3.1 Research Methods 

Quantitative Research 

This study operates largely with quantitative research method. Quantitative method paradigm 

highlights the importance of generalizability and reliability (Henn et al., 2006). Demirel, 

Ayvaz and Koksal (2005) investigated doctoral dissertations made between 1995 and 2005 

and found, that researchers prefer to use quantitative rather than qualitative approaches in 

their studies. We specifically chose to use quantitative research because it allowed us to 

quickly gather and analyze data. Also, we found it very convenient that it is possible to use 

random sample, and the results of the survey, made on this particular sample, can be 

generalized on the whole population. We initially planned to conduct focus group discussions 

about certain guerrilla marketing video with available in our network respondents, however, 

some time after this initial thought we decided against it for several reasons. First, focus 

interviews are time consuming for both respondents and researchers. Second, we aimed at 

more precise and specific research goals and because of that neglected qualitative research 

methods and just before the start of the research decided to use quantitative method, more 

specifically survey-based strategy. Surveys, and more specifically, questionnaires are a good 

choice because each respondent is asked to give answers to the same questions and by this 

provide efficient way of collecting responses from a large sample (Saunders, 2011). The 

research design was organized as following: respondents were asked to watch a short video of 

guerrilla marketing chosen by us and then fill a short survey - everything was done online. 
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Data Collection 

As quantitative research emphasizes its paradigm in generalizability and repeatability, it is 

very essential to identify the sample size (Karasar, 1999). We gathered our sample using 

snowball method, a non-probability method of sampling, where the respondents are 

themselves used to recruit further respondents from their social networks (Oxford University 

Press, 2016). Although snowball sampling usage mainly is known for seek a hard-to-reach 

group, such as drug users or homeless persons for instance, we found that using this method 

was fairly effective for the conducted study, because it gave us the opportunity to gather the 

necessary data fast, as we had very strict limitation in time. In order to achieve our aimed 

respondents, firstly we contacted persons that we know already - family, friends - who 

originate from either one of eight countries we addressed before, using personal kind of 

communication channels such as WhatsApp and Facebook Messenger. As the respondents we 

contacted agreed to fill in the questionnaire, we asked them as well to spread the survey to 

respondents, they are familiar with, who originate from the same country. Facing the 

difficulty to reach the necessary amount of respondents, we aimed to achieve, we posted the 

survey’s link also to the groups, which we are members of, named:  

● Master’s in Entrepreneurship uu16-17 

● International Students of Gotlands Nation 

● Norrlands Nation Worker 

● Uppsala University Buy and Sell 

We also contacted some of the members of these groups via personal message in order to get 

certain confirmation, that they have filled in the questionnaire. We used as well a special 

group in Facebook named Survey Sharing 2016/2017, where people are able to exchange 

their questionnaire from which we filled our sample and got additional answers as well from 

respondents from Germany, Spain, Serbia and Finland.  

 

Threats of Reliability 

Common Method Variance is identified as a potential problem related with research, 

especially in studies involving self-reports such  as questionnaires, surveys, and interviews 

(Richardson et al., 2009). According to Campbell & Fiske (1959) and Podsakoff et al., 

(2003), it refers to variance attributable to measurement method, rather than the construct or 
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constructs purportedly represented by the measures. We are fully aware that this thesis has 

probabilities of biases appearance. Errors and biases may occur within the process of survey 

distribution or during the time, when respondents are answering the questions. To prevent 

getting unreliable answers from respondents, we took some precaution actions in order to 

secure the credibility of this study. They are following: 

- Counterbalace or the order of the questions (Reio, 2010). In the survey we created, 

one or two questions have been chosen for every variable we wanted to test. We tried 

to keep  the balance for each variable, preventing the certitude level difference. We 

reached that by mixing the questions, which also helped us to avoid that the 

respondents will guess what kind of answers we were looking for.  

- Clear instruction for completing the measure (Nunnaly & Bernstein, 1994; Podsakoff 

et al., 2003). We certainly put clear instructions, that firstly respondents ought to 

watch the video - through link available in the survey - before they began to fill in the 

survey itself. Questions were clearly formulated and caused minimum 

misunderstanding in order to prevent confusion among the respondents. 

- Clarity and precision (Reio, 2010). Scale items used in this study were written very 

clearly and precisely in the survey, so that respondents can read it before they begin to 

answer the question. It is mandatorily done in order to prevent bias.  

- Anonymity (Reio, 2010). No question have been put in the survey, which could 

indicate respondents’ identity in order to prevent dishonest answers.  

- High-considered selection of distribution time. We made sure that we did not 

distribute the surveys early in the morning (when respondents could be possibly in a 

rush of getting to school, university, or work), before lunch time, or too late in the 

night. We distributed the surveys during lunch time or around 20.00 - 21.00, when 

respondents would be in a proper mood or free of any mandatory activities.  

- Well-mannered kind of distribution. We always ensured that we showed gratitude in 

advance, and gave no impression that we force the respondents to fill in the survey or 

gave any pressure for them to do it in hurry. We consider that respondent, who is 

having bad mood will most likely not leave a reliable answer when filling in the 

survey. 
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Set Up of the Questionnaire 

In order to meet the respondents with the aim and explain the topic of the research, the survey 

was distributed with a cover letter. The idea behind the cover letter was to set the respondents 

on a positive note. Qualifier questions, which helped us to cluster the respondents, were given 

before the core questions. 

Scoring system used for the questionnaire was Likert scale, which is defined as a standard 

measure of the attitudes of individuals in relation to a specific topic (Oxford University Press, 

2015). The scale is widely used in social science research and consists of a list of related 

attitudinal statements, which respondents are asked to rate on a 5-point scale. However, we 

decided to use 6-point scale, instead of 5-point, which is usually used in similar surveys, 

because we were trying to avoid central tendency, which happens when 5-point scale is used 

and gain higher discriminatory power (Prendergast, Ho & Phau, 2002). Last question of the 

survey was open end question and was voluntary. 

For the categorization of the questions a combination of two different studies was used. 

Prendergast, Ho and Phau (2002) in their paper A Hong Kong View of Offensive Advertising 

developed a measuring method for testing offensive advertising. The second section of the 

questionnaire listed seven possible reasons for an advertisement to be seen as offensive, such 

as Sexual Connotations, Evoking Unnecessary Fear, Sexist, Cultural Insensitivity, Indecent 

Language, Subject Too Personal, Nudity, which were originally based on Belch et al. (1981) 

and LaTour (1990). Bearing in mind the context of the video chosen, we selected reasons 

Evoking Unnecessary Fear, Sexist and Nudity and based the first part of the questionnaire 

around them. For the second part of the questionnaire, we borrowed five variables from the 

paper Cultural Differences in the Online Behaviour of Consumers by Chau, et al. (2002). 

These authors measured how different cultures use the web with the help of these five 

variables: 

● Relevance 

● Confusion 

● Entertainment 

● Information Content 

● Transformational Content 
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The following table creates a better understanding of how the questions, created by Chau, et 

al. (2002) were modified in order to be applied in this study: 

Variable Original Survey Questions Modified Survey Questions 

Relevance 

“As I browsed the Ford website, I 

thought about how a Ford might 

be useful for me.” 

“After watching this advertising, I 

thought that I liked TNT Channel.” 

“I felt as I thought I was right 

there in the website experiencing 

a Ford.” 

“I think that this advertising helped 

me experience TNT drama.” 

Confusion 

“The Ford website was too 

complex.” 

“This advertising is too complex to 

understand.” 

“I was not sure how to find what I 

needed on the site.” 

“I am not sure about what this 

advertising means.” 

 

 

Entertainment 

“The Ford website was lots of fun 

to browse.” 

“This advertising was lots of fun to 

watch.” 

“The Ford website was not just 

selling - it was entertaining and I 

appreciated that.” 

“This advertising was not just 

selling - it was entertaining and I 

appreciated that.” 

Information 

Content 

“I learned something from this 

website that I didn’t know before 

about Ford.” 

“I learned something from this 

advertising that I didn’t know 

before about TNT.” 

“The website was very 

informative.” 

“The advertising was very 

informative.” 

Transformational 

Content 

“It is hard to put into words, but 

this website leaves me with a 

good feeling about using a Ford.” 

“It is hard to put into words, but 

this advertising leaves me with a 

good feeling about TNT Channel.” 

“A Ford fits my lifestyle very 

well.” 

“TNT fits my taste very well.” 

 

Table 2: Original and Modified Survey Questions 

Questionnaire, along with cover letter and qualifier questions, can be found in the appendix. 

 

Respondents 

Respondents were mainly selected from two of the biggest ethnic groups existing in the world 

- European and Asian. European section contained of ten residents of each of these countries: 

UK, Netherlands,  Bulgaria and Sweden, whilst Asian section contained of ten residents of 

each of these countries: India, China, Japan and Indonesia. The degree of intra-country 

homogeneity is different in each country in the world, however, for the countries chosen for 

this study, it is relevant to claim certain level of homogeneity. Some regional and cultural 
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differences could be found in some of the countries, but not any of significant variance 

(Onkvisit and Shaw, 2004). In other words, there were eighty questionnaires distributed to 

equal number of Asian and Europeans. These eight countries were chosen because they have 

both similarity and some extreme differences. Study conducted by Hofstede (1980) showed 

the rank of each country based on six dimensions - Power Distance (how society is reacting 

to power distribution or hierarchy), Individualism (the degree of interdependence a society 

maintains among its member), Masculinity (whether society is driven by competition, 

achievement and success or personal happiness), Uncertainty Avoidance (the way society 

deals with the questions that the future can never be known), Long-Term Orientation (how a 

society is maintaining links with its own past, while dealing with the challenges of the present 

and the future), Indulgence (the extent to which society members try to control their desires 

and impulses).  

The study displays the big gaps, for example, between Japan and Sweden; United Kingdom, 

and China in Uncertainty Avoidance score - regardless the fact that Japan and China are in 

the same continent - Asia.  A similar great distinction appeared also between Netherlands and 

United Kingdom in Individualism. We grouped Netherlands, Sweden, Bulgaria, United 

Kingdom versus Indonesia, India, Japan, and China. Variance of scores that each country has, 

constructs sizeable expectation for interpretation variety, generated by this study. 

Respondents were taken from diverse age level with any occupation and religion background 

in order to gain broader and solid results. The questionnaires’ aim was to observe the 

difference between Asian and European interpretation of guerrilla marketing video. It was 

distributed to the selected respondents online. 

 

Video of Guerrilla Marketing 

The video chosen to be displayed to the respondents of the survey was “A Dramatic Surprise 

on a Quiet Square”. It was created for the TV channel TNT in 2012 to promote its launch in 

Belgium by the creative agency “Duval Guillaume Modem”. Advertising was shot in a real 

time and the observer's reaction is not acting. The scenario is the following: no one really 

expects something to happen on this quiet square in the calm Belgian town Flanders. There is 

a button in the middle of the square with а label on it “Push to add drama”. When this button 

is pushed, the next actions begin: an ambulance arrives and takes out a dying old man from 
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his building, but do not manages to set him properly in the car, because of which the 

ambulance stops, but then a biker bumps into the open door of the ambulance car. The biker 

gets into a fight with the medical worker and at the same time a lady in red underwear on a 

motorcycle arrives, as well as а jeep car, after which a police car. There is a shooting. The 

jeep, police car and the ambulance start a persecution, after which baseball players come out 

of a nearby building and take the body, fallen from the shooting, into it. Lady in a red 

underwear on a motorcycle appears again. At the end, the curtain falls like in a theater setting 

with a logo of TNT and its slogan “Your daily dose of drama”. 

Back in 2012, this video went viral on social media and gained around 45 million views on 

YouTube, creating immediate diffusion effect with this. Users of social media shared this 

video to the extent that it became the second most shared video until then and therefore 

created massive WOM effect. It fairly correspondents with TNT’s brand promise - “TV 

worth talking about”. This campaign was so effective, that TNT in 2013 decided to launch 

sequel of it, this time in the Netherlands - “A Dramatic Surprise on an Ice-Cold Day”. 

We chose the TNT Belgium’s insane guerrilla marketing campaign video because it was 

considered as a very successful campaign and caught all the elements we want to test for this 

study. Business Insider online magazine stated the campaign video got 4.5 million views in 

its first 24 hours, 20 million in a week, and 30 million in two, it was nominated as one of the 

most viral ads of the year and as the most shared ad in the world for the year 2012 according 

to Unruly Media. We are fully aware, however, that this campaign is held by a large 

company, which hired Duval Guillaume Modem – advertising agency – to conduct the 

campaign, therefore the low-cost effect in this case is neglected. It could be considered as a 

campaign with medium to high budget advertising campaign, as TNT had to pay to the 

advertising agency for the idea and for the execution of the idea itself and therefore here we 

contradict with the basic principles of Levinson (2007). Yet, looking to the ad itself, we 

believe such campaign could also be realized by a startup with limited budget without having 

to hire a specific agency - it is possible to come up with the idea itself. The rest of the 

expenses, such as professional camera equipment can be downsized to shooting video on 

your smartphone for instance - very popular trend of shooting now, as some popular music 

videos like "7/11" by Beyonce or "Video Games" by Lana Del Rey are made on smartphone 

cameras on purpose, and you can also use your network to find actors, instead of hiring. 

Therefore, we believe even though the video used is not made by small startup, we mention 
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earlier in the introduction, the result should be still very useful and relevant for entrepreneurs 

that want to produce campaigns with similar diffusion effect in the future. 

Link to the video on Youtube can be found in Appendix. 

 

3.2 Data Analysis 

Data wаs gathered online and analysed using single mean t-Tests statistical method. This is a 

method for examining whether the mean of a variable differs from a specific value, set by the 

researchers. T-tests were expected to show us whether the difference between the means of 

Asian and European customers were statistically significant, with difference of p-values more 

than 0.5 (The Odum Institute, 2015). In this study specifically, single mean t-tests helped us 

to measure whether a continuous (perception) and a categorical variable (nationality) of 

European and Asian were related to each other. This type of method usually uses only one 

independent variable, which in the case of this study is nationality.  

Firstly, null and alternative hypotheses were set. The null hypotheses for this study was: 

H0 : Means of Evoking Unnecessary Fear, Nudity, Sexist, Confusion, Entertainment, 

Relevance, Information Content and Transformational Content are equal in the 

perception of European and Asian customers. 

Following the order, the alternative hypotheses was: 

H1: Means of Evoking Unnecessary Fear, Nudity, Sexist, Confusion, Entertainment, 

Relevance, Information Content and Transformational Content are not equal in the 

perception of European and Asian customers. 

Data was be arranged as crossed, which means that both groups received equivalent means of 

data. In order to gain statistically significant difference of means - large enough →  p-value < 

0.05 (Allum, 2015) - we chose four countries from each continent with a cultural background 

that is considered different. As mentioned above, the research aimed to gather approximately 

80 respondents from both groups. In this case, the effect size can be described as large. 
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3.3 Limitation of Study 

We are fully aware about the limited number of respondents we have gathered, recalled that 

both continents, Europe and Asia, contain more than the eight countries we have chosen and 

certainly possess larger number of population, compared with what we have collected for the 

study. In other words, samples used for each country, could not represent the whole 

population of each of these countries. Performing an online survey limited our ability to 

monitor the process of questionnaire filling by the respondents, compared with interview 

method, in which researchers are able to record everything during the discussions - reactions, 

verbal gestures, body language. Therefore, we were not able as well to indicate the emotional 

state of each respondent - there is a possibility that some of them were feeling depressed or 

the opposite, too excited, which could possibly jeopardize the reliability the answers given. 

Also, we did not exclude the probability, that some of the respondents might experience 

difficulties with understanding some of the questions, which is easily issue to overcome, 

when the survey is made face-to-face. 

As this research is our graduation project, we had very limited time to perform the research 

itself. We gathered our respondents within a week, and the study itself was written for two 

months. We are fully aware, that these facts limit the validity of the research. 

Despite of its advantages, we are also fully aware that snowball sampling technique carries its 

limitations such as community bias, unknown sampling population size, lack of confidence 

whether the sample is an exact representation of the target respondents and lack of control 

over sampling method, which all might end in inaccurate result. Elaborating more on the 

sample, we can also mention, that the age groups in it were quite diverse - mainly 18-25 and 

26-38, however respondents from groups like 36-50 and above 50 were also present. We are 

as fully aware that this limits our research, as different generations may have different 

perception on advertising. 

To increase the reliability of the related study in the future, it is necessary to perform the tests 

with more time available for research, using bigger sample and targeting one specific 

generation group. 
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4. Results and Analysis 

 

4.1 Study Population 

 

The research aimed to gather minimum 10 respondents from each of the following countries: 

Bulgaria, Sweden, Netherlands, United Kingdom, China, India, Indonesia, Japan, which was 

reached as goal. Overall, the study gathered 99 respondents: 11 from Bulgaria, 1 from 

Finland, 4 from Germany, 1 from Serbia, 1 from Spain, 12 from Sweden, 15 from the 

Netherlands, 10 from the United Kingdom (55 in total for the European group), 12 from 

China, 12 from India, 10 from Indonesia, 10 from Japan (44 in total for the Asian group). 

However, we did not use all of the questionnaire collected for the final t-Tests, as we wanted 

to stick with our initial intention in getting equal number of respondents from each country. 

Therefore, we chose the following respondents: 10 from Bulgaria, 10 from Sweden, 10 from 

the Netherlands, 10 from the United Kingdom (40 in total for the European group), 10 from 

China, 10 from India, 10 from Indonesia, 10 from Japan (also 40 in total for the Asian group). 

All questionnaire had been filled in properly by the respondents, mainly in the age group 18-

25 years, which make 55.6% of the whole group. Respondents in the age group 26-35 years 

were 38.4%, 36-50 years - 4%, more than 50 years old - 2%. In terms of gender, respondents 

were divided in the following way - 55.6% of the respondents were females, while 44.4% 

were male. 

 

4.2 Empirical Findings 

Descriptive Statistics 

This section is dedicated to the data of the survey. Data is given as an average mean of each 

group as a response to each question. Significant difference is considered in the cases, where 

the means of European and Asian groups differentiate with more than 0.5. 

Evoking Unnecessary Fear European Asian 

1. This advertising is evoking unnecessary panic. 2.92 3.7 

2. This advertising is evoking unnecessary fear. 2.55 3.15 

Total Mean: 2.7 3.43 
 

Table 3: Evoking Unnecessary Fear Descriptive Statistics 
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Table 3 shows the mean scores for the variable regarding how much customers perceive the 

campaign as one evoking unnecessary fear. Looking at the total means for both groups, 

European group (M=2.7) has a significant lower level of taking the campaign as something 

terrifying than the Asian group (M=3.43). Bigger gap is shown on the first item of the 

variable; whether or not the campaign triggered feelings of panic within the respondents with 

the mean of M=2.92 for European and M=3.7 for Asian. 

Nudity European Asian 

1. This advertising contains nudity images,  

which I find offensive. 
1.8 2.25 

 
Table 4: Nudity Descriptive Statistics 

Table 4 shows the mean score on how customers perceive nudity in the campaign. There is 

only a slight difference between Asian respondents (M=2.25), who found that the nudity 

images offended them, than European respondents (M=1.8). 

Sexism European Asian 

1. This advertising has sexist content,  

which I find offensive. 
2.18 2.22 

 

Table 5: Sexism Descriptive Statistics 

Table 5 shows the mean score on how customers perceive the image of nude woman in the 

campaign. There is no significant difference between the perception of European (M=2.18) 

and Asian (M=2.22) customers regarding the sexist content in the advertising.  

Confusion European Asian 

1. This advertising is too complex to understand. 2.1 3 

2. I am not sure about what this advertising means. 2.6 3.4 

Total Mean: 2.35 3.2 
 

Table 6: Confusion Descriptive Statistics 

Table 6 shows the mean scores for the confusion level of the customers, generated by the 

campaign. The total mean of the Asian’s responses (M=3.2) displayed the higher level of 

confusion towards the campaign compared with European’s responses (M=2.35). The result 

for the second question confirmed that most Asian (M=3.4) misunderstood the purpose of the 

campaign more, than Europeans (M=2.6) did. 

Entertainment European Asian 

1. This advertising was lots of fun to watch. 4.82 4.52 
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2. This advertising was not just selling - 

it was entertaining and I appreciated that. 
4.3 4.25 

Total Mean: 4.56 4.39 

 
Table 7: Entertainment Descriptive Statistics 

Table 7 shows the mean scores for the variable Entertainment. It could be observed that there 

is a slight difference between the means of European and Asian groups, with total mean of 

4.56 for Europeans and 4.39 for Asians. 

Relevance European Asian 

1. After watching this advertising, I think that I like 

TNT Channel. 
3.65 3.55 

2. I think that this advertising helped me experience 

TNT drama. 
3.6 3.78 

Total Mean: 3.63 3.67 

 

Table 8: Relevance Descriptive Statistics 

Table 8 shows the mean scores for the variable Relevance. It could be observed, that there is 

a slight difference between the means of European and Asian groups, with total mean of 3.63 

for Europeans and 3.67 for Asians. 

Information Content European Asian 

1. The advertising was very informative. 3.12 3.22 

2. I learned something from this advertising that I 

didn’t know before about TNT. 
3.18 3.58 

Total Mean 3.15 3.4 

 
Table 9: Information Content Descriptive Statistics 

Table 9 shows the mean scores for the variable Information Content. It could be observed, 

that there is a slight difference between the means of European and Asian groups, with total 

mean of 3.15 for Europeans and 3.4 for Asians. 

Transformational Content European Asian 

1. TNT Channel fits my taste very well. 3.2 3.1 

2. It is hard to put into words, but this advertising 

leaves me with a good feeling about TNT Channel. 
3.58 3.85 

Total Mean:  3.39 3.48 

 
Table 10: Transformational Content Descriptive Statistics 
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Table 10 shows the mean scores for the variable Transformational Content. It could be 

observed, that there is a slight difference between the means of European and Asian groups, 

with total mean of 3.39 for Europeans and 3.48 for Asians. 

 

4.3 t-Tests 

Inferential statistics of eight groups of separate one-tailed independent-samples t-tests were 

performed in order to measure the mean scores and check if these scores were statistically 

different at the 0.5 level. 

The first category of t-Tests compared European’s perception of Evoking Unnecessary Fear 

to Asian’s perception of the same variable. The tests showed us that the difference is 

significant, either for question 1, where t=2.6726 and p=0.0046, or for question 2, where 

t=2.1544 and p=0.0172. When looking at the total means, we can say, that hypothesis H1 (a), 

connected with this category of tests was confirmed due to statistics being significant. 

The second category of t-Test is comparing European’s perception of Nudity to Asian’s 

perception of the same variable. The test showed us that the difference is not significant, 

t=1.5595, p=0.0615. When looking at the means of the question, connected with this variable, 

we can say, that hypothesis H1 (b) was rejected due to statistics being not significant. 

The third category of t-Test was comparing European’s perception of Sexism to Asian’s 

perception of the same variable. The test showed us that the difference is not significant, 

t=0.1727, p=0.4317. When looking at the means of the question, connected with this variable, 

we can say, that hypothesis H1 (c) was rejected due to statistics being not significant. 

The fourth category of t-Tests was comparing European’s perception of Confusion to Asian’s 

perception of the same variable. The tests showed us that the difference is significant either 

for question 1, where t=2.9259 and p=0.0023, either for question 2, where t=2.2388 and 

p=0.0140. When looking at the total means, we can say, that hypothesis H1 (d), connected 

with this category of tests was confirmed due to statistics being significant. 

The fifth category of t-Tests was comparing European’s perception of Entertainment to 

Asian’s perception of the same variable. The tests showed us that the difference is not 

significant, neither for question 1, where t=1.4188 and p=0.08, neither for question 2, where 

t=0.1834 and p=0.4275. When looking at the total means, we can say, that hypothesis H1 (e), 
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connected with this category of tests was rejected due to statistics being insignificant. 

The sixth category of t-Tests was comparing European’s perception of Relevance to Asian’s 

perception of the same variable. The tests exposed us to the following results: the difference 

is not significant, neither for question 1, where t=0.3749 and p=0.3544, neither for question 

2, where t=0.6096 and p=0.2719. When looking at the total mean for this variable, we can 

say, that the hypothesis H1 (f), connected with this category of tests was rejected due to 

statistics being insignificant. 

The seventh category of t-Tests is comparing European’s perception of Information Content 

to Asian’s perception of the same variable. The tests revealed us that the difference is not 

significant, neither for question 1, where t=0.3646 and p=0.3582, nor for question 2, where 

t=1.1356 and p=0.1298. When looking at the total mean for this variable, we can say, that the 

hypothesis H1 (g), connected with this category of tests was rejected due to statistics being 

insignificant. 

The eight categories of t-Tests were comparing European’s perception of Transformational 

Content to Asian’s perception of the same variable. The tests showed us that the difference is 

not significant, neither for question 1, where t=0.4163 and p=0.3392, nor for question 2, 

where t=1.0709 and p=0.1438. When looking at the total mean for this variable, we can say, 

that the hypothesis H1 (h), connected with this category of tests was rejected due to statistics 

being insignificant. 

 European 

(n=40) 

Asian  

(n=40) 

   

Variable Item Mean SD Mean SD 
Mean 

Diff. 
t p 

Fear 

1. 2.92 1.4 3.7 1.14 0.78 2.6726 0.0046 

2. 2.55 1.2 3.15 1.25 0.6 2.1544 0.0172 

Total 2.7 1.3 3.43 1.2 0.69 2.4135 0.0109 

Nudity 1. 1.8 1.2 2.25 1.33 0.45 1.5595 0.0615 

Sexism 1. 2.18 1.39 2.22 1.15 0.04 0.1727 0.4317 

Confusion 

1. 2.1 1.32 3 1.39 0.9 2.9259 0.0023 

2. 2.6 1.49 3.4 1.65 0.8 2.2388 0.0140 

Total 2.35 1.41 3.2 1.52 0.85 2.5823 0.0081 
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Entertainment 

1. 4.82 0.99 4.52 0.86 0.3 1.4188 0.08 

2. 4.3 1.29 4.25 1.11 0.05 0.1834 0.4275 

Total 4.56 1.14 4.38 0.98 0.18 0.8011 0.2537 

 

 

Relevance 

1. 3.65 1.31 3.55 1.44 0.1 0.3749 0.3544 

2. 3.6 0.89 3.78 1.06 0.18 0.6096 0.2719 

Total 3.63 1.1 3.67 1.25 0.14 0.4923 0.3132 

Information 

Content 

1. 3.12 1.27 3.22 1.15 0.1 0.3646 0.3582 

2. 3.18 1.67 3.58 1.41 0.4 1.1356 0.1298 

Total 3.15 1.47 3.4 1.28 0.25 0.7501 0.244 

Transformational 

Content 

1. 3.2 1.12 3.1 0.99 0.1 0.4163 0.3392 

2. 3.58 1.2 3.85 1.06 0.27 1.0709 0.1438 

Total 3.39 1.16 3.47 1.02 0.18 0.7436 0.2415 

 
Table 11: Means, Standard Deviations, and Independent t-Test for Europeans and Asians 

This table is a summary of the t-Tests results of European and Asian perception of the same 

eight variables. As a conclusion, it can be said that inferential statistics of different 

independent t-Tests showed no significant difference at the .05 level in 10 out of 14 

questions. The difference was statistically significant for 4 questions, which included 

question 1 and 2 for the variable Evoking Unnecessary Fear and questions 1 and 2 for the 

variable Confusion. 

 

4.4 Further Analysis 

During the evaluation of the results, we observed some interesting tendencies inside the 

European and Asian groups, which we find necessary to include as well into the results 

chapter. 

 

 European Asian 

 Sweden Bulgari

a 

Netherlands U.K. Indonesia Japan China India 

Fear (1) 3.1 3.2 2.6 2.8 4 3.6 3.5 3.7 

Fear (2) 2.9 2.9 2.3 2.1 3.1 3.3 3 3.2 

Total 3 3.05 2.45 2.45 3.55 3.45 3.25 3.45 

Nudity 1.4 2 2.1 1.7 2.5 1.9 2.5 2.1 

Sexism 1.7 2.1 2.5 2.4 2.6 2.3 2.1 1.9 
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Confusion (1) 1.9 2.7 1.9 1.9 2.6 3.3 3.7 2.4 

Confusion (2) 1.9 3.4 2.7 2.4 3 4.1 3.9 2.6 

Total 1.9 3.05 2.3 2.15 2.8 3.7 3.8 2.5 

Entertainment (1) 5 5 4.3 5 4.3 4.5 4.3 5 

Entertainment (2) 4.6 4.6 3.7 4.3 4.1 4.2 4 4.7 

Total 4.8 4.8 4 4.65 4.2 4.35 4.15 4.85 

Relevance (1) 3.7 3.6 3.1 4.2 3.3 3.7 3.6 3.3 

Relevance (2) 3.8 3.8 2.8 4 3.7 3.6 3.6 4.2 

Total 3.75 3.7 2.95 4.1 3.5 3.65 3.6 3.75 

Information 

Content (1) 
2.8 3.6 2.9 3.2 3.1 2.8 3.3 3.7 

Information 

Content (2) 
3.1 3.1 3 3.5 3.2 3.6 3.4 4.2 

Total 2.95 3.35 2.95 3.35 3.15 3.2 3.35 3.95 

Transformational 

Content (1) 
3 3.3 2.8 3.7 2.8 3.3 2.9 3.4 

Transformational 

Content (2) 
3.4 3.8 3 4.1 3.8 3.9 3.9 3.8 

Total 3.2 3.4 2.9 3.9 3.3 3.6 3.4 3.6 

 
Table 12: Results Divided by Countries 

Table 12 shows all the means for each country for every question in the survey. Looking at 

all numbers above, it is obvious, that there are still differences on each country,  regardless 

that they are in the same continent. Dutch, particularly, gave different perception for several 

items e.g. Evoking Unnecessary Fear, Entertainment, Relevance, and Transformational 

Content, compared with the rest of respondents from the European group,  who shared same 

perception levels towards almost all variables. The same situation, however, did not occur 

with the Asian respondents, as we can see pretty similar means that they generated on all 

variables.  
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Figure 2: Hofstede's Cultural Dimensions 

We did as well further analysis by connecting the means of eight countries we got with 

cultural dimension levels, defined by Hofstede. There were situations in the campaign video, 

which we considered as offensive, since violent things happened to the victims – a man on 

the push mattress, the biker, and the wounded policeman, who at the end was carried by the 

football players. Offensive humor is considered funnier in countries with lower uncertainty 

avoidance level (Kalliny et al., 2007), this was confirmed by the results for Entertainment’s 

first question “This advertising was lots of fun to watch.” Sweden, United Kingdom, 

Indonesia, India and China – countries with lower uncertainty avoidance level, showed 

significant high means level, while Netherlands with higher uncertainty avoidance level 

showed lower acceptance of humor shown in the campaign video. Surprisingly, however, 

Bulgarians with higher uncertainty avoidance level showed pretty high mean result for this 

item. 
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Netherlands with lower power distance among the rest three western countries we have 

chosen, showed the highest mean for Sexism variable, which we understood as more anti-

sexist attitude towards women than among the other respondents. Furthermore, for Sweden, 

which has higher number of indulgence – the extent to which people try to control their 

desires and impulses – showed lowest means for both Nudity and Sexism variables, whilst 

Netherlands with highest of indulgence among all eight country respondents gave lowest 

number for both items in Fear variable. Both countries displayed high disagreement for 

Nudity, Sexism and Fear and might interpreted the advertisement as well-performed joke, 

instead of offense.  

 

5. Discussion 

The main goal of this thesis was to unfold how different markets - Asian and Europeans - 

perceive the meaning of guerrilla marketing. The actual findings are that there are significant 

differences for some of the variables as between Asians and Europeans, and as inside these 

two groups, when we divide the results by countries. 

 

Variables with significant result 

Evoking Unnecessary Fear was one of the two variables with result, significant enough to 

confirm the hypothesis linked to it. Hyman and Tansey (1990) said that customers better 

remember and recall advertisements, that contain fear appeal than those that not. For this 

variable we received significant difference of 0.78 between the levels to which European 

(M=2.92) and Asian (M=3.7) agree with “This advertising is evoking unnecessary panic”. 

The other question in this variable was “This advertising is evoking unnecessary fear”, where 

we also received significant difference of 0.6 between Europeans (M=2.55) and Asians 

(M=3.15). Therefore, hypothesis H1 (a) “Means of the variable Evoking Unnecessary Fear of 

guerrilla marketing advertising are not equal in the perception of European and Asian 

customers.” was confirmed. 

Here it is possible to draw a conclusion, that fear appeal is perceived more vividly and deeply 

by Asian customers, than it is by European. Therefore, marketers should bear in mind that if a 

guerrilla marketing strategy with excessive use of fear appeal is successful in the European 

market, then the same strategy may create feeling of anxiety and negative image of the brand 
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among the Asian customers. Higbee (1969) stated that invoking too much fear may end up in 

customers, who avoid the advertising and therefore, brand message is failed to be delivered. 

It is also possible to confirm the result with some of the voluntary comments we received in 

the survey: 

The rescue people looked so mean and I didn't like that a man was shot… (Japan) 

Another one: 

This was a bit intense. (India) 

Playing too deeply with fear may lead to cases, similar to Aqua Teen Hunger Force 

campaign, mentioned in the Literature Review, where evoking too much unnecessary fear led 

to the tarnishment of the image of the broadcasting group, standing behind the idea of the 

campaign. Similar is the conclusion of the study of Ay, Aytekin and Nardali (2010) - fear 

appeal is one of the risky themes in advertising in general, which may reduce the 

effectiveness of it. 

Surprisingly, for the variable Evoking Unnecessary Fear we found some significant 

differences inside the continental groups as well. Netherlands and UK, both with total 

variable of 2.45 have significant difference of exactly 0.5 with Bulgaria, which scored 3.05 

on this mean. This means that Bulgarians, out of the whole European group, have highest 

intolerance towards fear appeal in advertising. 

The second variable with result significant to confirm the hypothesis linked to it, was 

Confusion. Confusion is one of the most important variables to consider, when creating 

advertising, according to Lastovichka (1983). For this variable we received significant 

difference of 0.9 between the levels to which Europeans (M=2.1) and Asians (M=3) agree 

with the statement “This advertising is too complex to understand”. The other question, 

attached to this variable was “I am not sure about what this advertising means” and it 

received a difference of 0.8 between Europeans (M=2.6) and Asians (M=3.4). Total mean 

difference for this variable was 0.85, which is the highest mean difference of all other 

variables. Therefore, hypothesis H1 (d) “Means of the variable Confusion of guerrilla 

marketing advertising are not equal in the perception of European and Asian customers” was 

confirmed. 

The following comments, received in some of the filled surveys, helped us also see the 
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division between European and Asian: 

It's quite fun, but difficult to understand somehow. (Indonesia) 

 

I didn't really notice what the video wanted to advertise about... Maybe 

because I am not native in English. Was it TV company or something? 

(Japan) 

Drawing a conclusion for this variable, it is possible to say, that for marketers it is important 

to understand that it is highly more likely for a campaign to cause a confusion among Asian 

customers than it is possible among Europeans. Therefore, message in guerrilla marketing 

campaigns, aimed at Asian customers should be more recognizable and clear, while guerrilla 

marketing campaigns, aimed at European customers may afford some room for virtuosity. 

We can partly explain the significant result with the fact that the advertising itself was made 

in Europe by a Belgian advertising agency, it was clearly targeted for European customers 

and because of this reasons it causes misunderstanding among the Asians. 

When speaking about the results, divided by countries, we can clearly see that there is 

significant difference of the means for Confusion inside the Asian group as well. India with 

lowest mean for whole group of 2.5 has a very significant difference of 1.3 with China, which 

scored 3.8 - the highest score of the whole group. Different scores also showed Indonesia 

(2.8) and Japan (3.7). The conclusion of this phenomenon is the following - it is not possible 

to speak about Asian customers as a whole homogeneous group, as each country in this 

region carries its own perception based on the local values and norms. 

 

Variables with insignificant result 

We received statistically insignificant difference for six variables, named Nudity, Sexism, 

Entertainment, Relevance, Information Content and Transformational Content. Belch et al., 

(1981) and LaTour (1990) stated that stimuli such as nudity and excessive sexual content may 

lead to negative cognitive response among the customer. We received insignificant difference 

of 0.45, which caused the H1 (b) “Means of the variable Nudity of guerrilla marketing 

advertising are not equal in the perception of European and Asian customers” to be rejected. 

It came to our surprise that Asian customers did not find nudity content as significantly more 

offensive compared with European customers, although Asians still showed higher level of 

intolerance of nudity, based on their answers. Same condition occurred on the Sexism 
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variable. Plakoyiannaki, Mathioudaki, Dimitratos and Zotos (2008) found that in online 

advertising worldwide, women are generally portrayed in a stereotypical way, supporting the 

notion that sexism is prevalent. Nonetheless, we received high disagreement from both 

European and Asian respondents for the campaign contented with sexist material and 

offended them, which made the H1 (c) “Means of the variable Nudity of guerrilla marketing 

advertising are not equal in the perception of European and Asian customers” rejected. We 

suspect that the insignificant result for both Nudity and Sexism variables was caused by the 

fact that the woman in the video did not give such a long performance, nor was taking a key 

role in it. Nevertheless, as mentioned above, we are still observing that Asians perceived 

Nudity and Sexism as more offensive than Europeans.  

Insignificant difference we discovered as well in Entertainment variable. We think that this 

can be explained by the fact that this advertising is very easy and funny to watch, according 

to big part of the respondents,  and it does not contain any kind of offensive and 

disparagement humor in general. Interesting result is that, although the result is not 

statistically different between the two groups, we found some huge differences inside the 

groups. Netherlands, the lowest from the European group (4), differs from the result of both 

Sweden and Bulgaria with 0.8, which have the highest. In the Asian group, China gave the 

lowest (4.15), while India gave the highest (4.85), building a difference of 0.7. 

However, we think that if marketers choose to include extreme jokes, for instance containing 

disparagement content, there could be observed wider gap of perception level. Meyer (2000) 

stated that the usage of disparagement in humorous advertisement is the riskiest form of 

humor.  

Drawing a conclusion for the three rejected variables above, we can say that marketers still 

necessarily need to keep their consciousness in term of positioning nudity, portrayal of 

women and humor in guerrilla marketing advertising. Otherwise, it is very likely to occur 

wrong perceptiveness among the consumers, not only on a continent and ethnic group level, 

but on a country level as well.  

Furthermore, statistically insignificant difference was discovered as well in the Relevance 

variable. Here, similar to Entertainment we did not see statistical difference between the 

groups, but inside the groups. Lastovicka (1983) believed that Relevance is about questioning 

the meaningfulness of the ad and its product with the respect to the viewer’s needs. We can  
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explain the result by the fact that most of the respondents were not familiar with the product 

of TNT Channel and the advertising itself was more entertaining, than informative. We think 

that this particular campaign was more appropriate for customers who know already about 

TNT brand, than for those, that don’t and that is why this situation happened. We found that 

Netherlands once again scored lowest of the European group (2.95), differing with 1.15 from 

the highest, United Kingdom. 

Similar circumstances applied as well for Information Content and Transformational Content 

variables. Pluto and Wells (1984) stated that Information Content is the degree to which 

advertising presents factual relevant information about the brand, which is important to the 

potential customers, while Transformational Content is the degree to which advertising 

makes the experience of the product richer and more exciting. Total means of both European 

and Asian respondents for these two variable referred to somewhat agree - which shows a 

sense of uncertainty - and by this rejected the idea that two groups would present different 

kind of perception. 

Looking at the theories and results that we have gathered, we assumed that the last three 

variables perform strong connection with each other. Deeper evidence can be seen also on the 

comments we received for our last open question: 

● I like the video, but I don’t know what TNT Channel is so this do not make sense at all. For 

me they need to be more informative... feels like guerrilla marketing for people there but 

advertisment when sent on Youtube. (Sweden) 

● I can't really answer your question if this channel fits my taste, because I have never heard of 

it before and this commercial doesn't say what their content is other than that it is apparently 

a drama. (Sweden) 

● I don't know if I will like this channel or if this channel fits my taste, but at least the ad is 

interesting. (China) 

● It was extremely entertaining, but would not convince me to subscribe to TNT Channel. (The 

Netherlands) 

● I appreciate the stunt but it did not make me all that interested in TNT as a thing. It was just a 

funny video, nothing more. That being said I never watch TV to begin with. If I was an active 

TV watcher and TNT was available in my country I *might* be interested, but I can't state 

that with any accuracy. (The Netherlands) 

 

Drawing a conclusion regarding total means of Information Content and Transformational 



42 

Content, that we received and as well from the additional comments, we can say that there is 

a crucial necessity for marketers to ensure that consumers know about what their product is, 

or make the campaign more informative in order to create a sense of being connected to it. 

Variables of Information Content and Transformational Content are interconnected because 

when marketers fail to provide enough information about the product, and focus only on how 

to make the campaign interesting and funny, the memory of advertising may remain, but it 

does not provoke consumers to buy or use the product because they are not fully provided 

with detail information of what the brand is all about.  

In addition, as we can conclude that Netherlands displayed statistically significant different 

score from the whole European group in seven out of eight variables, which we read as a sign 

that marketers need to create not even continent specific campaigns, but country specific 

ones. 

 

6. Conclusion 

There are many theories that we found, which strengthen the idea of consumers assigning 

different kinds of interpretation on advertisement e.g. Hatzithomas, Zotos, and Boutsouki 

(2010); Hofstede (1984); and Kirkman et al., (2006). We used even more theories to support 

variables that we wanted to test in this study, however, some of them could not have been 

proven to be statistically different. Generally, it was confirmed that European and Asian 

presented different level of perceptiveness towards fear and confusion, generated by the 

campaign. Yet, regardless the rest six variables which produce insignificant results, we 

believe that we have very carefully chosen noteworthy variables, which play important roles 

in marketing and advertising perspective. The insignificant statistical difference for the other 

variables on the other hand,  could be understood as sign that those variables could be 

potentially standardized for European and Asian customers in order to reduce the budget for 

marketing expenses for ventures. 

We are certain that the results, both the significant and insignificant will most likely provide 

practical implications for marketers, as working for multinationals companies and as for 

business developers, working in startups. Conducting a marketing campaign, particularly 

guerrilla marketing campaign, which has its own unique way of executions, requires 

conscientious and carefully thought steps. Some scientists like Levitt (1993) may state that 
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globalization make changes on the way customer interpret information towards unification, 

but our research just proved the opposite. Internet and other globalization catalyzers may 

create global customer, but the results generated by this study confirmed that there are still 

glocal and local customers existing out there. This research allowed us also to contribute to 

the opinion of De Mooij (2010), who denies the homogeneity of the customers’ tastes around 

the world and somehow prove it in guerrilla marketing context. Moreover, with two 

confirmed and six denied to be different variables, we can also say, that we contributed the 

opinion of Agrawal (1995), who identified the following approach towards advertising: 

standardization and adaptation combined and the opinion of Jiang and Wei (2012), who on 

the other hand spoke about the “glocal” customer. 

Differences will always exist and more or less will eventually affect how a guerrilla 

marketing works on customers’ mind. Asians will most likely feel more offended by some of 

the attributes used by marketers in their campaigns, such as sex, violence and fear appeals, 

whilst Europeans will understand the message exactly as it will be planned by the marketers - 

a consequence in case the campaign is created by Europeans, like the one used in this study. 

Some campaigns may be conducted to introduce the brand to a totally new group of 

customers and from the results of this study it is also clear that catchy campaign may grab 

customers’ attention, but it will not make them buy the product. It requires creating more 

informative content in order to ensure that the customers received sufficient number of 

information about the brand, which would likely influence their buying decisions and word-

of-mouth behaviour. 

This research contributes as well with its empirical finding to the Consumer Culture Theory 

(Belk et al., 2013), in the core of which is the statement that the buying decisions, made by 

customers, are a result of cultural belongingness. We would like to believe as well that we 

contributed to the theory of marketing, practised in the internationalization phase of new 

ventures, which, as discussed in the introduction is observed by researchers to begin sooner 

and sooner or the so called phenomenon “born globals” (Oviatt and McDougall, 1994, 

Madsen and Servais, 1997). 

In the future, it is highly recommended for marketers to create international framework 

dedicated to networking about how to conduct campaigns in different countries and exchange 

knowledge and expertise between them in order to create more ethnically concerned guerrilla 
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marketing campaigns with enhanced result. 

6.1 Further Research 

The results from this study were somehow limited because the method chosen to gather the 

necessary data, snowball sampling, is not precise enough and is limited to the network of the 

researchers who use it. In the future, it will be useful to perform a similar study, but gather 

more precise sample, for instance, we believe that very contributional to the existing 

academic literature will a specific study on the generation Y, which in ten years will be 

dominating among the active customers and will possess the most buying power in the 

market. 

As mentioned above, we believe that we received insignificant difference for some of the 

variables, like Nudity and Sexism, simply because the topic concerning these two variables, is 

very briefly touched upon in the advertising. That is why we also think, that a further research 

with deeper involvement of these two variables is needed in order to create a whole picture of 

the way each group of customers is influenced by these provoking topics. Further 

recommendation as well is to conduct the study using more variables to cluster the 

respondents, such as religion, ethnicity, race or cross-faction attributes to test which region 

has more global customers, which one possesses bigger percentages of glocal customer and 

which one own plentiful of local customer. 

When thinking in cross-cultural perspective, then it is possible to predict as well that more 

expanded study, in terms of prospective markets-countries involved, will be as well 

contributing to this study. 
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Appendices 

Video 

Link to the video “A dramatic surprise on a quiet square”: 

https://www.youtube.com/watch?v=316AzLYfAzw&t=14s 

Survey 

Cover Letter 

Hi there,  

We are two students from the Master of Entrepreneurship in Uppsala University in Sweden. 

For our final thesis, we decided to research the different perceptions guerrilla marketing is 

causing around the world. 

Hence, we want to thank you for participating in this short survey, which will us to create an 

understanding of your perception of the following video. Your response is greatly 

appreciated. Help us contribute to the world’s knowledge! :) 

Thank you, 

Marika Vasileva & Ruth Angelina 

 

Qualifier Survey Questions 

● How old are you? 

 Below 18 

 18-25 

26-35 

36-50 

Above 50 

● Are you woman or man? 

● Where are you from? 

● Where do you live at the moment? 

 

https://www.youtube.com/watch?v=316AzLYfAzw&t=14s
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Questionnaire 

Please rate how strongly you agree or disagree with each of the following statements by 

placing a checkmark in the appropriate box. 

1 - extremely disagree 

2 - very disagree 

3 - somewhat disagree 

4 - somewhat agree 

5 - very agree 

6 - extremely agree 

 

Evoking unnecessary fear 

● This advertising is evoking unnecessary panic. 

● This advertising is evoking unnecessary fear. 

Nudity 

● This advertising contains nudity images, which I find offensive. 

Sexism 

● This advertising has sexist content (women in underwear on a motorcycle), which I 

find offensive. 

Confusion 

● This advertising is too complex to understand. 

● I am not sure about what this advertising means. 

Entertainment 

● This advertising was lots of fun to watch. 

● This advertising was not just selling - it was entertaining and I appreciated that. 

Relevance 

● After watching this advertising, I think that I like TNT Channel. 

● I think that this advertising helped me experience TNT drama. 

Information Content 

● The advertising was very informative. 

● I learned something from this advertising that I didn’t know before about TNT. 

Transformational Content 

● TNT fits my taste very well. 
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● It is hard to put into words, but this advertising leaves me with a good feeling about 

TNT Channel. 

 The above questions were mixed using the specified tool for that of Google Forms. Last 

question was open-ended, optional: 

Maybe you would like to tell us more about your perception of this advertising. Don’t worry 

about going into details - we love them :) 

(open question) 
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Comments received in the open section of the the survey 

 

Confusion 

● Initially, what is the purpose of the video. But when the banner rolled out in the end if 

was pretty clear. (Sweden) 

● It's quite fun but difficult to understand somehow. (Indonesia) 

● I thought that this wouldn't be an advertising, but a part of TV program.(Japan) 

● I don't know TNT channel so that was so confuse for me. But I would like to 

experience that kind of ad in my life. (China) 

● I didn't really notice what the video wanted to advertise about... Maybe because I am 

not native in English. Was it TV company or something? (Japan) 

● The advert was entertaining, however, I forgot what it was actually advertising, since 

so much was going on in the video! (UK) 

 

Information Content 

● I was just constantly thinking okay where does this lead up to? And doesn't really 

make sense until the end that it's a commercial. I didn't think it was funny, nor 

offensive, but it kept your attention. (The Netherlands) 

● I like the video but i don’t know what TNT Channel is so this do not make sense at 

all. For me they need to be more informative... feels like guerrilla marketing for 

people there but advertisment when sent on Youtube. (Sweden) 

● It was an interesting and entertaining commercial about TNT. If you look into the 

commercial you can understand different messages throughout the small details like, 

the "drama" is for anyone who is willing and that they provide with different genres 

of drama (humor, action, sports, etc.). (Japan) 

● Too much of drama, the subtitle is missing. (India) 

 

Transformational Content 

● I can't really answer your question if this channel fits my taste, because I have never 

heard of it before and this commercial doesn't say what their content is other than that 

it is apparently a drama. (Sweden) 

● A good powerful advert that leads remembering what has happened. Good powerful 

idea, indicates type of drama shown on channel so is a good idea. (UK) 

● I don't know if I will like this channel or if this channel fits my taste, but at least the 

ad is interesting. (China) 

● It was extremely entertaining, but would not convince me to subscribe to TNT 

Channel. (The Netherlands) 

● Personally I am not into these kinds of drama, so both the adv and the proposing 

drama is not appealing to me .. but I get to know TNT channel and it has a lot of these 

dramas. (China) 

● I appreciate the stunt but it did not make me all that interested in TNT as a thing. It 

was just a funny video, nothing more. That being said I never watch TV to begin with. 
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If I was an active TV watcher and TNT was available in my country I *might* be 

interested, but I can't state that with any accuracy. (The Netherlands) 

 

Entertainment 

● I thought the ad was very entertaining. However, I'm not sure if it would change 

people's perception/choices. TNT's views and users would certainly increase, but I'm 

not sure if it would correspond to the amount spent on the ad. Also, a lot of people 

standing in the square and the people who have businesses there might find it quite 

disruptive to their daily chores and form a negative impression of TNT. (India) 

● It is more of a performance than advertising so it is quite fun. (Bulgaria) 

● was fun and delivered exactly what it said - drama when the button is pressed :D 

(Bulgaria) 

● It was funny to see the people thinking what to do. (Netherlands) 

● I think the advertisement fulfills its goal of retaining the attention. It is also fun. 

(Bulgaria) 

● Very intriguing before I realize its an ad for TNT channel. (China) 

● I was laughing during the video all the time. (Netherlands) 

● Fun, excitement, curiosity (Serbia) 

● It was much more fun to watch or be there if TNT chanel made a straight story of 

Drama, not only happening a lot. that complicated story just made me complicated. 

(Japan) 

 

Relevance 

● Really good ad, funny and to the point with a different focus. (Spain) 

● I think its effective creative marketing. Not only are those witnessing the interactive 

marketing engaged and will remember TNT but they created a viral campaign too.  

I've seen the ad before over two years ago and I still remembered it was from TNT, a 

tv provider. (UK) 

● This is just something we need, ads that wake us up a bit and get us involved.  Super 

fan! (Finland) 

 

Evoking Unnecessary Fear 

● The rescue people looked so mean and I didn't like a man was shot… (Japan) 

● The was a bit intense. (India) 

● It was definitely an unique and clever marketing technique and seemed as though it 

went well. It is a bit of a high risk, high reward tactic that could go horribly wrong if 

someone was hurt etc. All in all it was pretty clever. (UK) 

● I thought it was thrilling but in this day and age it may be a little extreme and can be 

considered bad timing and taste. Has to be framed into a context that everyone can 

understand otherwise people may take it too seriously. (UK) 

 

Overall 

● My opinion in a nutshell is that the ad was short, effective, entertaining and 
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impressive while the drawbacks are that there is less information involved and slightly 

fear- evoking acts (like the firing, bloody gun shots to one guy and another guy falling 

out from ambulance). (India) 

● Action speaks louder than word. And this ad is never been truer. A simple yet 

impactful video. I mean, how can anyone guess that one button could make your day 

much more intense. (Indonesia) 

● The guerilla marketing is done very well, I just wonder how this may have looked like 

in reality when they do that every half an hour? (Germany) 
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