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ABSTRACT:  Now days of instructive over-burden the significance of compelling 

correspondence from organization to customer is basic. However many firms scarcely locate a 

legitimate approach to venture out from instructive mist. There are some abnormal devices for 

promoting administrators as online networking showcasing, viral advertising, buzz marketing, 

neuromarketing et cetera, which offer chances to separate. Guerrilla promoting, as one of them, 

lamentably endures of hypothetical equivocalness. This paper has two principle goals. Right off 

the bat, it expects to give an investigation of the present condition of hypothetical learning about 

guerrilla advertising and show essential ideas and considerations in this specific field. Besides, 

in light of past investigation, it concentrates on choosing holes in the ebb and flow learning and 

recommends ways for the future research. This could give applicable material to both the 

advertising researchers and promoting supervisors or officials.  
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INTRODUCTION  

 

These days, organizations have more instruments to do powerful advertising correspondence 

than any time in recent memory. Tragically, in the meantime there are more dangers which 

endeavor an exceptionally complex issue. One of the greatest dangers is educational over-

burden, client cognizant consideration - either to item or organization itself, low brand 

faithfulness and lessening adequacy of traditional promoting procedures.  

 

The primary endeavor to discover confirm about impact of over-burden on buyer basic 

leadership was depicted by Malhotra (1982a). Since that time numerous years have passed and 

many changes have happened. Today purchaser needs to face a large number of business 

messages a day and basic leadership under this weight is far more detestable. Because of overall 

spreading of data innovations and broad communications business, it is elusive space for an 

undisturbed exchange with customer.  

 

There are different issues, for example, low cognizant consideration, low brand reliability and 

reducing adequacy of TV promoting nowadays. Right off the bat, cognizant regard for 

organizations' correspondence blend is for all intents and purposes uncommon (Lindström 

2012). Clients show brings down brand unwaveringness and more prominent eagerness to 

switch between brands (Roy and Chattopadhyay 2010). In addition, viability of customary types 
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of publicizing is always diminishing (Kaikati and Kaikati 2004, Smith et al. 2007). Under these 

conditions, organizations need to rethink their way to deal with correspondence methodologies.  

 

Late worldwide budgetary emergency puts weight on organizations showcasing spending plans 

and even enormous organizations need to thoroughly consider new choices to separate. One of 

numerous approaches to separate is one of a kind showcasing approach (Porter 1985). This 

could prompt maintainable upper hand in the profoundly aggressive worldwide commercial 

center. Embracing unpredictable type of promoting could prompt higher hazard. Analogically to 

Ansoff development grid, when organization enters obscure domain (in broadening vector, it is 

new item and new market) it is normally connected with a higher hazard rate (Ansoff 1965). 

However if there should be an occurrence of promoting methodology in the present dynamic 

condition it is more dangerous not to go for broke by any means.  

 

The advancement portrayed above empowered guerrilla promoting to venture into a showcasing 

rehearse around the world. While guerrilla promoting exercises can be seen increasingly by and 

by, the marvel is either talked about dubiously in the advertising science or even ignored totally 

in the logical showcasing writing (Nufer 2013, Hutter and Hoffmann 2011). There is a solid 

rising abhorrence for customary publicizing which can be overcome by this offbeat approach. 

Critical test for researchers is to convey legitimate hypothetical basics and consequently restrain 

later down to earth abuse.  

 

From the start to current condition of information  

 

In the event that we need to talk about guerrilla promoting writing we basically need to say 

Conrad Jay Levinson, the writer of the book Guerrilla advertising (1984). He is the maker of 

guerrilla showcasing idea which suggests eccentric method for putting advancement exercises 

on low spending plan. Levinson is appropriately called the "father" of guerrilla advertising and 

his book has experienced numerous versions.  

 

Promoting offices and specialists likewise assigned their ideas and considerations throughout the 

years. Thusly, an ever increasing number of types of eccentric publicizing methods are 

distinguished by advertising writing. We can specify stealth advertising, lure and-bother 

showcasing, mark pusher, big name promoting, showcasing in popular and rap music, promoting 

in computer games, viral showcasing, occasions, buzz showcasing, trap advertising, 

encompassing promoting (Kaikati and Kaikati 2004, Hughes 2006, Egan 2007, Mughari 2010). 

Nonetheless, we can depict a large portion of it as like guerrilla showcasing.  

 

Hutter and Hoffman (2011) comprehend guerrilla showcasing as an umbrella term for eccentric 

publicizing efforts which go for drawing the consideration of a substantial number of 

beneficiaries to the promoting message at moderately little expenses by summoning the 

unexpected impact and the dispersion impact. Mughari (2010) affirms that guerrilla promoting is 

attitude as well, in light of the fact that the mindset of deduction is out of the case and thinking 

for answers for correspondence issues broaderly, rather than speculation as far as just TV plugs. 

The component of shock might be guerrilla showcasing's most noteworthy quality (Zuo and Veil 

2007). In this manner, while executing guerrilla strategies, little size is really leverage (Paksoy 

and Chang 2010). Starting here of view, it seems proper particularly for little and medium-sized 

undertakings (SMEs) for which is low promoting spending so normal.  

 

Hutter and Hoffman (2011) additionally work with the term guerrilla impact which is pretty 

much better expression for such exercises on the commercial center. Since customary 

showcasing comprises of advertising blend (Product, Price, Place, Promotion) and guerrilla 

works principally with limited time part, it is deceiving to utilize the term advertising. Patalas 
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(2009) recommends that guerrilla promoting can't substitute established showcasing in light of 

the fact that it is fairly attempting to finish it legitimately. Reliably with this thought, Mughari 

(2011) directed research of guerrilla and conventional showcasing coordination and its impact 

on efficiency of hierarchical advertising in ventures. Think about demonstrated that there is a 

connection between the reconciliation of guerrilla and conventional advertising and the change 

of profitability of hierarchical showcasing in analyzed undertakings.  

 

In writing, we can discover endeavors to grow guerrilla impact on all parts of showcasing blend. 

Schulte (2007) bound the guerrilla idea to the conventional promoting blend by conveying 

guerrilla showcasing scope rate as takes after:  

 

Figure 1: Guerrilla advertising and showcasing blend  

 
Source: NUFER, G., 2013.  

 

In any case, this understanding reinforces inconsistencies in promoting field. Separating 

inventive, keen and new arrangements as guerrilla and the rest as conventional is on a very basic 

level off-base. In addition, open frequently parallel promoting to publicizing and this separating 

hurts comprehension of advertising as a train. Along these lines the creator of this paper receives 

Hutter and Hoffman (2011) guerrilla impact term as it is more perplexing and exact.  

 

Numerous understudies, experts and even researchers consider guerrilla showcasing as a kind of 

advertising procedure which is intended for advertising blend and principally utilized as a part of 

the advancement component. In any case, as should be obvious from the above hypothetical 

brief rundown, it is preferably another type of correspondence procedure than complex business 

system.  

 

Methods  

 

This audit is steady with the current proposals to reinforce the thoroughness of surveys in 

monetary field (Tranfield et al. 2003). Subsequently it comprises of story, as well as quantitative 

approach portraying the present condition of hypothetical system. Tranfield et al. (2003) 

encourage propos three deliberate stages to guarantee fitting method of research appeared in 

figure 2.  

 

Figure 2: Stages of an orderly audit  

 

Stage I Planning the review 

Phase 0 Identification for the need for a review 

Phase 1 Preparation of a proposal for a review 

Phase 2 Development of a review protocol 

Stage II Conducting a review 
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Phase 3 Identification of research 

Phase 4 Selection of studies 

Phase 5 Study quality assessment 

Phase 6 Data extraction and monitoring progress 

Phase 7 Data synthesis 

Stage III Reporting and dissemination 

Phase 8 The report and recommendations 

Phase 9 Getting evidence into practice 
Source: TRANFIELD, D., DENYER, D. and SMART, P., 2003 
  

In the arranging stage the requirement for a survey of guerrilla promoting is recognized. There is 

just a single comparative past push to condense and methodicallly depict hypothetical structure 

by Hutter and Hoffmann (2011). The creators, be that as it may, did not utilize quantitative 

strategies in their paper accordingly there is sure space left for this exhibited paper.  

 

In directing stage, inquire about spotlights on the auxiliary information accumulation which is 

constrained in some ways. Right off the bat, as far as possible the audit to the explored diary 

articles just (barring distributed evaluated compositions). These can be viewed as approved 

information and are probably going to have the most astounding effect in the field of guerrilla 

advertising. Besides, after programmed sifting, the writer physically experienced the digests of 

the articles and wiped out non reasonable hopefuls, for instance publications, book surveys and 

so on. Thomson Reuters Web of Science (10) and EBSCO web crawler (36) were utilized to 

gather general 46 articles. 

The titles of the considerable number of articles were set up for examination by changing 

spellings (for instance single "r" in the word guerrilla now and again; or solitary and plural 

frame) and barring word separators. In the meantime, missing catchphrases were added from the 

watchwords rundown to a solitary line with a title to finish data about the articles. This method 

ensured the usual meaning of articles which titles were pretty much idyllic and had convoluted 

association between the title and the substance.  

 

With such changed information recurrence investigation was done utilizing free permit 

programming Textstat 3.0 (http://neon.niederlandistik.fu-berlin.de/textstat/). Recurrence 

investigation determinates set of catchphrases and its event and furthermore gives watchword 

list all together of event (Ding et al. 2001). The product computed the recurrence with which 

solidified words happened crosswise over 46 titles. From the outcomes 37 catchphrases were 

picked (recurrence ≥ 4) for co-word examination. This examination is a substance bibliometrics 

system which uncovers designs in talk by measuring the affiliation qualities of terms illustrative 

of significant productions delivered in the comparing field (Coulter et al. 1998). For performing 

co-word examination free programming TI has been utilized 

(http://www.leydesdorff.net/programming/ti/index.htm).  

 

As a bolster instrument, histogram has been created conveying data about article discharging 

recurrence specifically years since 1984. Usually known as a year when guerrilla showcasing 

was presented. This shows improvement of researchers' interests in the field over very nearly 

three decades. Discoveries are outlined in finish of current paper.  

 

Results  

 

Table-1 Demonstrates recurrence investigation which uncovered 37 most happened words 

crosswise over articles titles and catchphrases. One would expect, "promoting" (46) and 

"guerrilla" (44) were the top happened as these were the looked words. Word "publicizing" (28) 

was set the third. Then again, we can call attention to a word 'advertising blend' which we can't 
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discover in the top table by any means. This demonstrates the way of comprehension of guerrilla 

showcasing in the examination field as a "P" advancement arranged which likewise underpins 

the recurrence of different words: 'verbal' (20), "correspondence" (16), "open air" (11), "buzz" 

(6), "open" (5), "broadcasting" (5), 'deals advancement' (4), "battle" (4).  

 

Table 1: Frequency examination of articles titles and catchphrases.  

1. marketing 46 14. outdoor 11 27. network 5 

2. guerrilla 44 15. business 10 28. broadcasting 5 

3. advertising 28 16. television 8 29. stealth 4 

4. social 24 17. management 8 30. sports 4 

5. consumer 23 18. effectiveness 8 31. sales promotion 4 

6. word of mouth 20 19. product 7 32. preferences 4 

7. services 18 20. networks 7 33. opinion 4 

8. internet 18 21. ethical 7 34. online 4 

9. research 16 22. web 6 35. distribution 4 

10. communication 16 23. buzz 6 36. campaign 4 

11. viral 15 24. public 5 37. brand 4 

12. strategy 13 25. psychology 5    

13. behavior 13 26. planning 5    

 

 

 

 

Source: Authors' own particular research.  

 

Key measurement of looked into theme is spoken to next to no by the words "technique" (13), 

"administration" (8) and "arranging" (5) affirms concentrate on promoting and showcasing 

instead of business system. In any case, inquire about on guerrilla showcasing and its impact on 

procedure business idea is urgent for organization long haul maintainability.  

 

"Consumer" (23) is in the main five. Impact on client is basic in correspondence and it is spoken 

to by "conduct" (13), "brain science" (5), "inclinations" (4) and "feeling" (4). Tragically points 

like 'consideration', "astonishment" or "dissemination" are dismissed. In this way explore on 

shopper inner parts is attractive. There is a considerable measure of writing about consideration, 

shock and dispersion by and large yet it for the most part comprises of examinations in 

controlled conditions.  

 

Moreover money related words as 'spending plan', 'costs', "controlling" or "income" are missing. 

It advances the confusion that the guerrilla showcasing is for nothing and low expenses are 

anticipated result. Levinson (2009) advances guerrilla advertising as a reasonable procedure 

which requires time, vitality and creative ability. However said characters are fundamentally not 

for nothing. We can expect that exploration in this specific field is exceedingly vital for 

achievement practically speaking.  

 

Co-word investigation (Table 2 add) uncovered three principle purposes of premiums. It ought 

to be focused on that the co-word examination restriction is a subjective decision of the 

specialist in the specific strides of investigation. Picking the subjects of interests is one of them.  

 

Right off the bat, there is, expectedly, high co-event in the territory of web correspondence 

between words (web, arrange, social, media, verbal), which highlights the outcomes from 
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recurrence investigation. Appropriately, we can expect eccentric showcasing correspondence in 

the computerized condition as an interesting issue. Shockingly, there is an absence of research 

on PDA, portable and (applications for android operation framework stage) guerrilla.  

 

Besides, as guerrilla advertising has a tendency to be on the edge of good and morals, there is a 

next to no association amongst "moral" and 'web', "viral" ,'web' or "buzz" (which were shown as 

interesting issue these days). From a vital viewpoint, untrustworthy promoting activities can hurt 

organization or item picture while fortify contender which is direct inverse to guerrilla 

destinations.  

 

At last, conduct has a tendency to happen with the top recorded in recurrence examination. This 

finding says that a large portion of the general origination articles frequently manage buyer 

conduct and afterward somewhat become dull in the limited theme articles. There is a sure white 

spot for the future research to direct reviews on shopper conduct on specific sub-strategies from 

the guerrilla promoting armory. This also demonstrates the advancement of issued articles in 

scholastic diaries since 1984. In any case, the main investigated article has been discharged in 

1998. Since 2002 the number has been developing to meet the most astounding aggregate in 

2007. It ought to be focused on that it is conceivable to expect some more articles before the 

finish of 2013. We can see a slight lessening which is fascinating in light of the fact that the 

theme has not been depleted yet.  

 

Conclusion  

 

From the long haul point of view in the showcasing correspondence train there is question when 

guerrilla promoting turns out to be less compelling. The appropriate response relies on upon 

when it will progress toward becoming typicality. Key element of astonishment and stun is in 

making unforeseen crusades. There is probability that specific instruments of guerrilla 

promoting will endure of messiness as we probably am aware it from TV publicizing, flag visual 

impairment et cetera. Guerrilla advertising is not a salvation apparatus. Organization ought to 

dependably consider correspondence potential outcomes and how to break down the present 

circumstance, consider its alternatives lastly officials can settle on their own choice.  

 

The fundamental goals of this paper were to survey guerrilla advertising writing and discover 

errors in hypothetical field. Significant irregularities were found in characterizing guerrilla 

showcasing as a type of limited time action as opposed to an unpredictable advertising blend 

orientated technique. At the end of the day guerrilla promoting concordantly supplements 

customary advertising blend giving advertisers another choice how to separate through shock 

and dispersion impacts.  

 

Continuing examination of the profoundly influent articles in the top diaries gave a satisfactory 

picture of the past and current condition of learning. Right off the bat, the exploration on vital 

measurement of guerrilla advertising efforts and its results on long haul association with open 

and imminent clients is required. Since some stunning guerrilla crusades has been judged 

adversely by overall population a few articles containing best practice could help the 

showcasing directors stay away from such circumstances. Another administrative point of view 

which is belittled in ebb and flow research is planning, cost, incomes and controllability. 

Capacity to gauge cost and advantages of crusade is significant for future advancement of the 

organization.  

 

Besides, shape the client conduct point of view the future research on consideration, amazement 

and dissemination impacts of guerrilla promoting is conceivable. Comes about indicated absence 

of articles on preparing guerrilla crusade and its impacts on buyer conduct. For instance which  



 Vol-3 Issue-3 2017    IJARIIE-ISSN(O)-2395-4396   
 

5150 www.ijariie.com 517 

 

motivating forces to use in which cases. Is it more appropriate for advancing item or brand 

through guerrilla? Is there potential to connect with the beneficiary and assemble a relationship 

through surrounding showcasing or occasion? What techniques to use in the inventive plan of 

the crusade to secure expected response of the group? These and numerous different inquiries 

risen up out of the performed examination.  

 

This paper uncovered future research conceivable outcomes by recurrence and co-word 

examination and indicated absence of fixation on system measurement, client internal parts and 

budgetary angles. Additionally there is a requirement for the correct arrangement of guerrilla 

promoting apparatuses since there is a lot of it. At the end of the day, there are an excessive 

number of marketing while in certainty promoting is just a single. The creator receives an 

approach of the symphonious advantageous interaction between the ordinary and capricious 

promoting techniques as opposed to separating into the great and shrewd, high contrast. Toward 

the end, the creator might want to interest researchers and experts to invigorate talk in the field 

of guerrilla advertising. 

 

 

REFRENCES: 

 

EGAN, J., 2007. Marketing communications. London: Thomson learning. ISBN 1844801217. 

 HUGHES, M., 2006. Buzzmarketing: přimějte lidi, aby o vás  mluvili.  Praha:  Management 

Press. ISBN 80-7261-153-4. 

 HUTTER, K. and S. HOFFMANN, 2011. Guerrilla Marketing: The Nature of  the  Concept 

and Propositions for Further Research. Asian Journal of Marketing, 5, 39-54. ISSN 1819-

1924. 

 KAIKATI, A. M. and J. G. KAIKATI, 2004. Stealth Marketing: How to Reach  Consumers 

Surreptitiously. California Management Review, 46, 6-22. ISSN 0008-1256. 

 LEVINSON, J. C., 2009. Guerilla marketing. Brno: Computer press. ISBN 978-80-251- 

2472-7. 

 LINDSTRÖM, M., 2012. Vyluxované mozky: triky, které používají firmy,  aby  nás  přiměly k 

nákupu. Praha: Management Press. ISBN 978-80-7261-191-1. 

 MALHOTRA, N. K., 1982a. Information load and consumer decision making. Journal of 

Consumer Reseach, 8, 419-430. ISSN 0093-5301. 

 MUGHARI, A. M., 2011. Analysis of guerrilla and traditional marketing integration in 

improving the productivity of organizational marketing in enterprises in Iran: A case 

study of Kaveh Industrial Estate in Iran. African Journal of Business Management, 5, 

944-948. ISSN 1993-8233. 

 NUFER, G., 2013. Guerrilla Marketing – Innovative or parasitic marketing? Modern 

Economy, 4, 1-6. ISSN 2152-7245. 



 Vol-3 Issue-3 2017    IJARIIE-ISSN(O)-2395-4396   
 

5150 www.ijariie.com 518 

 PAKSOY, T. and C. T. CHANG, 2010. Revised multi-choice goal programming for multi-

period, multi-stage inventory controlled supply chain model with popup stores in 

Guerrilla marketing. Applied Mathematical Modelling, 34, 3586-3598. ISSN 0307-904X. 

 PATALAS, T., 2009. Guerillový marketing. Praha: Grada. ISBN 978-80-247-2484-3. [15] 

PORTER, M., 1985. Competitive advantage. New York: Free Press. ISBN 0-684-84146- 

 ROY, A. and S. P. CHATTOPADHYAY, 2010. Stealth marketing as a strategy. Business 

Horizons, 53, 69-79. ISSN 0007-6813. 

 SCHULTE, T., 2007. Guerilla marketing für unternehmertypen. 3rd Edition. Sternenfels: 

Verlag Wissenschaft & Praxis. ISBN 978-3896734358. 

 SMITH, T., J. R. COYLE, E. LIGHTFOOT and A. SCOTT, 2007. Reconsidering models of 

influence: the relationship between consumer social networks and word-of-mouth 

effectiveness. Journal of advertising research, 47, 387-397. ISSN 0021-8499. 

 TRANFIELD, D., D. DENYER, and P. SMART, 2003. Towards a metodology for 

developing evidence-informed management knowledge by means of systematic review. 

British Journal of Management, 14, 207-222. ISSN 1467-8551. 

 


