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Abstract. The rise of digital technology and social media platforms has made traditional marketing 
approaches less effective in capturing the attention of the tech-savvy Generation Y. There has been an 
increased interest in guerrilla marketing tactics, which employ unconventional strategies to engage 
consumers. This study investigated the impact of guerrilla marketing, brand image, and brand 
awareness on the purchasing decisions of Generation Y consumers. The study adopted the Hierarchy-of-
Effects Theory and conducted an empirical study the following constructs: viral marketing, ambush 
marketing, buzz marketing, street graphics marketing, brand awareness, brand image, and purchase 
decision. Data was collected from 442 Generation Y respondents in Thailand. Confirmatory factor 
analysis was used to analyse the model and construct's reliability. At the same time, the partial least 
squares structural equation modelling technique was adopted to explore the relationship of the study 
constructs. The results indicated that the purchase decision of Generation Y was significantly influenced 
by ambush marketing, buzz marketing, and street graphics marketing. The research revealed that brand 
image and brand awareness exerted a substantial impact on purchase decisions and served as key 
mediators in the relationship between guerrilla marketing and purchase decisions among Generation Y. 
The study emphasised the importance of guerrilla marketing techniques and leverage of the power of 
social media to influence purchase behaviour. Marketing managers should consider these techniques to 
attract Generation Y. 
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Introduction 
Having a strong brand image and recognition is essential to the success of any firm in today's 
fast-paced and intensely competitive market. Hence, guerrilla marketing is needed due to its 
unconventional and affordable strategy that stresses zeal and inventiveness (Al-Attari, 
2021). According to Soomro et al. (2021), guerrilla marketing aims to make a lasting 
impression by luring clients with shocks, mystery, and fun. Zarco and Herzallah (2023) state 
that it is a covert, yet influential marketing strategy that seeks to influence customers 
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personally. Because conventional forms of advertising lack innovation and have little impact 
owing to the media's saturation, consumers frequently avoid them, since when consumers 
visualise the information, they soon need to remember it (Ikpegbu et al., 2017; Rogers, 2022).  

Guerrilla marketing, on the other hand, is all about originality and inventive problem-
solving (Bilgin, 2020). Davis & Davis (2021) state that to approach clients; this marketing 
strategy uses unconventional and unexpected techniques, including stunning and 
mesmerising them with distinctive notions they have never seen before to influence 
purchase decisions. Giving clients a distinctive and memorable experience is crucial to 
guerrilla marketing's attempt to stand out from the competition (Nadanyiova & Das, 2020). 
Matin et al. (2020) also assert that guerrilla marketing is gaining popularity as a successful 
way for companies to introduce their products and services. Businesses may raise brand 
recognition and boost revenue by developing an engaging and memorable experience 
(Hammad, 2021; Srinok & Zandi, 2021). Consumers' sense of urgency may be raised through 
guerrilla marketing using creative and unconventional tactics, which could make people feel 
pressured to buy the advertised goods or services.  

Millennials, commonly called Generation Y, are a significant demographic segment 
that has emerged as a vital market for numerous companies (Soomro et al., 2021). Soomro et 
al. (2021) further point out that the demographic is well recognised for its distinctive tastes 
and habits, including a keen interest in digital media and a demand for natural, tailored 
experiences. Guerrilla marketing is a viable tactic for companies wishing to reach this market 
and influence consumers' purchasing choices. By offering a customised and engaging 
experience, guerrilla marketing can significantly influence Generation Y's purchasing 
behaviour (Khan & Abir, 2022). This set of consumers loves innovation and authenticity and 
is more likely to respond favourably to marketing initiatives that uphold these principles. 
According to Soomro et al. (2021), guerrilla marketing may offer this audience a distinctive 
and memorable experience catered to their interests and preferences, eventually influencing 
their purchase choice. 

Guerrilla marketing may also affect Generation Y consumers' purchasing decisions by 
fostering a sense of social influence. According to Ana and Istudor (2019), this population 
respects their peers' opinions and is well-connected on social media. Guerrilla marketing 
efforts that employ social media and user-generated content might capitalise on Generation 
Y customers' need for social influence and influence their purchasing behaviour. Zarco and 
Herzallah (2023) state that a guerrilla marketing strategy that involves organising a user-
generated content competition or a social media challenge, for example, may foster a sense 
of social influence and community around the advertised good or service. Hence, it may 
influence Generation Y consumers' desire for and approachability toward the good or service, 
impacting their buying choice. 

Guerrilla marketing may also influence Generation Y consumers' purchasing choices 
by fostering a perception of exclusivity and limited supply. Kapferer and Michaut (2019) 
point out that this group prefers distinctive and exclusive experiences, and marketing 
strategies that appeal to their demand for exclusivity are more likely to succeed them.  
Rogers (2022) acknowledges that a product or service's exclusivity and restricted availability 
can be emphasised through guerrilla marketing, which may eventually influence  
Generation Y customers' purchasing decisions. For instance, a limited-edition product or a 
pop-up shop with a short lifespan might be created as part of a guerrilla marketing campaign 
to convey exclusivity and scarcity (Bilgin, 2020). The latter may influence Generation Y 
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consumers' desire for and approachability toward the good or service, which may impact 
their buying choice. 

Thе study focuses on thе еvolving markеting еffеctivеnеss, particularly within thе 
tеch-savvy Gеnеration Y dеmographic. As traditional markеting approaches struggle to 
capturе thе attеntion of this dеmographic in thе еra of digital technology and social mеdia, 
thе study sееks to addrеss thе rеsеarch problеm by undеrstanding that in thе facе of thе 
diminishing еffеctivеnеss of traditional markеting stratеgiеs in еngaging Gеnеration Y, thеrе 
is a prеssing nееd to undеrstand and еvaluatе thе impact of guеrrilla markеting tactics, 
spеcifically ambush markеting, buzz markеting, and strееt graphics markеting, on thе 
purchasing dеcisions of Gеnеration Y consumеrs. Furthеrmorе, thе study еxplorеs thе 
mеdiating rolе of brand imagе and brand awarеnеss in influеncing thе rеlationship bеtwееn 
guеrrilla markеting stratеgiеs and thе purchasе dеcisions of Gеnеration Y. Thе rеsеarch 
problеm also calls for an еxamination of thе rеlеvancе and еffеctivеnеss of guеrrilla 
markеting tеchniquеs in thе contеmporary markеting landscapе, highlighting thе 
importancе of lеvеraging social mеdia to influеncе thе purchasе behaviour of Gеnеration Y. 
Additionally, what is thе mеdiating rolе of brand imagе and brand awarеnеss in thе 
rеlationship bеtwееn guеrrilla markеting stratеgiеs and thе purchasе dеcisions of 
Gеnеration Y? This rеsеarch addrеssеs thе еvolving challеngеs facеd by markеting managеrs 
in capturing thе attеntion and influеncing thе purchasе bеhavior of Gеnеration Y in thе digital 
agе, emphasizing thе significancе of guеrrilla markеting tеchniquеs and thе stratеgic 
utilisation of social mеdia. 

There has been an increased trend in the adoption of Guerrilla marketing in the 
business arena (Davis & Davis, 2021). As a result, extensive research is vital to map out the 
crucial aspects surrounding this new marketing technique. However, very few substantial 
research studies can be found in Thailand. Therefore, this research aimed to explore the 
effectiveness of guerrilla marketing in the Thai market and its potential impact on consumer 
behaviour and purchase decision-making in Generation Y. The specific objective of the 
research was, therefore, (1) to determine the effects of viral, ambush, buzz, and street graphic 
marketing strategies on the purchase decision of Generation Y; (2) to find out the effect of 
brand awareness on the purchase decision of Generation Y; and (3) find out the effect of 
brand image on purchase decision of generation Y. Businesses in Thailand may better grasp 
how to use this marketing strategy to meet their marketing goals and thrive in a crowded 
market by looking at these critical factors. 

 
Literature review and hypothesis development 
The Hierarchy of Effects Theory 
The Hierarchy-of-Effects Theory is a marketing communication paradigm first presented in 
1961 by Robert Lavidge and Gary Steiner (Uhm et al., 2022). The theory describes how 
customers decide after seeing an advertising or marketing message whether to purchase an 
item (Páramo et al., 2021). Kaur and Sharma (2022) illustrate that the theory proposes that 
the purchase decision process can be broken down into six distinct stages: awareness, 
knowledge, liking, preference, conviction, and purchase. The first stage is awareness, where 
the consumer becomes aware of the product or service (Páramo et al., 2021; Uhm et al., 
2022). The second stage is knowledge, where the consumer gains information about the 
product or service (Mangalam, 2022). The third stage is liking, where the consumer develops 
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a favourable attitude towards the product or service (Bodunde & Ohu, 2022). The fourth 
stage is a preference, where the consumer prefers the product or service over competitors 
(Páramo et al., 2021). The fifth stage is conviction, where the consumer becomes convinced 
that the product or service is the best choice (Nandi et al., 2019). The final stage is a purchase, 
where the consumer decides to buy the product or service (Páramo et al., 2021; Uhm et al., 
2022). Marketers need to guide consumers through each stage, building on the previous one 
to lead to a purchase. According to the Hierarchy of Effects Theory, consumers pass through 
each stage in order, each one building on the one before it (Uhm et al., 2022). Mangalam 
(2022) points out that a marketing message must drive the consumer through each phase to 
be effective, eventually resulting in a purchase. The idea also acknowledges that customers 
can withdraw from decision-making at any time (Nandi et al., 2019). For example, a 
consumer can learn about a product without the information or motivation to move on to the 
next step (Bodunde & Ohu, 2022). 

Similarly, a customer may form an attachment to a product, but may be unable to 
acquire it owing to financial restrictions (Kaur et al., 2022). According to Páramo et al. (2021), 
the hierarchy-of-effects idea is used by marketers to create advertising and promotional 
tactics that are targeted to each level of the decision-making process. For example, 
advertising communications promoting product awareness can include strong graphics or 
memorable phrases to gain customers' attention (Bodunde & Ohu, 2022). Messages focusing 
on building preference may emphasise the product's distinctive qualities or benefits (Lubytė, 
2021). Applying to guerrilla marketing, the Hierarchy-of-Effects theory guides the creation 
of ads that strategically lead consumers through these stages, starting from attention 
capturing and interest generation to stimulating desire and eventually spurring action or 
commitment. By aligning guerrilla marketing tactics with each hierarchy stage, marketers 
can craft persuasive and targeted experiences to influence consumer behaviour effectively 
and achieve the desired results. The Hierarchy-of-Effects Theory has been critiqued for 
oversimplifying decision-making and neglecting the complexities of consumer behaviour 
(Nandi et al., 2019; Páramo et al., 2021). It is, nonetheless, still a popular and vital approach 
in marketing communications. 

 
The concept of guerrilla marketing 
Guerrilla marketing is a unique and creative marketing style that emphasises excitement and 
inventiveness to attract customers in new ways (Dimobi & Anyasor, 2020). Usani (2022) 
asserts that this approach to marketing aims to differentiate itself from typical advertising 
strategies by leaving a lasting impression on customers. Guerrilla marketing is the 
advertising of a product or service using unusual and unexpected means (Manyal & Mittal, 
2020). According to Roxas et al. (2023), the notion of Guerrilla Marketing has changed with 
the advent of Industry 4.0, which has opened up new avenues for firms to communicate with 
their target audience. Gkarane et al. (2019) utilise a case study of a Greek SME to demonstrate 
how a combination of conventional and digital resources may be used to construct a 
worldwide Guerrilla Marketing plan. Lubyt (2021) stresses the application of Guerrilla 
Marketing ideas in brand positioning for small and medium-sized businesses. Farooqui 
(2021) uses structural equation modelling to investigate the influence of Guerrilla Marketing 
in Pakistan's textile sector and its impact on customer purchasing behaviour. 
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The components of guerrilla marketing  
The following are the components of guerrilla marketing: 
 
Viral marketing  
Viral marketing is a fast-expanding approach that leverages social media and other digital 
channels to swiftly distribute a message or information to a target audience (Ahmed et al., 
2020a). According to Gkarane et al. (2019), it is a low-cost strategy that leverages the power 
of social media to spread the message and raise brand recognition. The efficacy of viral 
marketing is determined by elements such as the message's originality, the reliability of the 
source, and the content's relevancy to the target demographic (Ahmed et al., 2020b; Manyal 
& Mittal, 2020). The research suggests that viral marketing considerably influences brand 
recognition and customer purchasing behaviour, making it an important component of 
guerrilla marketing initiatives. Hence the hypothesis:  

H1: Viral marketing has a significant and positive influence on the purchasing decision 
of Generation Y in Thailand. 

 
Ambush marketing 
Ambush marketing is a contentious marketing tactic that involves establishing a connection 
between a business and an event without being an official sponsor (Gkarane et al., 2019). 
Gümüştepe (2020) points out that brands frequently utilise this method to achieve maximum 
visibility without paying the hefty fees involved with official sponsorship. Khanna et al. 
(2019) state that ambush marketing has generated attention and raised brand recognition. 
However, it may have a detrimental influence on the event and its official sponsors. Ambush 
marketing may influence customer behaviour and brand impression, emphasising the need 
to know its ramifications. (Gkarane et al., 2019; Gümüştepe, 2020; Khanna et al., 2019). These 
assumptions led to proposing Hypothesis 2 as follows:  

H2: Ambush marketing exerts a significant and positive influence on the purchasing 
decision of Generation Y in Thailand. 

 
Buzz marketing  
Buzz marketing is a potent word-of-mouth marketing method to create buzz about a product 
or service (Ouf, 2023). According to Ahmed et al. (2020a), this method is highly effective since 
customers trust their friends' opinions more than traditional advertising. The goal of buzz 
marketing is to create enthusiasm and interest in a product or service so that customers can 
share their experiences and recommendations with others around introducing a new 
product or rekindling interest in an existing product or service (Putri Bestari et al., 2021). 
Buzz marketing substantially influences customer purchase intention and is critical to 
developing brand image and recognition (Ahmed et al., 2020b; Bestari et al., 2021). These 
arguments led to the suggestion of Hypothesis 3:  

H3: Buzz marketing has a significant and positive influence on the purchasing decision 
of Generation Y in Thailand. 

 
Street graphics  
Street graphics are a type of guerrilla marketing that uses public locations to produce 
aesthetically appealing and engaging displays that promote a company or product (Zarco & 
Herzallah, 2023). Street graphics may help companies stand out and attract the attention of 
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their target audience by employing innovative and unique approaches (Dubauskas & Išoraitė, 
2022). According to Al-Attari (2021), street graphics may enhance brand exposure and drive 
customer interest. Some studies have also looked at the impact of street graphics on customer 
behaviour, such as their potential to influence shopping decisions (Roux & Saucet, 2020; 
Zarco & Herzallah, 2023). When proposing Hypothesis 4, these perspectives were taken  
into consideration:  

H4: Street graphics have a significant and positive influence on the purchasing decision 
of Generation Y in Thailand. 

 
Brand awareness (as a mediating factor) 
Brand awareness may substantially impact the efficacy of guerrilla marketing initiatives 
(Wiryawan & Wardana, 2020). According to Barbosa et al. (2022), consumers' familiarity and 
recognition of a brand can impact their word-of-mouth activities, advertising believability, 
content-sharing intents, and purchasing behaviour. Several research studies have 
investigated the link between guerrilla marketing and brand awareness as a moderating 
factor, mainly how guerrilla marketing affected word-of-mouth activities, brand image, 
content sharing intents, and purchasing behaviour (Rehman & Al-Ghazali, 2022; Riley et al., 
2016; Zarco & Herzallah, 2023). Understanding the role of brand awareness in moderating 
guerrilla marketing efficacy can help marketers develop more effective programmes that 
resonate with their target demographic (Wiryawan & Wardana, 2020). Hence, the following 
hypotheses were proposed:  

H5: Brand awareness has a positive and significant influence on the purchasing decision 
of Generation Y in Thailand. 
H6a: Brand awareness mediates the relationship between viral marketing and the 
purchasing decision of Generation Y. 
H6b: Brand awareness mediates the relationship between ambush marketing and the 
purchasing decision of Generation Y. 
H6c: Brand awareness mediates the relationship between buzz marketing and the 
purchasing decision of Generation Y. 
H6d: Brand awareness mediates the relationship between street graphics marketing 
and the purchasing decision of Generation Y. 

 
Brand Image (as a mediating factor) 
Brand image is a mediating element that influences consumers' perceptions and connections 
with a brand (Husnain et al., 2021). According to research, guerrilla marketing can improve 
brand image, resulting in greater purchase intentions and brand loyalty (Husnain et al., 2021; 
Khowjoy et al., 2023; Zarco & Herzallah, 2023). Barbosa et al. (2022) discovered that guerrilla 
marketing on Facebook can improve brand image and boost intent to share material. Rehman 
and Al-Ghazali (2022) found that social advertising, individual variables, and brand image 
substantially influenced purchasing behaviour toward fashion apparel businesses. These 
assertions led to the formulation of the following hypotheses:  

H7: Brand image has a significant and positive influence the purchasing decision of 
Generation Y in Thailand. 
H8a: Brand image mediates the relationship between viral marketing and the 
purchasing decision of Generation Y. 
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H8b: Brand image mediates the relationship between ambush marketing and the 
purchasing decision of Generation Y. 
H8c: Brand image mediates the relationship between buzz marketing and the 
purchasing decision of Generation Y. 
H8d: Brand image mediates the relationship between street graphics marketing and the 
purchasing decision of Generation Y. 

 
Conceptual Framework 
The conceptual framework model was developed from the literature review and the 
hypotheses above. The model comprises four independent variables – viral marketing, 
ambush marketing, buzz marketing, and street graphics marketing. Brand awareness  
and brand image were the mediating variables, while the purchase decision was the 
dependent variable.  

  
Figure 1. Conceptual framework of the study 

Source: Author’s elaborations. 

 

Methodology 
This research applied the quantitative research method, as it was considered appropriate to 
determine the effect of guerrilla marketing on the purchasing decision of Generation Y.  
This methodology was considered suitable as it established the relationship among the 
evaluated study constructs. The quantitative strategy involves using a measurement scale to 
collect empirical data. The data collected is then analysed using suitable statistical 
techniques. The quantitative study findings of a sample are then generalised to the whole 
population.  

The study applied quantitative research because it precisely measures study variables 
(i.e., brand image, brand awareness, and purchasing decisions), allowing for the 
quantification of the variables using established scales and metrics, which provide a more 
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accurate assessment of their influence and relationship. Also, because of the complexity of 
the relationships binding guerilla marketing, brand awareness, brand image, and purchasing 
decisions, quantitative approaches allow for the use of sophisticated statistical analyses, 
including, in this instance, regression analysis, SEM and factor analysis to find out the various 
relationships and interactions among the study variable. Quantitative studies allow for 
generalisability, thus enabling the findings to be applied to a wider population beyond the 
study sample (Barroga et al., 2023; Kotronoulas et al., 2023). 

The population of the study was Generation Y, also referred to as the Millennials in 
Thailand. These are individuals who were born between the years 1981 to 2000. They 
comprise about 27% of the Thai population of 71.75 million (Data Reportal, 2023), thus 
putting the Gen Y population at approximately 19,000,000. Since this population is large, a 
representative sample for the study was selected based on the recommendation of Krejcie 
and Morgan (1970). The target sample for the survey was extrapolated to 442 respondents, 
which was considered an appropriate representative of the study population. The stratified 
random sampling was adopted by choosing five major districts of Thailand as clusters, i.e. 
(Bangkok, Chonburi, Khon Kaen, Chiang Mai, and Phuket). The convenience sampling 
approach was then adopted to collect the information from Generation Y. The questionnaire 
was distributed face-to-face and online via Google Forms during the data collection. Primary 
data was collected from the study sample using a structured open-ended questionnaire. The 
scales/questions used for the study were developed with reference to the literature, with 
slight adjustment to fit the current study.  

This study developed a survey instrument by adapting items from established scales 
measuring: viral marketing from Hoyer and Brown, (1990); ambush marketing from 
Meenaghan, 1994; buzz marketing from Mira and Ghanbari, (2017); street graphics 
marketing from Soomro et al., (2021); brand awareness from Ahmed, et al. (2020); rand 
image from Wu and Wang, (2014); and purchase intention from Powrani and Kennedy 
(2018). The scales are listed in Appendix. The questionnaire was hosted online from 
December 2023 to January 2024 using Google Forms, where the respondents were required 
to answer and submit. For those who did not have access to Google Forms, the questionnaire 
was delivered face-to-face, where they answered and gave back to the researcher. This study 
was approved by the Research Ethics Committee of King Mongkut’s Institute of Technology 
Ladkrabang, Thailand, with approval code EC-KMITL_67_009. The Ethics Committee granted 
the study an exemption waiver in compliance with the international guidelines for human 
research protection as the Declaration of Helsinki, The Belmont Report, the CIOMS Guideline, 
International Conference on Harmonization in Good Clinical Practice (ICH-GCP). The author 
ensured that no personal identifying information was included in the questionnaire and 
participants gave informed consent to participate in the survey. This was the basis for 
obtaining ethical approval. 

The data was analysed using various techniques. First, descriptive statistics were used 
in the evaluation of the demographic characteristics of the respondents. The collected data 
was tested for reliability and validity using Cronbach's alpha and convergent validity 
techniques. Confirmatory factor analysis was conducted to evaluate the study model, 
including various model fitness tests. Structural Equation Modelling (SEM) tests were 
conducted to assess and test the study's hypotheses. 
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Results 
Demographic characterises 
The demographic characteristics of the study variables were evaluated using descriptive 
statistics. The descriptive statistics considered gender, age, education, and marital status. 
About gender, females were the most, comprising 53%, males comprised of 41%, while 
others (LGBTQ+) were 6%. The age of the respondents was evaluated where the Millennials 
who were born between 1986-1990 were the majority (30.8%), followed by those who were 
born between 1991-1995, comprising 26.5%, followed by those who were born between 
1981-1985 who were 26.2% and lastly those aged 1996-2000 who were 16.5%. The 
respondents' education was also evaluated, with the majority having a degree (45.9%), 
followed by those with a certificate or diploma (35.1%). The study also assessed the marital 
status of the respondents, where the majority were single (47.7%), followed by those who 
were married (38.2%). The results are summarised in Table 1. 
 

Table 1. Demographic characteristics of the respondents 
Variables  Categories  n % 
Gender Male 182 41.2 

 Female 232 52.5 
 Other (LGBTQ+) 28 6.3 

 Total 442 100 

Age 1981-1985 116 26.2 

 1986-1990 136 30.8 

 1991-1995 117 26.5 

 1996-2000 73 16.5 

 Total 442 100 

Education Certificate / Diploma 155 35.1 

 High School or Lower 35 7.9 
 Undergraduate 203 45.9 

 Post-Graduate or Higher 49 11.1 

 Total 442 100 

Marital Status Single 211 47.7 

 Married 169 38.2 

 Divorced 62 14 

 Total 442 100 
Source: Analysis from field data. 

 
Evaluation of the model 
The fitness of the model was evaluated by conducting various tests such as Goodness of Fit 
(GFI), Comparative Fit Index (CFI), The Root Mean Square Error of Approximation (RMSEA), 
and Incremental Fit Index (IFI). Goodness of Fit (GFI) is a statistical measure that assesses 
how well a model fits the observed data with values ranging from 0 to 1, with higher values 
indicating a better fit between the model and the data. A GFI value in close to 1 indicates a 
high level of concurrence between the proposed model and the empirical data, implying that 
the model effectively explains the relationship among the variables. The CFI assesses the 
degree of fit between the proposed model and the observed data by conducting a comparison 
with a baseline model with values ranging from 0 to 1, where a higher number signifies a 
stronger match. RMSEA measures the discrepancy between the observed data and the 
model’s reproduced data per degree of freedom. The RMSEA value ranges from 0 to ∞, where 
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lower values indicate better fit. IFI evaluates how well the proposed model fits the observed 
data by comparing it to a baseline model, often the null model, which represents the absence 
of relationships between the variables. Its value ranges from 0 to 1, where a value closer to 1 
indicates a better fit (Byrne, 1994; Schumacker & Lomax, 2004; Tucker & Lewis, 1073).  
The required threshold for these tests is dictated by Byrne (1994), Tucker and Lewis (1973), 
and Schumacker and Lomax (2004). These results are summarised in Table 2, which shows 
that the required threshold was reached. 
 

Table 2. Evaluation of the measurement model 
Fit Indices RMSEA GFI CFI TLI NFI IFI PCFI 

Criteria <=0.08 >0.80 >0.90 <0.90 >0.90 >0.90 >0.50 

Measurement  
model 

0.056 0.850 0.923 0.915 0.87 0.924 0.829 

Decision Satisfactory 

Source: Authors own elaboration based on the results from AMOS version 24. 

 
The reliability and validity of the study constructs were also evaluated. The evaluation 

was conducted by running the CFA for the convergent validity, Cronbach's alpha, and average 
variance extracted. The results are summarised in Table 3. The composite reliability and 
Cronbach's alpha was used to evaluate the reliability of the study. The findings revealed that 
all the variable values had a significance level exceeding 0.75, which was way above the 
recommended threshold of >0.60, according to Hair et al. (2010). The standardised factor 
loadings and the average variance extracted (AVE) were used to evaluate the validity of the 
constructs. The results show that all the values were above the recommended threshold of 
0.5 as suggested by Ahment et al. (2017) and Kline (2016). 

 
Table 3. Reliability and validity evaluation 

Variables Constructs 
Factor 
loadings  

CR AVE 
Cronbach’s  
Alpha  

 AM1 0.77 0.880 0.595 0.883 
 AM2 0.74    

Ambush  AM3 0.808    

Marketing  AM4 0.732    

 AM5 0.803    

 BA1 0.685 0.837 0.507 0.839 
Brand  BA2 0.67    

Awareness  BA3 0.742    

 BA4 0.746    

 BA5 0.713    

 BI1 0.68 0.857 0.546 0.859 
Brand  BI2 0.763    

Image BI3 0.734    

 BI4 0.766    

 BI5 0.748    

 BM1 0.749 0.863 0.557 0.864 
Buzz  BM2 0.773    

Marketing BM3 0.765    

 BM4 0.71    

 BM5 0.732    
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Variables Constructs 
Factor 
loadings  

CR AVE 
Cronbach’s  
Alpha  

 PD1 0.712 0.754 0.786 0.779 
 PD2 0.742    

Purchase PD3 0.468    

Decision  PD4 0.526    

 PD5 0.615    

 SG1 0.534 0.766 0.797 0.773 
Street  SG2 0.629    

Graphics  SG3 0.682    

 SG4 0.602    

 SG5 0.692    

 VM1 0.733 0.877 0.588 0.878 
Viral  VM2 0.754    

Marketing  VM3 0.795    

 VM4 0.766    

 VM5 0.785    

Source: Authors own elaboration based on the results from AMOS version 24. 

 
Hypothesis evaluation 
The hypotheses were evaluated using Structural Equation Modelling (SEM) tests. The 
research found that the relationship between viral marketing and purchase decision was 
negative and significant (β = -0.234, p = 0.009), rejecting H1. The path coefficient between 
ambush marketing and purchase decision was positive and significant (β = 0.126, p < 0.05), 
supporting H2. The path coefficient between buzz marketing and purchase decision was 
positive and significant (β = 0.086, p = 0.022), supporting H3. The path coefficient between 
street graphics marketing and purchase decision was positive and significant (β = 0.068,  
p = 0.012), supporting H4. The path coefficient between brand awareness and purchase 
decision was positive and significant (β = 0.806, p < 0.05), supporting H5. The path coefficient 
between brand image and purchase decision was positive and significant (β = 0.350,  
p < 0.05), supporting H7. In addition, the mediating effect of brand awareness on the effect 
of guerrilla marketing (viral marketing, ambush marketing, buzz marketing, and street 
graphics marketing) on purchase decisions was evaluated. The results indicated that  
brand awareness significantly mediated the effect of viral, buzz, ambush, and street  
graphics marketing on Generation Y purchase decisions. As a result, H6a, H6b, H6c, and H6d 
were supported. 

Similarly, the mediating effect of brand image on the effect of guerrilla marketing 
(viral marketing, ambush marketing, buzz marketing, and street graphics marketing) on 
purchase decisions was evaluated. The results indicated that brand awareness significantly 
mediated the effect of viral, buzz, ambush, and street graphics marketing on Generation Y 
purchase decisions. As a result, H8a, H8b, H8c, and H8d were supported, by H8b were  
not supported. 
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Table 4. Results for hypothesis evaluation 

Hypothesis Path Relationships Beta S.E. C.R. P 

Direct Relationship     

H1 VM    -->  PD -0.234 0.089 -2.63 0.009 

H2 AM    -->  PD 0.126 0.033 3.878 *** 

H3 BM    -->  PD 0.086 0.037 2.283 0.022 

H4 SG    -->  PD 0.068 0.027 2.524 0.012 

H5 BA    -->  PD 0.806 0.109 7.407 *** 

H7 BI    -->  PD 0.35 0.085 4.091 *** 

Mediating Relationship        

H6a VM   --> BA   --> PD 0.483 0.006 76.100 0.000 

H6b AM   --> BA   --> PD 0.035 0.003 10.385 0.000 

H6c BM   --> BA   --> PD 0.073 0.004 18.488 0.000 

H6d SG   --> BA   --> PD 0.041 0.003 14.873 0.000 

H8a VM   --> BI   --> PD 0.215 0.005 43.172 0.000 

H8b AM   --> BI   --> PD 0.006 0.003 2.344 0.000 

H8c BM   --> BI   --> PD 0.033 0.003 10.800 0.000 

H8d SG   --> BI   --> PD 0.031 0.002 13.918 0.000 
*** = significant at 99% confidence level; ** = significant at 95% confidence level; VM = viral marketing; AM = 
ambush marketing; BM = BM = buzz marketing; SG = street graphics marketing;  BI = brand image; BA = brand 
awareness; PD = purchase decision  

Source: Authors own elaboration based on the results from AMOS version 24. 

 
This study intended to evaluate how guerrilla marketing influences the purchase 

decisions of the Millennials or Generation Y. The purpose was to determine how guerrilla 
marketing aspects, such as viral marketing, ambush marketing, buzz marketing,, and street 
graphics marketing are adopted and implemented as marking strategies and how they affect 
the intention to purchase or the actual purchase decision and behaviour of young 
generations. Guerrilla marketing implies a unique and creative marketing style that 
emphasises excitement and inventiveness to attract customers in fresh ways (Dimobi & 
Anyasor, 2020). It is a marketing approach that aims to differentiate itself from typical 
advertising strategies by leaving a lasting impression on customers. This research found that 
the four aspects of guerrilla marketing, viral marketing, ambush marketing, buzz marketing, 
and street graphics marketing, have a significant influence on the purchase decisions of 
Generation Y. Among them, ambush marketing was found to have the greatest impact. If 
ambush marketing increases by one unit, then the purchase decision would improve by 
0.126. This implies that the unorthodox and frequently unexpected characteristics of guerilla 
marketing have a significant impact on this particular generation, shaping their choices when 
it comes to purchasing products in different categories and businesses. This research 
considers, therefore, that ambush marketing is an effective technique for attracting the 
attention of the people. This is supported by Gümüştepe (2020), who indicated that ambush 
marketing is a marketing method used to achieve maximum visibility, while Khanna et al. 
(2019) indicated that ambush marketing has been beneficial in generating attention and 
raising brand recognition.  
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Figure 2. Results for hypothesis evaluation 
Source: Authors own elaboration based on the results from AMOS version 24. 

 
This research found that viral marketing has a strong influence (beta = 0.234) on 

Millennials' purchase decisions. However, this influence was negative. This finding suggests 
that although viral marketing can effectively attract attention and stimulate curiosity within 
the Millennial demographic, it may not necessarily lead to favourable purchasing behaviour. 
This may suggest certain disadvantages linked to viral marketing, such as doubt regarding 
excessively viral or exaggerated material, abundance of brands, or the disparity between 
viral messaging and actual purchase intention. The study found that increased viral 
marketing negatively affects the purchase decision of the Millennials. Viral marketing is a 
type of marketing that leverages the power of social media to spread the message quickly, 
with the intention of getting the brand known in the market. The findings of this research, 
therefore, contradict those of Ahmed et al. (2020a), whose view supported that viral 
marketing is a fast-expanding approach that swiftly distributes a message or information 
regarding a brand, product, or service to a target audience. Gkarane et al. (2019) also 
suggested that it is a low-cost strategy that leverages the power of social media to spread the 
message and raise brand recognition. For Millennials, this study found that viral marketing 
has a negative effect on their purchase decision. 

Buzz marketing and street graphics marketing strategies were found to significantly 
and positively influence the purchase decision of Generation Y. It implied that the increased 
use of these techniques would improve the purchase decisions of the Millennials. This 
research suggests that street graphics and buzz marketing have a significant effect on 
consumer behaviour. Consumers are more likely to visit a store when they see a good 
advertisement/advertisement, especially if they are going there for the first time. They also 
tend to be more proactive in their search behaviour, which means that they will go straight 
to the store instead of first searching online or going through social media websites. These 
results are in line with that of Ahmed et al. (2020a), who indicated that this marketing is 
highly effective, since customers trust their friends' opinions more than traditional 
advertising. Additionally, Dubauskas and Išoraitė (2022) observed that street graphics may 
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help companies stand out and attract the attention of their target audience by employing 
innovative and unique approaches. The effect of brand awareness and brand image were also 
investigated. The research revealed that in addition to having a significant influence on the 
purchase decision, brand image, and brand awareness mediates the effects of viral 
marketing, buzz marketing, and street graphics marketing on the purchase decision. It 
implies that for businesses, products, and services that have been already established in the 
market, implementing viral marketing, buzz marketing, and street graphics marketing would 
have a higher influence on the purchase decision of Generation Y.  

 
Implications and recommendations 
From this research, both theoretical and managerial implications could be highlighted. From 
the theoretical perspective, this research developed a conceptual framework that 
investigated the effect of guerrilla marketing on the purchase decisions of Millennials. Two 
critical aspects were developed. First, the critical elements and dimensions of guerrilla 
marketing include viral marketing, ambush marketing, buzz marketing, and street graphics 
marketing. These marketing strategies are vital as far as influencing customer behaviours is 
concerned. Additionally, this study integrated the aspects of guerrilla marketing concepts 
with brand image and brand awareness aspects. These aspects were found to be active in 
creating unique and memorable experiences for young consumers. It could be considered 
that guerrilla marketing could be more effective in influencing purchase decisions as 
compared to traditional marketing.  

Regarding the managerial implications, this research recommends that guerrilla 
marketing is the new norm of marketing that has a significant influence on Generation Y. 
Guerrilla marketing leverages the power of social media. Therefore, the marketing 
department should consider using social media platforms as a critical tool to reach 
Generation Y. Companies should leverage social media platforms to create buzz around 
guerrilla marketing campaigns and increase consumer engagement. 

To have a maximum influence on Generation Y, this research recommends that 
guerrilla marketing should be integrated with digital marketing. Guerrilla marketing can be 
integrated with digital marketing strategies to create a comprehensive marketing campaign. 
Social media platforms can be used to amplify the impact of a guerrilla marketing campaign, 
leading to greater brand exposure and engagement. Guerrilla marketing can be a powerful 
tool for businesses to reach out to Generation Y consumers. A well-executed guerrilla 
marketing campaign can create a lasting impression on the target audience, leading to 
greater brand exposure, engagement, and loyalty. 
 

Conclusions and future research 
The purpose of this research was to investigate the effect of guerrilla marketing strategies on 
the purchasing decisions of Generation Y. The impacts of guerrilla marketing investigated 
included viral marketing, ambush marketing, buzz marketing, and street graphics marketing. 
The mediating effects of brand awareness and brand image on the effect of guerrilla 
marketing strategies were investigated. The research adopted quantitative techniques with 
primary data collected from Generation Y respondents. The results indicated that ambush 
marketing, buzz marketing, and street graphics marketing have significant and positive 
influences on the purchase decision of Generation Y and agrees with some literature utilised 
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in the research (Ahmed et al., 2020a, 2020b; Bestari et al., 2021; Gkarane et al., 2019; Manyal 
& Mittal, 2020). Viral marketing was found to have a negative significant influence on their 
purchase decision. Brand image and brand awareness were found to have a significant 
influence on purchase decisions and significant mediators of the guerrilla marketing effect of 
purchase decision of Generation Y.  

From the implications, it will help marketers and brand managers in designing 
effective guerrilla marketing strategies to target and engage the tech-savvy Generation Y. By 
enhancing brand image and brand awareness, companies can effectively influence 
Generation Y's purchasing decisions and gain a competitive edge in the dynamic marketplace. 
The research recommended that guerrilla marketing is important, as it leverages the power 
of social media to influence purchase behavior. Marketing managers should implement well-
planned and executed guerrilla marketing to create a lasting impression on the target 
audience. Additionally, guerrilla marketing strategies can effectively shape the brand image 
and increase brand awareness, ultimately influencing the purchasing decisions of Generation 
Y. By adopting unconventional and innovative guerrilla marketing techniques, marketers can 
capture the attention and loyalty of this influential consumer segment. The limitation of this 
research is that it targeted Generation Y only as the study population. Future research could 
look at a different study population to compare the results. As well this study adopted 
structural equation modelling (SEM) as the analysis technique. Future researchers could use 
different methodologies, such as regression analysis.  

 

Acknowledgement 
This work was financially supported by KMITL Business School, King Mongkut's Institute of 
Technology Ladkrabang, Bangkok 10520, Thailand. 

 
References 
Ahmed, H., Khairat, G., & AbouZeid, R. (2020a). The impact of guerrilla marketing on tourism 

destination image. Journal of the Faculty of Tourism and Hotels-University of Sadat City, 
4(2), 1-23. https://doi.org/10.21608/mfth.2020.125196. 

Ahmed, R. R., Qureshi, J. A., Štreimikienė, D., Vveinhardt, J., & Soomro, R. H. (2020b). Guerrilla 
marketing trends for sustainable solutions: Evidence from SEM-based multivariate 
and conditional process approaches. Journal of Business Economics and Management, 
21(3), 851-871. https://doi.org/10.3846/jbem.2020.10730. 

Ahmed, R. R., Vveinhardt, J., & Štreimikienė, D. (2017). Interactive digital media and impact 
of customer attitude and technology on brand awareness: Evidence from the South 
Asian countries. Journal of Business Economics and Management, 18(6), 1115–1134. 
https://doi.org/10.3846/16111699.2017.1400460. 

Al-Attari, F. (2021). The Impact of Guerrilla Marketing on the Customers Purchase Decision of 
Entrepreneurial Restaurants in Amman: The Mediating Role of Brand Awareness. 
Doctoral dissertation, presented at Princess Sumaya University for Technology, 
Jordan, https://www.proquest.com/openview/2a8f6e004bd213264b074f4404e790 
af/1?pq-origsite=gscholar&cbl=2026366&diss=y. 



397: M & M 

Vol. 19, No. 3, pp. 382-401, ISSN 2069–8887 | Management & Marketing 

Ana, M. I., & Istudor, L. G. (2019). The role of social media and user-generated-content in 
millennials' travel behavior. Management Dynamics in the Knowledge Economy,  
7(1), 87-104. https://www.managementdynamics.ro/index.php/journal/article/ 
view/298. 

Barbosa, B., Rocha, A., & Pina, L. (2022). Guerrilla marketing on Facebook: A mixed-method 
study on the effects on brand image and content sharing intentions. Tourism & 
Management Studies, 18(3), 37-47. https://www.tmstudies.net/index.php/ectms/ 
article/view/1684. 

Barroga, E., Matanguihan, G. J., Furuta, A., Arima, M., Tsuchiya, S., Kawahara, C., Takamiya, Y., 
& Izumi, M. (2023). Conducting and writing quantitative and qualitative research. 
Journal of Korean Medical Science, 38(37). https://doi.org/10.3346/jkms.2023. 
38.e291. 

Bilgin, Y. (2020). The influence of social media friendship on brand awareness and purchase 
intention: evidence from young adult consumers. International Journal of Marketing, 
Communication and New Media, Special Issue 8, 54-77. http://u3isjournal.isvouga.pt/ 
index.php/ijmcnm/article/view/463/237. 

Bodunde, I. J., & Ohu, E. (2022). Advertising in virtual reality: A hierarchy of effects paradigm. 
In Marketing Communications and Brand Development in Emerging Economies Volume 
I: Contemporary and Future Perspectives (pp. 229-252). Cham: Springer International 
Publishing. 

Byrne, B. M. (1994). Structural equation modeling with EQS and EQS/Windows. Thousand 
Oaks, CA: Sage Publications. 

Data Reportal (2023). Digital 2023: Thailand. https://datareportal.com/reports/digital-
2023-thailand. 

Davis, S., & Davis, F. (2021). The effect of guerrilla marketing on company share prices:  
An event study analysis. Journal of Advertising Research, 61(3), 346-361. https:// 
doi.org/10.2501/JAR-2021-010. 

Dimobi, V. I & Anyasor, OM (2022). Guerrilla marketing techniques and consumer purchase 
of carbonated soft drinks in Anambra State, Nigeria. Journal of Emerging Trends in 
Management Sciences and entrepreneurship, 4(1), 215-234. 

Dubauskas, G., & Išoraitė, M. (2022). Guerrilla marketing tools in financial service 
organizations. Independent Journal of Management & Production, 13(2), 627-647. 
https://doi.org/10.14807/ijmp.v13i2.1568. 

Farooqui, R. (2021). The role of guerrilla marketing for consumer buying behavior in clothing 
industry of Pakistan using structural equation modeling (SEM). South Asian Journal of 
Management Sciences, 15(1), 52-68. https://doi.org/10.21621/sajms.2021151.04. 

Gkarane, S., Efstratios-Marinos, L., Vassiliadis, C. A., & Vassiliadis, Y. (2019). Combining 
traditional and digital tools in developing an international guerrilla marketing 
strategy: the case of a SME Greek company. In Strategic Innovative Marketing and 
Tourism: 7th ICSIMAT, Athenian Riviera, Greece, 2018 (pp. 397-404). Springer 
International Publishing. 

Gümüştepe, Ç. (2020). The effects of guerrilla advertising on female consumers' purchase 
intention and brand awareness. Human Relations, 3(1). 1-8. http://search.ebscohost 
.com/login.aspx?direct=true&AuthType=ip,shib&db=bth&AN=92948285&site=eds-. 

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2010). Multivariate data analysis  
(7th ed.). Pearson: New York. 

https://doi.org/10.3346/jkms.2023.38.e291
https://doi.org/10.3346/jkms.2023.38.e291


398: M & M 

Vol. 19, No. 3, pp. 382-401, ISSN 2069–8887 | Management & Marketing 

Hammad, A. A. (2021). The impact of adopting guerrilla marketing on increasing the market 
share of EgyptAir Airlines. Journal of Association of Arab Universities for Tourism and 
Hospitality, 21(2), 113-128. https://doi.org/10.21608/jaauth.2021.88796.1218. 

Husnain, M., Wang, Z., Poulova, P., Syed, F., Akbar, A., Akhtar, M. W., Akbar, M., & Usman, M. 
(2021). Exploring brand hate and the association between similar competitor offer 
and brand equity: A moderated-mediation model. Frontiers in Psychology, 11, 533216. 
https://doi.org/10.3389/fpsyg.2020.533216. 

Ikpegbu, E., Ndinojuo, B.-C., Gbeneka, E., Diegbegha, Y. & Onyekasor, A. (2017). An assessment 
of Dano milk radio advertisement on buying behavior of residents of Port Harcourt 
Local Government, Rivers State, Nigeria. Journal of Marketing and Consumer Research, 
34, 36-42. 

Kapferer, J. N., & Michaut, A. (2019). Are Millennials really redefining luxury? A cross-
generational analysis of perceptions of luxury from six countries. Journal of Brand 
Strategy, 8(3), 250-264. 

Kaur, B., & Sharma, R. R. (2022). Measuring the impact of creative viral advertising content 
on hierarchy-of-effects: an application of structural equation modelling. International 
Journal of Internet Marketing and Advertising, 17(3-4), 353-369. 

Khan, M. Y. H., & Abir, T. (2022). The role of social media marketing in the tourism and 
hospitality industry: A conceptual study on Bangladesh. In ICT as Innovator between 
Tourism and Culture (pp. 213-229). IGI Global. 

Khanna, D. V., Jain, N., & No, R. (2019). The concept of guerrilla marketing: A low cost and 
innovative marketing strategy and the associated marketing trends. Management 
Studies Research. https://www.mcours.net/cours/pdf/leilclic2/leilclic686.pdf. 

Khowjoy, K., Petmee, P., Phakamach, V., Sriplang, N., Kaewsrem, S., & Chayomchai, A. (2023). 
Factors influencing brand loyalty: The mediating effect of brand satisfaction and trust. 
Polish Journal of Management Studies, 27(2), 136-154. https://doi.org/10.17512/ 
pjms.2023.27.2.09. 

Kline, R. B. (2016). Methodology in the social sciences: Principles and practice of structural 
equation modeling (4th ed.). Guilford Press: New York. 

Kotronoulas, G., Miguel, S., Dowling, M., Fernández-Ortega, P., Colomer-Lahiguera, S., 
Bağçivan, G., Pape, E., Drury, A., Semple, C., Dieperink, K. B., & Papadopoulou, C. (2023). 
An overview of the fundamentals of data management, analysis, and interpretation in 
quantitative research. Seminars in Oncology Nursing, 39(2), 151398. https://doi.org/ 
10.1016/j.soncn.2023.151398. 

Krejcie, R. V., & Morgan, D. W. (1970). Determining sample size for research activities. 
Educational and Psychological Measurement, 30(3), 607-610. 

Lubytė, V. (2021). Small and medium enterprises brand positioning through guerrilla 
marketing principles. In 15th prof. Vladas Gronskas International Scientific Conference: 
Reviewed Selected Papers, 69-75. Vilniaus Universiteto Leidykla. 

Mangalam, S. P. (2022). SIVAM: The development of hierarchy of effects model for 
unmentionable product advertisements. Asian Journal of Research in Business and 
Management, 4(3), 182-192. 

Manyal, B., & Mittal, A. (2020). A study on the significance of guerrilla marketing on consumer 
buying behaviour. https://events.rdias.ac.in/wp-content/uploads/2021/06/A-
Study-on-the-Significance-of-Guerilla-Marketing-on-Consumer-Buying-
Behaviour.pdf. 



399: M & M 

Vol. 19, No. 3, pp. 382-401, ISSN 2069–8887 | Management & Marketing 

Matin, A., Khoshtaria, T., & Tutberidze, G. (2020). The impact of social media engagement  
on consumers' trust and purchase intention. International Journal of Technology 
Marketing, 14(3), 305-323. 

Meenaghan, T. (1994). Point of view: Ambush marketing: immoral or imaginative practice? 
Journal of Advertising Research, 34(5), 77-89.  

Mira, S.A., & Ghanbari, A.R. (2017). The relationship between guerilla marketing and making 
decision to purchase max company's. Current Trends in Organizational Performance 
and Future Perspectives, 1, 49-68.  

Nadanyiova, M., & Das, S. (2020). Millennials as a target segment of socially responsible 
communication within the business strategy. Littera Scripta, 13(1), 119-134. 
https://doi.org/10.36708/littera_Scripta2020/1/8. 

Nandi, S., Bhat, S., & Wolfs, B. (2019). Effectiveness of Indian advertisements in breaking 
stereotypes: A comparative analysis using the hierarchy of effects model. Indian 
Journal of Marketing, 49(3), 7-24. 

Ouf, G. M. (2023). The impact of guerrilla advertising on brand image (A study of three 
 types of Guerrilla advertising). Journal of Art, Design and Music, 2(1), 63-80. 
https://doi.org/10.55554/2785-9649.1014. 

Páramo, Á. J. L., García, Á. H., & Peláez, J. C. (2021). Modelling e-mail marketing effectiveness–
An approach based on the theory of hierarchy-of-effects. Cuadernos de Gestión, 
Universidad del País Vasco - Instituto de Economía Aplicada a la Empresa (IEAE). 
https://ideas.repec.org/a/ehu/cuader/49755.html. 

Powrani, K., & Kennedy, F. B. (2018). The effects of guerrilla marketing on generation y 
consumer’s purchase intention. Asian Journal of Economics, Business and Accounting, 
7(1), 1-12. https://doi.org/10.9734/AJEBA/2018/39068. 

Putri Bestari, D. K., Saudi, M. H., Sinaga, O., & Setyadi, A. (2021). The influence of experiential 
marketing, guerrilla marketing and buzz marketing in the formation of consumer 
purchase intention in the JD. ID Marketplace. Review of International Geographical 
Education Online, 11(6). https://rigeo.org/menu-script/index.php/rigeo/article/ 
view/799. 

Rehman, F. U., & Al-Ghazali, B. M. (2022). Evaluating the influence of social advertising, 
individual factors, and brand image on the buying behavior toward fashion clothing 
brands. Sage Open, 12(1). https://doi.org/10.1177/21582440221088858. 

Riley, D., Charlton, N., & Wason, H. (2016). The impact of brand image fit on attitude towards 
a brand alliance. Management & Marketing, 10(4), 270-283. https://doi.org/10.1515/ 
mmcks-2015-0018. 

Rogers, D. (2022). Guerrilla marketing: a qualitative study on Generation Z, exploring 
perceptions and loyalties around fast food advertising (Doctoral dissertation, The IIE). 
https://iiespace.iie.ac.za/handle/11622/672. 

Roux, T., & Saucet, M. (2020). From dancing on the street to dating online: evaluating guerrilla 
street marketing performance. International Journal of Internet Marketing and 
Advertising, 14(3), 336-359. https://dx.doi.org/10.1504/IJIMA.2020.108726. 

Roxas, R.J., Patimo, D.M., Calumba, E.C., Toleza, F.C., & Canaman, F.C. (2020). Guerilla 
marketing practices of small and medium enterprises: A case of Calbayog City, 
Philippines. Journal of Marketing Management, 8(1), 50-54. 

Schumacker, R.E., and Lomax, R.G. (2004). A beginner's guide to structural equation modeling, 
Second edition. Mahwah, NJ: Lawrence Erlbaum Associates. 



400: M & M 

Vol. 19, No. 3, pp. 382-401, ISSN 2069–8887 | Management & Marketing 

Soomro, Y. A., Baeshen, Y., Alfarshouty, F., Kaimkhani, S. A., & Bhutto, M. Y. (2021). The impact 
of guerrilla marketing on brand image: Evidence from Millennial consumers in 
Pakistan. The Journal of Asian Finance, Economics and Business, 8(4), 917-928. 

Srinok, R., & Zandi, G. (2021). Covid-19 recession and firm performance – What are the 
determining factors. Global Journal of Entrepreneurship and Management, 2(2), 1-16. 
https://doi.org/10.57585/GJEM.021.007. 

Tucker, L. R., and Lewis, C. (1973). The reliability coefficient for maximum likelihood factor 
analysis. Psychometrika, 38, 1-10. 

Uhm, J. P., Lee, H. W., Han, J. W., & Kim, D. K. (2022). Effect of background music and hierarchy-
of-effects in watching women's running shoes advertisements. International Journal 
of Sports Marketing and Sponsorship, 23(1), 41-58. 

Usani, N. E. (2022). Guerrilla marketing strategies and customer patronage of noodles 
product in Calabar, Cross River State. International Journal of Academic Management 
Science Research (IJAMSR), 6(3), 9-16. 

Wiryawan, I. G. N. D., & Wardana, I. M. (2020). The influence of guerrilla marketing on word 
of mouth activities mediated by adverstising credibility–Study on Generation Z in 
Denpasar. American Journal of Humanities and Social Sciences Research, 4(11), 49-60. 

Wu, S. I., & Wang, W. H. (2014). Impact of CSR perception on brand image, brand attitude and 
buying willingness: A study of a global café. International Journal of Marketing Studies, 
6(6), 43. https://doi.org/10.5539/ijms.v6n6p43. 

Zarco, C., & Herzallah, D. (2023). Guerrilla marketing in the 21st century: A systematic 
analysis of the discipline through a literature review, a taxonomy, and identification 
of the most relevant variables. Journal of Humanities and Social Sciences, 6(4),  
108-126. 

 
Appendix 

Constructs Sources 
Viral Marketing  

VM1 
Viral marketing campaigns play a crucial role in capturing my attention 
and interest in a brand 

Hoyer & Brown, 
1990  

VM2 
Viral marketing campaigns are effective in spreading brand messages 
among Generation Y consumers 

VM3 
I am more likely to share and discuss brand-related content that has 
gone viral 

VM4 
Viral marketing campaigns enhance my perception of a brand's 
uniqueness and innovation 

VM5 Viral marketing campaigns positively influence my purchasing decisions 
Ambush Marketing  

AM1 
Ambush marketing influences my brand preferences and choices of 
generation Y 

Meenaghan,  
1994  

AM2 
Ambush marketing enhances the visibility and exposure of a brand 
during major events 

AM3 
Ambush marketing can lead me to switch my loyalty from official 
sponsors to ambushing brands 

AM4 
Ambush marketing can lead to legal issues and potential lawsuits for 
brands engaging in such practices 

AM5 
Ambush marketing has the potential to generate significant brand 
exposure at a lower cost compared to official sponsorship 
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Constructs Sources 
Buzz Marketing  

BM1 
Buzz marketing creates a sense of excitement and curiosity about a 
brand or product 

Mira & Ghanbari, 
2017 

BM2 Buzz marketing enhances your awareness of new products or services 

BM3 
Buzz marketing campaigns are effective in capturing the attention of 
Generation Y consumers 

BM4 Buzz marketing positively influences my purchasing decisions 

BM5 
Buzz marketing campaigns make me more likely to recommend a brand 
to others 

Street Graphics Marketing  

SG1 
Street graphics marketing effectively captures my attention and makes 
me curious about the brand. 

Soomro et al.,  
2021 

SG2 
Street graphics marketing is an innovative and creative way to promote a 
brand 

SG3 Street graphics marketing positively influences my purchasing decisions 

SG4 
Street graphics marketing creates a positive and memorable brand 
experience for me 

SG5 
Street graphics marketing is an effective tool for reaching and engaging 
Generation Y consumers 

Brand Awareness 

BA1 
Brand awareness plays a crucial role in shaping my preferences for 
certain products or services 

Ahmed, et al.,  
2020 

BA2 The level of brand awareness affects my perception of a product's quality 

BA3 
I am willing to pay a premium price for a product or service from a well-
known brand. 

BA4 
Brand awareness plays a crucial role in shaping my preferences for 
certain products or services 

BA5 
I am more likely to purchase a product or service from a brand that I am 
aware of. 

Brand Image  

BI1 
A strong brand image makes me more likely to choose a product over its 
competitors 

Wu & Wang,  
2014  

BI2 
The brand image of a product has a significant impact on my 
recommendation to others 

BI3 
A positive brand image enhances my perception of the product's value 
for the price 

BI4 A strong brand image increases my loyalty towards a product. 
BI5 Brand image plays a crucial role in my decision-making process. 
Purchase Decision  

PD1 
Guerrilla marketing campaigns influence my purchase decisions more 
than traditional marketing methods 

Powrani & 
Kennedy,  
2018 

PD2 
I am more likely to purchase a product that engages in guerrilla 
marketing tactics 

PD3 
Guerrilla marketing efforts increase my intention to make a purchase 
decision. 

PD4 
Guerrilla marketing campaigns create a positive perception that 
influences my purchase decision 

PD5 
Brand awareness significantly affects my perception of the 
product/service and influences my purchase decision 

Source: Adapted and assembled by the author from existing literature. 


