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ABSTRACT

THE EFFECT OF GUERRILLA ADVERTISING ON
CONSUMER’S AD ATTITUDE AND PURCHASE INTENTION:
A STUDY ON WELL-KNOWN BRANDS

Ozkan, Selam Yigit
Department of Business Administration

Supervisor: Prof. Dr. Cengiz Yilmaz

July 2019, 96 pages

This thesis aims to explore the role of guerrilla advertising on consumers’
advertisement attitudes and purchase intentions on a Turkish sample and related
literature. Interpreted as a breath of fresh air and a differential approach on
advertising, guerrilla advertising has been implemented by relevant people in their
operations in order to be more competitive and reach more people with less effort
in the meaning of time and cost, compared to traditional advertising. Although
guerrilla advertising has not been explored yet and a small number of people have
been benefiting from it, besides being not well-known, guerrilla advertising has a
lot to be discovered in further research. Therefore, this thesis was initialized to
explore the structure, implementation and samples of guerrilla advertising, then, in
order to examine the effect of guerrilla advertising on consumers’ behaviors such
as their attitudes toward the advertisements and their purchase intentions with the
aid of a detailed questionnaire system developed for four well-known brands. By

the sets of questionnaires applied to 264 people aged 18 and above in Turkey, data



was used to test the effect of guerrilla advertising. Consequently, this study
contributes to the guerrilla advertising literature by investigating its features and

effectiveness in advertising supported with obtained data.

Keywords: Guerrilla Advertising, Traditional Advertising, Advertisement
Attitude, Purchase Intention, Brand Strength



0z

GERILLA REKLAMLAMANIN TUKETICININ REKLAM TUTUMU
VE SATIN ALMA NiYETI UZERINDEKI ETKISI:
BILINEN MARKALAR UZERINE BIR CALISMA

Ozkan, Selam Yigit
Yiiksek Lisans, Isletme Bolimii

Tez Yoneticisi: Prof. Dr. Cengiz Yilmaz

Temmuz 2019, 96 sayfa

Bu tezin amaci, miisterilerin reklam tutumlarinda ve satin alma niyetlerinde
gerilla reklamlamanin roliinii, Tiirkiye’den elde edilen bir orneklem ve ilgili
literatiir kapsaminda kesfetmektir. Hem reklamlamaya hem de pazarlamaya yeni
bir soluk olan ve olagandan farkli bir yaklagim sunan gerilla reklamlama,
geleneksel reklamlamadan farkli olarak, ilgili kisiler yarafindan daha rekabetci
olmak ve zaman ve maliyet acisindan daha az ¢aba ile daha ¢ok kisiye ulasabilmek
adina kullanilmaktadir. Gerilla reklamlama, her ne kadar az sayida insan tarafindan
faydalanilip tam anlamiyla kesfedilmemis olsa da, ¢ok bilinmemesinin yan sira,
ileriki arastirmalara konu olabilecek bir ¢ok seye sahiptir. Bu sebeple, bu tez, ilk
olarak gerilla reklamlamanin yapisini, uygulanisini ve 6rneklerini incelemenin yani
sira, daha sonrasinda, 4 adet bilinen marka tizerinde olusturulmus bir anket sistemi
ile, miisterilerin reklama kars1 olan tutumlar1 ve satin alma niyetleri gibi tiiketici
davraniglarinda gerilla reklamlamanin etkilerini incelemistir. Tirkiye’de 18

yasinda ve iistiinde olan 264 kisilik bir 6rnekleme uygulanmis bu anket sistemi ile

Vi



toplanan ilgili veriler, gerilla reklamlamanin etkisini sinamak i¢in kullanilmistir.
Sonug olarak bu ¢alisma, gerilla reklamlamanin 6zelliklerini inceleyerek ve elde

edilen veri yardimu ile etkililigini sorgulayarak ilgili literatiire katki sunmaktadir.

Anahtar Kelimeler: Gerilla Reklamlama, Geleneksel Reklamlama, Reklam

Tutumu, Satin Alma Niyeti, Marka Giicii
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CHAPTER 1

INTRODUCTION

In the most specific way, as defined by Kotler and Keller (2012) marketing
is “meeting needs profitably” (p.5). This precise definition implies various
important aspects including (i) assessing the needs, (ii) providing with the necessary
tools to satisfy the needs, (iii) calculating the value that will be created for every
party involved in the process and (iv) channeling the offering accordingly.
Therefore, even with this brief definition of marketing includes substantial points.
As a more extended definition, Kotler and Keller (2012) suggested that “Marketing
is a societal process by which individuals and groups obtain what they need and
want through creating, offering, and freely exchanging products and services of
value with others” (p.5). At this juncture, since advertisement exposes people to its
content and fills the daily lives of people, it has the highest strength of impression
on consumers’ minds among all other marketing operations (Katke, 2007; Dahlén
and Edenius, 2007). Within the four subgroups of marketing mix which are product,
place, price and promotion, advertising is component of promotion stage that allows
to create awareness about product or service and contributes purchase intentions of
consumers. Nowadays, advertisements have become a significant method to
promote what the companies offer and are utilized from while communicating
(Abideen and Saleem, 2012). As the most noticeable marketing activity, advertising
is proposed to create a sustainable brand equity and transfer the values of the brand
to the consumer (Christodoulides and de Chernatony, 2010). Further, creative and
innovative advertisements increase the likelihood of attracting the attention of the
customer, which will bring, in return, strong brand association through shaping the
perceptions (Aaker, 1991; Buil, de Chernatony, Martinez, 2013; Lavidge and
Steiner, 1961). In his study, Bendixen (1993) addressed that advertising means a lot



when companies communicate with their both current and potential consumers.

Therefore, advertising means the points below:

- Create awareness of a new product or brand,

- Inform customers of the features and benefits of the
product or brand,

- Create the desired perceptions of the product or brand,

- Create a preference for the product or brand,

- Persuade consumers to purchase the product or brand.

(Bendixen, 1993, p.19)

Terkan (2014) pointed out that advertising also helps firms to promote their
products or services which can also allow firms to stimulate both current and
potential consumers’ demands for their products or services and finally generate
higher profits.

On the other hand, while observing the method of advertising, Dahlén et al.
(2009) pointed out that people have been exposed to the brands in traditional
methods such as printouts, broadcasts, posters or billboards, nowadays, advertisers
may use golf holes, bananas or face masks to advertise on. In response to ever
evolving dimensions of the business ecosystem due to the both digitalization and
globalization, companies have been bearing in their minds that they have to be more
innovative and differential in their marketing applications in comparison to the
existing traditional methods in order to act more competitive in this ecosystem
(Bigat, 2012).

One of the distinctive methods of advertising, guerrilla advertising was
initially developed by Levinson in 1984 whose concept is mainly based on
unconventional, surprising, contagious, creative, unusual, funny, spectacular,
innovative and eye-catching methods with a low budget that aims to construct
powerful interaction between the companies and their both current and potential
customers (Hutter and Hoffman, 2011; Nufer, 2013). Apart from traditional
advertising, guerrilla advertising benefits from the senses of unexpected,
extraordinary and easy-to-remember tactics. That’s why, guerrilla advertisements
messages are distributed with the aid of unconventional ways of communications
such as streets instead of traditional ways like TV and radio (Margolis and Garrigan,

2008).



By these implications, if there is a likeable advertisement, it informs
consumers about product or service, affects attitudes and desires of consumers
(Lavidge and Steiner, 1961). In the meantime, Abideen and Saleem (2012)
indicated that an advertiser’s primary purpose is to reach both current and potential
customers and effect their brand awareness, brand attitudes and purchase intentions.

Therefore, this thesis study aims to investigate the effect of guerrilla
advertising on consumer behavior. In Chapter 1, research questions and the
significance of the study are covered. Chapter 2 includes the theoretical background
of guerrilla advertising, its development, its samples and hypotheses of the study.
In Chapter 3, the methodology of the study is presented. Chapter 4 demonstrates
and analyzes the outputs of the statistical test. Finally, study findings as well as
limitations, managerial implications and further recommendations are presented in

Chapter 5.

1.1. Research Questions

This thesis focuses on the possible differential impacts of guerrilla
advertising on consumers’ behaviors such as their advertisement attitudes and
purchase intentions, in comparison with traditional advertising. This study
approaches the issue by knowing that the effect of guerrilla advertising is subjective
and correlates with consumers’ attitudes toward the brands and advertisements and
their purchase intentions on the brands’ products or services. Therefore, this study
literally observes the effect of guerrilla advertising by taking advantages of
consumers’ brand attitudes originated from their experiences, advertisement
attitudes and purchase intentions by being exposed both traditional and guerrilla
advertisements of the brands. Thus, this thesis study investigates the responses of

the research questions given below:

1) To what extent is guerrilla advertising effective?

2) Do consumers distinguish guerrilla advertisement and traditional
advertisement from one another?

3) In what ways do consumer responses to guerrilla advertisement and

traditional advertisement differ from each other?



1.2. Significance of the Study

This study presents significance for researchers, marketers, advertisers and
the others who aim differentiation on their advertising activities and must pay
regard to competition while they have been witnessing an acceleration in
digitalization all over the world. Firstly, it queries and investigates guerrilla
advertising characteristics which have been implemented less frequently than
traditional advertising characteristics in advertisements. Secondly, apart from most
of the studies in literature, this study specifically observes and analyzes consumers’
behaviors in response to both traditional and guerrilla advertisements of four well-
known brands such as McDonald’s, Ikea, Nike and Coca Cola which have different
brand awareness, brand loyalty and brand strength on consumers’ experiences. It
mentions how guerrilla advertisements are distinguished and valued in consumers’
perceptions, compared to traditional advertisements. Additionally, it makes a
research about what these advertising efforts develop in consumers’ attitudes
toward advertisements and their purchase intentions which are crucial to consider
for examining how guerrilla advertising is more favored than traditional
advertising. Therefore, this study contributes to the development of guerrilla

advertising as a more effective advertising method through conducting a study.



CHAPTER 2

LITERATURE REVIEW AND HYPOTHESES

In this chapter, there will be given wide coverage to literature that discusses
the importance of advertising as an irreplaceable tool for marketing and its
evolution, traditional advertising versus guerrilla advertising, guerrilla advertising
characteristics, its reflection on consumer behavior, its implementation and its
samples. On top of that, the hypotheses of the study will be given within the scope

of the concept.

2.1. Advertising as a Marketing Tool

Marketing activities are employed by both small and large-sized enterprises.
As Kotler and associates (1999) asserted that whether it is a large or small
enterprise, local or international, well-known or unknown, marketing activities are
so crucial for every organization to succeed. It is true that marketing activities are
initially used by industrial companies in the early times (Kotler et al., 1999).
However, dynamic nature of the business markets currently requires each company
and/or organization to engage in marketing activities. Therefore, if organizations
want to serve their customers by sensing their needs and through satisfying them in
their most desired ways, they should consider marketing as among their priorities.

Among the marketing activities that organizations use as tools, as a part of
the promotion mix, advertising is considered as the most known one, thanks to the
impact it creates on the people’s minds (Katke, 2007). Accordingly, advertising is
widely used by the companies in order to boost the dimensions of their brand equity
(Buil et al., 2013). It is proposed that advertising activities enhance consumer-
based brand equity depending on the message type and invested amount (Wang,
Yang and Liu, 2009). They help developing favorable brand associations in
customers’ minds as well as creating brand recognition (Cobb-Walgren et al., 1995;

5



Keller, 2007). Indeed, many scholars agree that as the amount spent to advertising
activities increase, brand awareness levels will also increase (Yoo, Donthu and Lee,
2000; Bravo, Fraj and Martinez, 2007). American Marketing Association defines
advertising as follows:

The placement of announcements and persuasive

messages in time or space purchased in any of the mass

media by business firms, nonprofit organizations,

government agencies, and individuals who seek to inform

and/or persuade members of a particular target market or

audience about their products, services, organizations, or
ideas (as cited in Richards and Curran, 2013).

The definition indicates that advertising activities can be employed by
various organizations through using persuasive messages towards purchasing by
conveying them in any applicable tool. Therefore, defined as a practice of
marketing, and a communication tool, delivering the necessary information
regarding the goods and services, advertising aims at developing a favorable image
of the brand as well as encouraging purchase intention (Park, Shenoy and Salvendy,
2008; Abideen and Saleem, 2012). It is true that no consensus has been achieved
yet over the exact definition of advertising (Richards & Curran, 2002). However,
the goal of advertising can be summarized as “utilizing the mass or new media to
persuade the consumers to purchase goods and service” (Terkan, 2014, p.240).
Advertising does that by creating impressions on the minds of the perceiver through
using messages that include persuasive content (Katke, 2007; Jefkins, 1992). In
other words, advertising is a “communications exchange between advertisers and
consumers” (Ducoffe and Curlo, 2000, p.247). Therefore, within the competition in
the marketplace, advertising allows not only consumers to be aware of the products
but also companies to communicate with the consumers (Mehta, 2000).

Advertising has several advantages. It helps companies to promote their
products and services. Therefore, advertising creates a chance for the companies to
have increasing demands towards their products or services, which demands higher
production levels and higher profits consequently (Terkan, 2014). Furthermore,
advertising efforts may lessen the burden on the salespeople of the companies.
Through advertising, companies can also build brand image through “positioning

the brand in the mind of the consumer” (Meenaghan, 1995, p.27). For the

6



consumers, at the very first place, advertising creates awareness towards the brands
and the products or services of the respective brands so that they become able to
decide which one to purchase. Therefore, advertising possibly develops an
incentive to purchase the product or service, it helps customers to save time on

shopping (Bacik, Federko and Simova, 2012).

2.2. Advertising in the Globalizing World

In the contemporary business setting, managers experience ambiguity in
terms of how to locate and benefit from advertising (Tellis, 1988). In today’s world,
globalization is enlarging its scope with the developments in the areas such as
technology and communication (Terkan, 2014). Especially, it can be argued that as
globalization increases its level of influence, managers may be having even harder
times in setting their marketing strategies and developing effective advertisement
to differentiate themselves in the high competition. Indeed, it is being discussed that
even the concept of advertising has faced a transformation with the advancements
in technology in general and dynamic nature of internet specifically (Sinclair,
2015). It is because advertising has become a part of our everyday life and we can
be exposed to it either while browsing on the internet or taking a bus (Terkan, 2014).
Therefore, with the technological developments new mediums of advertising
emerges. With the aid of the Internet and social media platforms, advertising costs
less and enables customers to be reached more effectively (Gordon and De Lima-
Turner, 1997). As Park et al. (2008) indicated, billboards and newspapers formed
the first generation of advertising while radio and TV emerged as the second
generation of advertising, followed by internet and mobile networks as the newest

generation.

Tihinen et al. (2016) stated two issues that some companies struggle with:
initially, newly industrialized countries are busy with the competitive
manufacturing industry, which have quite low labor costs that end up with huge
volume of job loss; secondly, the companies, sustaining its operations with
traditional methods, are always challenged by their fully digital rivals. For instance,
traditional companies have already lost most of their revenues to search engine

companies.



2.3. Measuring Advertising Effectiveness

As a communication form to establish the connection between the brands
and the consumers, advertising plays a major role on creating an image of the brands
over the consumers’ minds (Miller and Berry, 1998). As Abideen and Saleem
(2012) stated that advertising is subdimension of promotion which is one of the
4P’s of marketing. Although the main aim of advertising is boosting sales through
affecting the buying behavior of the consumers, it may take longer times to see the
immediate effects of the advertisements. It is because people develop knowledge
about brands in their memories and it is subject to change in a positive or negative
way in a frequent manner (Abideen and Saleem, 2012). This change can be
manipulated through and dependent to how effective the advertisements are.
Therefore, the effectiveness of the advertisement becomes the most crucial issue
(Lavidge and Steiner, 1961).

In order to evaluate the effectiveness of the advertisement that will soon
lead to predict the behavior of the consumer, Hierarchy of Effect Model was
developed (Smith, Chen and Yang, 2008). The model proposes that the target
consumers follow a sequential way in reacting to the advertisements and marketing
messages. Accordingly, they first develop a thinking, which corresponds to the
cognitive aspect, later a feeling, which corresponds to the affective aspect and
finally a doing, which corresponds to the behavioral aspect (Bendixen, 1993;
Wijaya, 2012).

Corresponding to the messaging of an effective advertisement, early on, at
the end of 19" century, St. Elmo Lewis developed a model that was for salespeople
to call attention (attention) in cognition stage, sustain interest (interest) and build
appetite (desire) in affective stage, to succeed. Afterwards, Lewis attached a fourth
step of action called “get action” to his original model which was going to be known
as “AIDA” model, had been the most fundamental one for the models that measured
how societies reacted to all the sales and advertising efforts, is also shown in Figure

1 (Barry, 1987; Barry and Howard, 1990).

‘ Aftention H Interest H Desire H Action ‘

Figure 1. AIDA Expansion




Later, as indicated by Barry (1987), in 1911, Sheldon added “permanent
satisfaction” as a fifth step evolved the model from “AIDA” to “AIDAS” is
demonstrated in Figure 2 (p.99)

‘ Attention H Interest H Desire H Action HSatisiaction

Figure 2. AIDAS Expansion

This step was considered as such a critical issue by Sheldon in order to
comprehend how people sustained their attitudes, in terms of post-purchase process
and he stated this circumstance as (as cited in Barry and Howard, 1990):

The great problem of salesmanship is so to master this
fact that the customer, realizing his best interests are
being served, is persuaded to make a purchase because
you follow the right method. You do not try to make him

take an action before you have stimulated his desire.
(Sheldon, 1911, p.31)

Majority of advertising writers approved and applied Lewis-Sheldon
hierarchical framework in their studies as AIDA model, even 60 years after their
release date. After all, these early developments of the hierarchy of effects model
shaped most of researchers, advertisers and salesmen’s efforts who modified the
original model by attaching or erasing some stages. These efforts resulted with
different types of AIDA model which had no verification at all. (Barry and Howard,
1990)

As one of the independently modified models from its antecedents and a
pioneer of modern hierarchy of effects, Lavidge and Steiner’s model that has 6
steps, was established to measure the effectiveness of advertising and displayed in
Figure 3. For Lavidge and Steiner, the main objective is to aid sales to be boosted,
but all advertising cannot be shaped to provide prompt purchases for the people
exposed to it. Thus, besides some short run advertising efforts, mostly this is a long-
term effort in a manner of working from beginning with product “unawareness” to
“actual purchase” (Barry and Howard, 1990). The model follows the corresponding

stages:

1. This step firstly includes both awareness and unawareness of a customer
towards a specific brand. Firstly, it stands for the potential customers who
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are unaware of the existence of the product or service, or the ones who
are solely aware of its existence (Lavidge and Steiner, 1961). In other
words, as Sadeghi and colleagues (2013) indicated that this is the step
where the brand owners should know how much the customer is aware
of the product or service, trademark or organization.

. These are the ones who know what the product or service has to offer
(Lavidge and Steiner, 1961). In addition to that, Sadeghi et al. (2013)
asserted that although the customer can be aware of the product or
service, trademark or organization, he may not have enough information
about what it offers.

. Closer to purchasing the product, this is the step of investigating that who
likes the product or service (Lavidge and Steiner, 1961).

. In addition to their favorable attitudes, the potential customers who tend
to prefer to purchase the product or service despite the substitutes
(Lavidge and Steiner, 1961). According to Sadeghi et al. (2013),
customers may like the product or service whereas this emotion is not
enough for the product to be distinguished among its substitutes.

. The last step before purchasing, this is the step for the consumers who
desire to buy and are persuaded to take an advantage of rational selection
(Lavidge and Steiner, 1961). Additionally, the brand owners must know
that the customer is convinced that their product or service is the best
solution for him (Sadeghi et al., 2013).

. After persuasion of the potential customer, the brand owners must know
that they present the most suitable path to gain the customer with their
best possible prices and other differentiated features of their products or
services. (Sadeghi et al., 2013) Thus, this is the step where the actual
purchase happens (Lavidge and Steiner, 1961).
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information and facts. AWARENESS

Figure 3. Model for measuring advertisement effectiveness. Adapted from “A
model for predictive measurements of advertising effectiveness” by R. J., Lavidge

& G. A. Steiner, 1961, Journal of Marketing, 25(6), 59-62.

Thus, in the process of constitution and design of messaging of
advertisements, this model has a vital importance while determining the crucial
steps for measuring consumer behavior toward an advertisement which leads to

more rational and accurate output of advertising effort.

2.4. What is Guerrilla Advertising?

As introduced in previous sections, there is a transformation in advertising
industry toward digitalization. Therefore, changing dimensions of the business
environment due to globalization encourage companies to think of more innovative
approaches in terms of marketing compared to the existing traditional trends in
order to sustain their comparative advantages (Bigat, 2012). However, it is also true
that regardless of a need toward digital advertisements or keeping the advertisement
at the traditional levels, there has been always a potential for guerrilla advertising.
Initially developed by Levinson in 1984, the concept of guerrilla advertising
includes innovative and distinct types of advertisements with a very low marketing
budget, which all aim at building and sustaining a relationship between with the

existing and potential customers (Hutter and Hoffmann, 2011). It represents the
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ways of communication with the target audience with creative and sensational
means which have the element of surprise in themselves with less amount of money
spent (Simone, 2006).

Originally derived from the warfare terminology, guerrilla strategies in
marketing and advertisement are based on conducting activities and seeking
opportunities where and when the competitors are not expecting to happen
(Margolis and Garrigan, 2008; Atkinson, 2014). As argued by Kotler (2003),
guerrilla advertising has the aim to surprise the competitors, “the enemies”, in
different fields. Therefore, guerrilla advertisements are recognized as different and
unconventional ways of communicating the value to the customers (Ay, Aytekin
and Nardali, 2010). In that sense, some scholars consider guerrilla techniques as the
synonym with the term “unconventional marketing” (Buljubasic¢ et al., 2016; Baack
et al., 2008).

When first introducing the concept of guerrilla advertising, Levinson (1984)
aimed at referring to increasing the number of messages that the customers are
being exposed to with a minimum amount of expense (Prevot, 2009). Therefore,
guerrilla advertisements have the aim of increasing the brand awareness and interest
toward the products or services (Ay et al., 2010). They are the unconventional and
non-traditional campaigns and messages that aim to create a “significant
promotional effect- this at a fraction of the budget that traditional marketing
campaigns would spend for the same goal” (Baltes and Leibing, 2008, p.46).

On top of traditional advertising tools, guerrilla advertising tools use
unexpected, extraordinary and easy-to-memorize tactics to approach the customers.
In that sense, while traditional advertising is benefiting from ordinary means of
media such as print, TV and radio, guerrilla messages are being conveyed through
non-traditional ways, such as on-street or out-of-home strategies (Margolis and
Garrigan, 2008). Therefore, in guerrilla strategies, the issues of how to deliver the
message and how to approach to the customers are more important than what to
deliver. More specifically, guerrilla advertising focuses more on how to deliver the
message to increase brand awareness, which allows adding creative instruments to

increase the effectiveness of the advertisements and messages.
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As proposed by Baltes and Leibing (2008), there are seven principles of
guerrilla advertising strategies, derived from the guerrilla warfare tactics. First
principle proposes focusing on the resources such as time and place to attain
superiority for a temporary time. This principle is different from the traditional
advertising approaches in the sense that it does not focus on attaining superiority
all the time. Second principle suggests selling of the idea behind the strategy
together with the product so that the idea and the product has a perfect match. Third
principle underlines identifying the patterns while forth principle indicates looking
for synergy opportunities. Fifth principle suggests “outsmarting any perception
filters” present in the target consumer group while the sixth principle proposes not
following “the direct way” (p. 48). The final principle indicates being responsive
from time to time. As these principles stress out, “guerrilla advertising tries to target
the emotional aspects of a buying decision by differentiating a product on an
ideological level rather than a functional level” (Baltes and Leibing, 2008, p.49)

In this direction, Levinson (1998) introduced the main differences between
guerrilla advertising and traditional advertising. The differences are listed below,
adapted from Bigat (2012):

- While budget is needed for traditional advertising, in guerrilla advertising

there is no need for money if you do not have.

- Traditional advertising creates confusion on consumers’ minds while
guerrilla advertising approaches with clarity.

- The subconscious and tiny details are not cared by traditional advertising,
on the contrary, guerrilla advertising does.

- Traditional advertising pays regard to end of the month bills whereas
guerrilla advertising watches out the consumer relationships and
interactions.

- While traditional advertising does not take technological development
into account at all, guerrilla advertising takes advantage of it.

- Traditional advertising targets large groups nevertheless guerrilla

advertising targets smaller ones and individuals.
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- After the actual sale, consumers are forgotten in traditional advertising
when consumers are always followed that allows minimizing the risk of

losing costumer in guerrilla advertising.

As it is listed above, Bigat (2012) mainly addressed that guerrilla
advertising differs from traditional advertising in terms of its budget, messaging

method, target group, view of competition and customer relationship management.

2.5. Why Guerrilla Advertising?

Guerrilla advertising is an important tool for communicating with the
customers. In his milestone book, Guerilla Marketing Weapons, Levinson (1990)
defined guerrilla advertising techniques as weapons that enable companies to
contact with the customers as well as enhance their quality and credibility while
transferring their value. He underlined that guerrilla advertisements work better
when they are supported by other techniques, and in order to use them effectively,
companies should not be “amateurs” in terms of competition. In that sense, guerrilla
advertisements aim to increase profits of the companies by ensuring that amount of
energy, time and money spent on the efforts will definitely pay off (Levinson,
1990). From the view of the practitioner, the main objective of guerrilla advertising
i1s to maximize the society’s attention in a firm’s product or service whereas it
minimizes the cost of advertising which allows marketers to achieve distinct,
surprising and original implementation of advertisements with a small expenditure.
Initially, guerrilla advertising was for small companies, which cannot afford to
spend high amount of money on marketing activities, in order to compete with
larger ones that have larger budgets (Kotler, 2007; Bigat, 2012). Yet, within the
scope of evolving business and economic conjuncture, not only small firms but also
bigger ones investigate advertising methods to provide highest output with smaller
budgets in their advertising activities. Under these circumstances, guerrilla

advertising becomes an inevitable tool in this manner (Bigat, 2012).

2.6. Characteristics of Guerrilla Advertising
The impact of guerrilla advertising is argued to depend on some factors to
differentiate the brand from on the way to achieve and influence the target audience

(Tam and Khuong, 2015). In their study, Tam and Khuong (2015) argued that
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novelty, surprise, clarity, aesthetics, humor and emotional arousal are the
independent variables that motivate purchasing intention in Generation Y. For the
purposes of the current study, novelty, surprise, clarity and humor will be discussed
further in detail.

Novelty: Since guerrilla advertising relies on creativity, effective guerrilla
advertising requires uniqueness even though the product or service being offered is
not creative (Tam and Khuong, 2015).

Surprise: The core eclement of guerrilla advertising is argued to be the
power that will make the target audience feel extraordinary and amazed. With the
element of surprise, companies that use guerrilla advertising techniques aim to
attract the attention of the customers so that the customer will stop whatever he/she
is doing and convert his/her attention to the surprising message (Tam and Khuong,
2015). Tam and Khuong (2015) also argued that the guerrilla message would take
more attention if there is a highly incongruity between what is expected and what
is delivered in the message, which will eventually trigger the curiosity towards
buying the product or service. Guerrilla strategy is up to unexpected situation since
it attracts consumers attentions by settling unusual objects in abnormal places or
abnormal timing (Farouk, 2012).

Clarity: For the perceiver to get the message and develop a purchasing
intention towards the related product or service, the message should be clearly
inserted (Tam and Khuong, 2015). Farouk (2012) pointed out that it is more
efficient to attract consumers’ attention by placing simple idea design within
guerrilla advertising.

Humor: Humor is one of the key factors in advertisement, which is also
argued to be a motivator in developing positive brand images in consumers’ minds
as well as creating purchasing intention (Eisend, 2011). In guerrilla advertising,
humor is also an inseparable part in delivering unexpected and effective messages
(Tam and Khuong, 2015).

Relevance: As Tam and Khuong (2015) pointed out, the message conveyed
by guerrilla techniques should not only be relevant within the ad but also be relevant
for the brand. That is, an advertisement may be surprising, clear and humorous but

may not be displaying any correlations with the product or service being delivered
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and/or not reflecting to the brand identity. Therefore, only together with other
factors, relevance will guide the consumer to shift his/her attention to the product.

In addition to the factors that are categorized by Tam and Khuong (2015),
in his study, Yildiz (2017) tested the characteristics of guerrilla advertising
presented by Farouk (2012) as below:

Creative and
innovative

\

‘ Humorous

oy
Guerrilla
Advertising

Goodwill Unexpected

Figure 4. Features of Guerrilla Advertising. Adapted from “The Role of Guerrilla
Marketing Strategy to Enrich the Aesthetic and Functional Values of Brand in
Egyptian Market” by F. Farouk, 2012, International Design Journal, 2(1), 111-119.

One-shot Game: It refers that the campaigns are performed in limited
period of time meanwhile the consumers comprehend that this concept should not
be applied again (Farouk, 2012).

According to another opinion, Nufer (2013) stated that guerrilla advertising

must have the following characteristics:

- Unconventional,

- Surprising,

- Contagious,

- Original/creative,

- Cost-efficient/effective,
- Unusual/atypical,

- Cheeky/provocative,

- Funny/witty,

- Spectacular,

- Flexible.
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Apart from the factors explained by Tam and Khuong (2015), this model
underlines that guerrilla techniques focus more on human psychology, behavior and
creativity rather than large spendings and therefore, these efforts are low-cost

(Levinson, 1998).

2.7. Implementation of Guerrilla Advertising

As the basis of these factors, Levinson and Rubin (1996) stated the road
map of guerrilla strategies to be implemented as (1) creating a database where there
should be detailed information regarding the both external environment and internal
environment, (2) having the SWOT analysis of the business to see advantages and
disadvantages of both the company itself and the close competitors, (3) choosing
the accurate marketing weapon to address the SWOT analysis, (4) designing a
calendar that shows which weapon to be implemented when, and (5) conducting
counter attacks as response to the actions taken by the rivals (as stated in Onurlubas,

2017).

2.8. Means of Guerrilla Advertising

In his milestone book, Guerrilla Marketing Weapons, Jay Conrad Levinson
(1990) specified means and effective tools of guerrilla advertising. He underlined
that guerrilla advertising weapons will be effective only if they are used as
complimentary techniques together with other marketing tools and it is crucial to
determine the priority and the sequence of the tools that will be used. It reflects to
the idea that since guerrilla advertising techniques include creative and unexpected
components, exposing the target audience with all the extraordinary messages may
create a downturn, which may not create the desired effect.

As Simone (2006) suggested, guerrilla benefits from various means together
such as marketing, advertising, public relations to promote value. In addition to the
effective advertising and marketing tools that were explained in the previous
sections, Levinson (1990) indicated the important means of guerrilla advertising
that will pave the way for it to success such as packaging, contests, gift baskets,
audiovisual aids, décor and music. Each mean contributes to the creativity aspect
of guerrilla advertising and pursues to add value to the cunning strategies on the

way to attract the customers and raise brand awareness (Levinson and Lautenslager,
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2009) when the target is not conscious about being exposed to any advertising
means.

Apart from Levinson (1990)’s weapons of guerrilla advertising, admitting
the fact that it is hard to determine the strict boundaries of such a term that is highly
associated with creativity, Chionne and Scozzese (2014) classified the tools that are
being commonly used in guerrilla advertising and marketing under 4 categories: (1)
viral communication, (2) ambient and sensation, (3) ambush and (4) word-of-
mouth.

Viral communication refers to the rapid and spontaneous spread of the
messages that eventually make the target audience speak about it (Chionne and
Scozzese, 2014). With viral communication techniques, companies and brands
acquire the chance to transfer their messages in reduced budgets (Kaplan and
Haenlein, 2010). Chionne and Scozzese (2014) pointed out that with the
technological advancements, common use of social media platforms and electronic
devices let viral communication be even more immediate, have stronger impact and
happen to be in shorter period of times. They also included buzz marketing as a part
of viral communication tools due to the fact that “having a preview of the products
and services” creates curiosity and people start to talk about the product or service
(p.157).

Ambient and sensation refers to communication by using of all elements in
the external environment to attract the attention of the customer (Chionne and
Scozzese, 2014). Literature also has a definition for ambient marketing as “the
placement of advertisements in unusual and unexpected places, often with
unconventional methods and, above all, for the first time” (Luxton and Drummond,
2000, p.735). Since it includes unusual, unexpected and a priori elements, it makes
sense to relate the concept with guerrilla advertising and unconventional
advertising. The ambient techniques in advertising can be preferred because they
trigger “unique emotions” in the target audience that will help them building
positive association with the brand, enhance the customer’s experience and lead
customer learning and trying the brand (Chionne and Scozzese, 2014, p.157).

According to Chionne and Scozzese (2014), ambush is an important mean

of guerrilla advertising since it aims to boost awareness in an aggressive manner

18



with sponsorships. Finally, they explained word-of-mouth as the fourth
fundamental tool in the sense that extraordinary, original and innovative products

and services have the higher tendency to circulate among customers.

2.9. Guerrilla Advertising and Its Significance

It is suggested that guerrilla concept in business has recently gained more
significance due to the fact that guerrilla messages reflect well to the changing
demand and consumption patterns of the customers (Yildiz, 2017) although
mainstream companies still favor the traditional marketing methods (Levinson,
1990). Moreover, it is being argued that the effectiveness of the traditional
advertising tactics is in the pace of a decline (Van den Putte, 2009). It is argued that
the customers are developing more negative attitudes towards advertisements due
to the “increasing ad clutter” (Dahlén and Edenius, 2007, p.33). Too much exposure
to advertisements create frustration of customers in terms of their purchasing
behaviors and due to ware-out effect, customers get used to the same time of
advertisements (Hutter and Hoffmann, 2011).

In their study, Ha and Litman (1997) proposed that as the number of
advertisements in the magazines increase, the effectiveness of the advertisement
declines together with the revenue that the magazine generates. They supported
their findings with the law of diminishing returns which states that after a certain
point of time, the output produced by the input does not increase as it increased at
the initial stage (Ha and Litman, 1997). Therefore, traditional marketing and
advertising tools are argued to reduce their impacts while new advertisement
techniques and communication tools have started to be adopted in order to cope
with this issue (Hutter and Hoffmann, 2011). By placing the advertisement
messages in non-traditional ways, consumers will not be aware of the fact that they
are exposed to advertisement (Dahlén and Edenius, 2007). It is also found by the
previous studies that as the consumer is more aware of the advertisement, meaning
that if the advertisement includes a content that is highly focusing on persuading
the consumer, the consumer becomes less likely to participate to the advertisement

(Nordfalt, 2005).
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2.10. Use of Guerrilla Advertising

With the emergence of guerrilla advertising techniques, both small and
medium sized enterprises as well as large businesses have started to benefit from
the effectiveness of such advertising tools. With periodical, effective, unexpected
and creative attacks, small and medium enterprises can attain comparative
advantage over their rivals (Ay et al., 2010). In that sense, guerrilla advertising and
marketing are argued to be more suitable and widely used by small businesses rather
than medium sized or large enterprises (Bigat, 2012). By definition, guerrilla
strategies do not need excessive amounts of marketing budget. This nature of
guerrilla advertising leads small businesses to use these techniques more frequently
compared to larger businesses. However, it is argued in the literature that as using
guerrilla advertising in marketing becomes even more common with its recognized
success and effect, small businesses have started to face with challenges in applying
these techniques due to their respectively limited marketing budgets compared to

bigger players in the industries (Kaenging and Yazdanifard, 2013).

2.11. Examples of Guerrilla Advertising
It is possible to see the examples of guerrilla advertising widely being used
by the small companies and known brands. There are the efforts regarding the

examples of guerrilla advertising as such:

Mc Donald’s Pedestrian Way: Mc Donald’s uses its iconic French fries to
mark the pedestrian way on the traffic.

Nivea’s Sofa: With the guerrilla advertising of Nivea, it is said that if you
use Nivea, you will get rid of your cellulites. One side of the sofa is rather holey to
represent a skin with cellulites while the side of Nivea is smooth.

Frontline’s Ground Image: Frontline, which produces sprays for dogs to
help them get rid of any flea and yuck covered the floor of a mall with a big image
of a dog and as people pass by, it is seen that the dog is distracted by the fleas.

Ugly Betty’s Cartoon Bag: In order to emphasize how ugly the movie
character Ugly Betty is, the producers placed a cartoon bag on the billboard that
displays the schedule of the TV show to be aired.
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Elidor’s Horse Clothes: Traditionally, healthy and skinny hair is
associated with the tail of the horse and even there is a hair model called ponytail.
Elidor successfully referred with horse advertisement on its clothes to that
resemblance.

Coca Cola’s Cold Bus Station: As a reference to how cola is cold and
refresher, Coca Cola transformed a bus station into a snowy and almost frozen
place. Additionally, there are hoarfrosts dangling from the roof and on the top of
the roof, there are settled a “BRRR” statement on it to support the idea of being so
cold and refresher.

IKEA’s Living Sofa: Ikea preferred to settle a real sofa and other sitting
room furniture in metro as a rest point. There were also stickers on the wall as a
background to feel pleased as if the consumers feel themselves at their own houses.

Nike’s Sportive Garbage: As it can be accepted as social responsibility
project, Nike mounted basketball hoops above the garbage bins. By this means,
throwing a garbage had never been so enjoyable.

Mondo Pasta’s Delicious Ropes: In order to express how its spaghetti is
delicious, Mondo Pasta preferred the Hamburg Harbor as one of the frequently
visited places in Germany. There, the company places huge stickers of pleased and
satisfied faces as if they are eating spaghettis instead of the ropes.

UNICEF’s Unhealthy Vending Machine: UNICEF tries to attract
people’s attention and make them be aware of the places suffering from water
shortages and diseases. To this end, UNICEF uses vending machine. In return for 1
dollar, people can select a bottle of water which has one of the listed diseases’ germ
inside. All in all, the consumer does not purchase a bottle of water, but UNICEF

creates wonder and question marks in people’s minds.

2.12. Discussions and Ethical Issues Regarding Guerrilla Advertising
Although guerrilla advertising is evaluated as a successful method in
capturing the needs of the customer by recognizing that marketing is dynamic with
its different techniques and understanding compared to the traditional marketing
applications, they may not result with expected success in increasing brand
awareness and purchase intentions of the customers at the end (Kaenging and

Yazdanifard, 2013). It is because since guerrilla strategies require innovative and
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shocking attacks, it can be argued that there can be some negative perceptions that
may lead to negative consequences (Kaenging and Yazdanifard, 2013).

Accordingly, the literature mainly argues that since guerrilla messages
contain the effective use of emotions with the element of surprise and humor, they
can also be perceived as unethical by the target audience, especially the
advertisements in which fear and horror are used if they are not implemented in a
correct way (Ay et al., 2010). In their article, Hyman and Tansey (1990) discussed
the ethics issue with reference to psychoactive advertisement and messages. They
argued that the advertisements which mainly have the aim of arousing emotions,
may cause the perceivers to feel nervous, stressful, anxious and disturbed rather
than feeling entertained or happy.

Another side-effect of guerrilla advertising can derive from its rapid spread.
Although it is discussed that one of the key factors that lead guerrilla messages to
achieve success among the consumers is its immediate and quick spread, it may
also create a disadvantage. It is advocated that it is risky for the businesses to apply
guerrilla advertising techniques since if they are perceived in a negative or wrong
way, the negative experience for the consumers will also spread at a very high speed
as well (Yildiz, 2017).

Kill Bill’s Bloody Release Day: There is blood leaking from under the
cabin in a toilet, if the door is opened, the viewer sees a sticker that indicates the
release date of the film. Ay et al. (2010) stated that this type of horrifying scene is
ethically questionable, it may end up with psychological effects for people,
especially for kids.

CSI: Miami’s Highly Charged Release Day: Another problematic
example of guerrilla technic applied in an advertisement is shown above. In
Singapore, crime scenes resembling to the scenes in CSI TV series, were arranged
and a dead man’s lower body was seen under the toilet cabin. While getting closer
to the door, the exact date of the new episode of the related TV series was seen on

yellow tapes.

2.13. Guerrilla Advertising Effect on Consumer Behavior
Abideen and Saleem (2012) asserts that advertiser’s main objective is to

reach both current and potential customers and impress their brand awareness,
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brand attitudes and purchase intentions. First of all, brand awareness is the power
of the brand impact in memory which allows consumers to distinguish the brand in
any circumstance (Rossiter and Percy, 1987). Keller (1993) specified that it is the
likelihood and easiness of a brand name coming to customers mind. Brand
awareness consists of brand recognition and brand recall. Meanwhile, brand
recognition is ability for consumers to remember the brands when they are exposed
with the aid of the brand’s previous exposures, brand recall is ability for consumers
to bring the brands to their minds when they need something that were supplied by
these brands (Keller, 1993). In this manner, to explore the effects of guerrilla
advertising on brand awareness, Yildiz (2017) stated that guerrilla advertising has
a positive impact on brand awareness in his study while Mughari (2011) found a
favorable relationship between guerrilla advertising and brand awareness.

Besides its effect on brand awareness, advertising has another objective, to
construct positive brand attitude, which is realized with the aid of liked
advertisement (Percy and Rossiter, 1992). Advertisement attitude, often called as
ad attitude, as a source of liked advertisement, is a tendency to respond to liked or
un-liked way to advertisement during an exposure (Lutz, 1985). In other words,
after consumer is exposed to an advertisement about the brand or brand’s product
or service, once likeness is developed then the brand is preferred (Goldsmith and
Lafferty, 2002). As Biel and Carol (1990) stated that likeable advertisements have
an impression on conviction since these likeable advertisements directly affect the
emotional parts of consumers’ attitudes towards the brand. As argued by Homer
and Yoon (1992), advertisements create affective and cognitive responses.
Cognitive responses contain judgments of subjects playing parts in advertisements
such as believable and imaginative, meanwhile affective responses include
emotions of subjects settled in advertisements such as pleased and offended, during
exposure (Burke and Edell, 1989). In detail, Burke and Edell (1989) sorted that
attractive, cheerful, creative, humorous, convinced and interested are some of the
sample positive attitudes and feeling developed while being exposed ad. In their
study, Ang and Low (2000) specified that relevant, unexpected and positively
responded advertisements are more likeable to serve to ad creativity which can be

accepted as unaltered features of guerrilla advertising. From a different point of
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view, Tam and Khuong (2016) pointed that if an advertisement includes humor,
aesthetics and surprise, this situation leads to a more positive attitude towards the
ads and the brands. Additionally, Goldsmith and Lafferty (2002) stated that one of
the advertiser’s aim is to create positive attitude towards the ad. So, as a likeable
advertisement, effective advertisement provides information about the good or
service, affects attitudes and feelings and energizes consumers’ desires (Lavidge

and Steiner, 1961). Therefore, this study suggests that:

Hypothesis 1: Guerrilla advertisement is expected to receive responses that

are more favorable compared to traditional advertisement by consumers such that:

a) Positive ad attitude is going to be higher for guerrilla advertisement
in comparison to traditional advertisement.
b) Negative ad attitude is going to be lower for guerrilla advertisement

in comparison to traditional advertisement.

Hypothesis 2: Ad likability is going to be higher for guerrilla advertisement

in comparison to traditional advertisement.

If consumers are aware of some brands equally, they assess the brands and
base their brand preferences regarding to their evaluations, this is what called as
“‘brand attitude’” as a whole (Percy and Rossiter, 1992). From another view of the
issue, brand attitude is a consumer’s total assessment of a brand and usually set up
a substructure of brand preference which also depends of specific features and
benefits of a brand (Wilkie, 1994; Keller, 2006). If consumers have not any attitude
toward a brand, focusing on building a brand attitude is required firstly. If there is
a poor or middle level attitude toward a brand, it is an obligation to strengthen it
(Percy and Rossiter, 1992).

As Mitchell and Olson (1981) pointed out, attitude toward the advertisement
guides brand attitude and purchase intention. Consequently, a nice advertisement
leads a consumer to establish positive brand attitude and this advertisement may
provide higher frequency of purchases and brand loyalty. De Pelsmacker and
colleagues (2013) asserted that it is compulsory for the brands with well-
established brand attitudes to protect their brand attitudes in order to sustain their

consumer loyalties. Moreover, high brand loyalty brings reduction to the marketing

24



spendings, attracts new customers and help gaining time against threats coming
from competitors (Aaker, 1991). From consumer point of the view, loyal consumers
cheerfully recommend the purchased product or service to other people as if they
are the brands’ ambassadors (Switala et al., 2018). In this context, as brand loyalty
implies purchasing the product or services of the brand continuously, it is important
to investigate the determinants that affect this phenomenon.

Accordingly, Niazi and colleagues (2012) asserted that positive emotional
responses stimulate consumer’s buying decision. If an advertisement is positively
responded and served with relevant, unexpected, humor, aesthetics and surprise, it
also increases purchase intention (Eisen et al., 2014; Tam and Khuong, 2016; Ang
and Low, 2000).

As specific to guerrilla advertisement research, Yildiz (2011) demonstrated
in his study that guerrilla advertising has significantly positive influence on
consumers’ purchase intention as well with its unexpected, surprising and creative
components. Additionally, Nawaz and associates (2014) also found that guerrilla
characteristics on advertising have significant effect on consumer’s buying

decision. Therefore, this study suggests that:

Hypothesis 3: Guerrilla advertisement is more likely to trigger purchase

intention compared to traditional advertisement.
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CHAPTER 3

METHODOLOGY

In this chapter, methodology of the study will be presented. The study was
conducted through applying a questionnaire (see Appendix A) to the participants
after informing them that the participation was voluntary. Participants participated
to the survey through online platforms. Before conducting the main study, in order
to see whether the questionnaire was developed in a clear, understandable and
feasible way, a pre-test was applied. According to the feedbacks received, minor
changes were applied such as making the advertisement pictures that were used in
the study a bit bigger, designing the questionnaire in a more user-friendly way and
omitting some adjectives which were used to measure brand attitude and ad attitude
since they had similar meanings. Therefore, the main study was applied. In the main
study, four well-known brands (Coca Cola, McDonald’s, Nike, IKEA) and two
types of their advertisements were used: One advertisement to indicate traditional
advertising, one advertisement to indicate guerrilla advertising. Participants
received a questionnaire set including advertisements of one of these 4 brands. After
answering the demographic information, participants were first asked to reflect their
opinions about the brand, later evaluate the traditional and guerrilla advertisements
they saw belonging to this brand and finally state their opinions about whether they
liked the advertisements and whether they develop any purchase intention toward
the brand or not. Additional space was provided for the participants to reflect their
opinions about the survey they took. Details will be further explained in the

following sections.

3.1. Study
In order to investigate the effect of guerrilla advertising on the study
variables, Paired Samples t-test was applied. The reason why this method was used

is that each participant evaluated both the traditional advertisement and guerrilla
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advertisement on the same variables. Therefore, the study had a within subject
design. The variables investigated were ad attitude (measured by 3 different
adjective groups including positive adjectives, negative adjectives and adjectives
used for manipulation check), like or dislike toward the advertisement and

purchasing intention toward the brand.

3.1.1. Participants

Sample of the study included 264 participants, 60.6% of them being women
and 39.4% of them being men. The participants were recruited from online
platforms as well as through snowball sampling technique. There were no specified
qualifications for the sample group except for the minimum age of 18 years.
Therefore, the minimum age of the participants was 19 while the maximum age was
50 (M=26.97, SD=4.96). The educational background of the participants ranged
from associate degree to graduate degree. Participants were also asked to indicate
their monthly earnings. In that sense, 22.7% of the participants expressed that their
monthly earnings fall at the classification of 4001-6000 Turkish liras. However,
18.8% of the participants indicated that their monthly earnings are in the range of
0-1000 Turkish liras, which may mostly be the student group, while 18.4% of the
participants revealed that their monthly earnings are somewhere between 1001-
2000 Turkish liras. The following table demonstrates the details regarding the

demographic characteristics of the sample of the study.
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Table 1
Demographic Characteristics of the Sample

Variables Frequency| Percentage| Mean SD Range
Gender
Male 104 39.4
Female 160 60.6
Age (Years) 26.97 4.96 19-50
18-24 79 299
25-30 146 55.3
31-40 32 12.1
41 and older 7 2.3
Education Background
High School Degree 6 2.3
Associate Degree 1 0.4
Bacholor's Degree 152 57.6
Master's or PhD Degree 105 39.8
Monthly Earning
0-1000 48 18.2
1001-2000 47 17.8
2001-3000 25 9.5
3001-4000 26 9.8
4001-6000 58 22.0
6001-8000 30 11.4
8001-10000 18 6.8
Higher than 10001 12 4.5
Company Advertisement
Coca-Cola 67 25.37
Mc Donald's 67 25.37
Nike 65 24.62
IKEA 65 24.62

3.1.2. Measures of the Study

In the questionnaire applied to the participants to test the study hypotheses,
there were 3 main sections. First section includes questions about the brand. These
questions include items related to brand awareness, brand loyalty and adjectives
related to the overall brand attitude for the respective brand (Coca Cola, Mc
Donald’s, Nike or IKEA). The second section includes items to measure the
perceptions of the participants through adjectives after seeing the traditional and
guerrilla advertisements of the respective brand, same brand that they responded in
section one together with their opinions about whether they like the advertisement
or not. In the final section, the participants were asked to state their purchase
intentions accordingly. All participants participated to the survey voluntarily. The

questionnaire can be found in the Appendix A.
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3.1.2.1 Brand Strength Scale

In order to see the participants’ perceptions about the well-known brands
used in the study (Coca Cola, McDonald’s, Nike and IKEA), their brand strengths
were measured. The participants see brand logo of either one of the brands and
evaluated the brand strength of the respective brand depending on their own
perceptions. The study acknowledges that brand strength construct involves 3
dimensions: brand awareness, brand loyalty and brand attitude.

Within the study, brand awareness and brand loyalty were measured through
one scale that is composed of items from literature as well as self-constructed items.
Overall, the scale measuring brand awareness and brand loyalty consisted of 14
items. To measure brand awareness, 5 items were chosen from Yoo & Donthu
(2001) and 2 items were chosen from Rajh (2002). In addition, 2 items were self-
constructed. To measure brand loyalty, 3 items were chosen from Yoo and Donthu
(2001) and 2 items were chosen from Bobalca and associates (2012).

Brand attitude was measured through using 7 adjectives. The participants
were asked to rate the brand based on these adjectives on 5-Point Likert scale. The
adjectives were adapted from Yilmaz and associates (2011) and Spears and Singh
(2004) to measure attitude toward brand.

In order to see whether used scales were operational and reliable or not,

reliability analysis was applied. The following table presents the results:

Table 2

Reliability Analysis for Brand Strength

Construct Item Number |Cronbach's Alpha
Brand Awareness 9 0.87

Brand Loyalty 5 0.92

Brand Attitude 7 0.90

Brand Strength 21 0.92

3.1.2.2. Ad Attitude Scale

After measuring the perceptions of the participants regarding the brands,
their attitudes towards the advertisements they saw was measured through using
adjectives on a 5-Point Likert Scale. The adjectives were selected from Edell and
Burke’s (1987) work that measured the feelings towards the advertisements by

using adjectives. They argued that including advertising, emotions become very
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crucial and powerful indicators of feelings in many areas (Edell and Burke, 1987).
They categorized adjectives in 3 groups: upbeat, negative and warm.

The adjectives used in this study were adapted from the groupings of Edell
and Burke (1987). Seven adjectives were chosen to measure positive attitudes
toward the advertisements while 3 adjectives were chosen to measure negative
attitudes. Moreover, 3 adjectives were also added in the measurement to reflect the
main characteristics of guerrilla advertising (surprising, thought provoking,
unexpected). These adjectives were considered to be used as manipulation check to
see whether the advertisements were selected in a proper way to portray the
characteristics of guerrilla advertising. Overall, 13 adjectives were used. The
participants were asked to evaluate both traditional advertisement and guerrilla
advertisement on the same items.

The reliability analysis of this ad attitude scale that measures feelings
towards adjectives was conducted for both the traditional advertisements and

guerrilla advertisements. The results were produced below:

Table 3

Reliability Analysis for Ad Attitude

Construct ItemNo |Cronbach's Alpha
Ad Attitude (Traditional Advertisement) 13 .82

Ad Attitude (Guerrilla Advertisement) 13 91

3.1.2.3. Ad Likability Scale

After seeing the advertisements, the participants were asked to state whether
they liked the advertisements or not on a 5-Point Likert Scale. The scale was self-
constructed and consisted of 3 questions. The reliability analysis of this measure
was also conducted separately for both the ad likability of the traditional

advertisements and guerrilla advertisements. The results were produced below.

Table 4

Reliability Analysis for Ad Likability

Construct ItemNo |Cronbach's Alpha
Ad Likability (Traditional Advertisement) 3 .95

Ad Likability (Guerrilla Advertisement) 3 .97
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3.1.2.4. Purchase Intention Scale

As the final important construct of the study, purchase intentions after
seeing the advertisements were measured by using 7 items on a 5-Point Likert Scale.
The scale used included items from literature as well as self-constructed items. 2
items were adapted from Yilmaz and associates (2011) and Spears and Singh’s
(2004) works as well as 3 items from Yoo and Donthu (2001). 2 items were self-
constructed.

The reliability analysis of this purchase intention scale was conducted for
both the traditional advertisements and guerrilla advertisements. The results are

presented below.

Table 5

Reliability Analysis for Purchase Intention

Construct ItemNo [Cronbach's Alpha
Purchase Intention (Traditional Advertisement) 7 .93
Purchase Intention (Guerrilla Advertisement) 7 .94

3.1.3. Traditional and Guerrilla Advertisements’ Visuals

After evaluating the respective brand’s strength, the participants were
exposed to samples of traditional and guerrilla advertisements of this certain brand.
The reason why these brands were picked is that companies like Coca Cola, Mc
Donald’s, Nike and IKEA are mostly regarded as companies that are highly
involved in interactive and creative advertising (Igbal and Lohdi, 2015). The visuals
of these brands were displayed all at once at the same time within a single row.
Further, against the possibility of visual sequence might distort the perceptions, for
each of the brand, 2 conditions were developed: Either seeing the traditional
advertisement at the first place or guerrilla advertisement at the first place. Overall,

8 conditions were designed. Within the questionnaire:

- For McDonalds, an image including a modified McDonalds logo as a
traditional advertisement visual and an image, also specified in
“Examples of Guerrilla Advertising” section, displaying a pedestrian
way inspired by Mc Donald’s iconic French fries as a guerilla

advertisement visual were used.
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- For Coca Cola, an image containing a message of “Open cover to
happiness” next to a bottle of cola as a traditional advertisement and an
image, also explained in “Examples of Guerrilla Advertising” section,
showing a snowy bus station which specifies how its colas are cold and
refresher, also have a cola background as a guerrilla advertisement were
used.

- For Nike, an image including a message of “Put all in” above its logo as
a traditional advertisement visual and an image, also takes a part in
“Examples of Guerrilla Advertising” section, demonstrating a garbage
bin resembling a basketball hoop and carrying Nike logo as a guerrilla
advertisement were used.

- For IKEA, an image informing a price discount of its products as a
traditional advertisement and an image, also interpreted in “Examples of
Guerrilla Advertising” section, demonstrating a real sofa in front of a
wall that imitates an internal design of a real house and shows IKEA logo

as a guerrilla advertisement were used.

32



CHAPTER 4

DATA ANALYSIS AND FINDINGS

This chapter includes the analysis procedure of the study as well as the
results. Firstly, data screening and descriptive information regarding the variables
of the study will be explained. Later, the analyses to test the hypotheses of the study

will be presented.

4.1. Data Screening

After the collection of the data, all data was transformed into SPSS. The
data was examined in terms of any missing values or outliers. No outliers or missing
values were determined.

Before the main analysis, the data was also investigated for whether there is
any careless respondent or not. The repetitive responses were colored to track any
repetition for a single participant in the whole questionnaire. However, as no
participant was found giving the same answers throughout the whole questionnaire,
all answers were kept in the analysis. Therefore, the analyses were conducted on

the total number of 264 participants.

4.2. Exploratory Factor Analysis on Study Measures
Before starting the analysis, Exploratory Factor Analysis (EFA) was
conducted for both the scale measuring Brand Strength and Ad Attitude constructs

of the study. The results are presented in the following sections.

4.2.1. EFA on Brand Strength Construct

In order to see whether Brand Strength as a construct is actually composed
of 3 dimensions, Exploratory Factor Analysis was applied. EFA was conducted
using Maximum Likelihood Method with Varimax rotation. Small coefficients

(below .40) were suppressed. As predicted, the analysis results showed that 3 factor
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loadings and these 3 factors explained 57.68% of the total variation. The factor

loadings are presented in the table below.

Table 6
EFA for Brand Strength
Factor Loadings
Items | Factorl Factor 2 Factor 3

1 0.69

2 0.72

3 0.71

4 0.54

5 0.44

6 0.75
7 0.87
8 0.84
9 0.76

10 0.74

11 0.57 0.59
12 0.61 0.52
13 0.58

14 0.69

15 0.70

16 0.68

17 0.77

18 0.86

19 0.69

20 0.69

21 0.64

As it can be seen in the table, Item Number 15 through Item Number 21,
they were loaded on Factor 1. As predicted, these items indicate the brand attitude
adjectives. Item Number 1 through Item Number 5 and Items 9 and 10 loaded on
Factor 2. They indicate brand awareness items. Brand loyalty items were predicted
to be Items 6,7,8,11 and 12. As the results show, Item 11 and Item 12 were loaded
both on Factor 1 and Factor 3, indicating cross-loadings. In case of such cross-
loadings, literature suggests that it is the judgment of researcher if these cross-
loadings have strong loadings like 0.50 and above (Costello and Osborne, 2005).
Therefore, these two items were included in Factor 3 to indicate brand loyalty as

assumed.
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4.2.2. EFA on Ad Attitude Construct

In order to see whether the ad attitude scale is actually composed of 2
adjective groupings (positive adjectives and negative adjectives) Exploratory
Factor Analysis by using Maximum Likelihood Method with Varimax rotation was
conducted. Small coefficients (below .40) were suppressed. EFA was run for 2
times to capture the factor analysis for traditional advertisements and guerrilla

advertisements separately.

EFA for traditional advertisements resulted with 2 factors, explaining
45.99% of the total variation while EFA for guerrilla advertisements resulted with
2 factors, explaining 57.98% of the total variation. The factor loadings are presented

in the table below:

Table 7.1
EFA for Ad Attitude for Traditional Advertisements

Factor Loadings

Items| Factor 1 | Factor 2

1 .63

2 .63

3 .82

4 .68

5 .61

6 72

7 .64

8 .52

9 74

10 .55
Table 7.2
EFA for Ad Attitude for Guerrilla Advertisements

Factor Loadings

Items| Factor 1 | Factor 2

1 57 42

2 .67

3 .82

4 .79

5 .53

6 78

7 7

8 57

9 .83

10 .61
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In EFA for ad attitude towards guerrilla advertisements, Item 1 was a
cross-loading item. As Costello and Osborne (2005) proposed, it was included in

Factor 1 since it loaded more on Factor 1.

4.3. Descriptive Statistics of Study Variables

In order to have the descriptive characteristics of the sample of the study,
descriptive statistics of study variables were examined. Since there have been 4
different companies (Coca Cola, Mc Donald’s, Nike, IKEA), descriptive statistics
were obtained separately to reflect these 4 separate conditions. The following 4

tables show the descriptive statistics of study variables:
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4.4. Priming Effect

This study recognizes the fact that biases may occur depending on which
advertisement you see at the first place. Therefore, the study tries to tackle with this
possible bias by priming the participants. In addition to including samples from
both traditional and guerrilla advertisements of 4 different companies, the sequence
of advertisements was also reversed. Thus, for each of the company (Coca Cola,
Mc Donald’s, Nike, IKEA), 2 advertisements were used (1 to represent traditional
advertising, 1 to represent guerrilla advertising) in 2 possible ways (firstly
traditional advertisement, secondly guerrilla advertisement or firstly guerrilla
advertisement, secondly traditional advertisement). All in all, there emerged 8
conditions in total.

Before starting the main analysis, this priming effect of the advertisement
sequence was investigated. The questionnaires that include traditional
advertisements first were coded as 0 while the questionnaires that include the
guerrilla advertisements first were coded as 1. One-way ANOVA analysis was
applied to investigate whether the sequence of advertisement creates any difference
on the study variables of ad attitude, ad likability and purchasing intention. The
variables regarding the brand strength were not included in the analysis because
regardless of the sequence of the advertisement, each participant responded the

same questions.
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Table 9

ANOVA Results for Priming Effect

Ss df MS F P

Positive Ad Between Groups .90 1 .90 1.16 28
Attitude Within Groups 202.54 262 7
(Traditional Ad)  Total 203.44 263
Positive Ad Between Groups 11.92 1 11.92 9.87 002
Attitude Within Groups 316.41 262 1.21
(Guerrilla Ad) Total 328.32 263
Negative Ad Between Groups 2.21 1 2.21 3.39 .066
Attitude Within Groups 170.64 262 .65
(Traditional Ad)  Total 172.85 263
Negative Ad Between Groups 49 1 49 A48 49
Attitude Within Groups 265.84 262 1.02
(Guerrilla Ad) Total 266.320 263

Between Groups .02 1 .02 .02 .90
Ad Likability Within Groups 32221 262 1.23
(Traditional Ad)

Total 322.24 263

Between Groups .02 1 .02 .01 93
Ad Lik.abihty Within Groups 504.85 262 1.93
(Guerrilla Ad)

Total 504.86 263
Purchase Between Groups 12 1 12 13 72
Intention Within Groups 228.92 262 87
(Traditional Ad)  Total 229.03 263
Purchase Between Groups 001 1 001 001 97
Intention Within Groups 282.03 262 1.08
(Guerrilla Ad) Total 282.03 263

As it can be seen in the above table, for almost all of the study variables
priming generated significant results. Only for the variable that measured positive
ad attitude for guerrilla advertisements, priming was found significant. In other
words, the sequence of the advertisements, meaning whether seeing the traditional
advertisement or the guerrilla advertisement at the first place, generally did not

make any difference in the perceptions of the participants.

4.5. Manipulation Check

To ensure that the selected guerrilla advertisements for the study are actually

reflecting the aspects of guerrilla advertising and the participants perceive them
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correctly, some adjectives were added to the section that measures the ad attitude
through positive and negative adjectives. These corresponding adjectives were
“surprising”, “thought-provoking” and “unexpected” as some of the guerrilla
characteristics (Tam and Khuong, 2015; Farouk, 2012; Yildiz, 2017, Nufer, 2013).
As it was the case in the respective section of the questionnaire, the participants
evaluated the advertisements they saw for these adjectives on the scale from 1 to 5.

In order to see whether manipulation was implemented correctly, series of
Paired Samples T-Tests were conducted for these adjectives for all the brands. To
do the analysis, an average score was calculated through taking the means of
participants’ responses for each advertisement on the manipulation check
adjectives.

First, the case for the Coca Cola advertisements was investigated. The
Paired Samples T-Test produced a significant difference on the basis of
manipulation check adjectives between the traditional advertisement (M=1.95,
SD=.84) and guerrilla advertisement (M=2.87, SD=1.09) conditions t(66)=-5.38,

p<.001. The results are demonstrated in the following table.

Table 10.1
Manipulation Check for Coca-Cola
95% CI for
Traditional Ad Guerilla Ad Mean
Difference
Outcome M sSD M sSD n r t df
Manipulation Check 1.95 84 2.87 1.09 67  -1.26,-58  -.02*  -538% 66

*p<.05.

The case for Mc Donald’s advertisements was investigated afterwards. The
Paired Samples T-Test produced a significant difference on the basis of
manipulation check adjectives between the traditional advertisement (M=1.57,
SD=.75) and guerrilla advertisement (M=3.68, SD=.89) conditions t(66)=-16.07,

p<.001. The results are demonstrated in the following table.
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Table 10.2
Manipulation Check for Mc Donald’s

95% ClI for
Traditional Ad Guerilla Ad Mean
Difference
Outcome M sSD M sSD n r t df
Manipulation Check 1.57 15 3.68 .89 67 -2.38,-1.85  .15*  -16.07* 66

*p<.05.

Similarly, for Nike advertisements, the Paired Samples T-Test produced a
significant difference on the basis of manipulation check adjectives between the
traditional advertisement (M=1.92, SD=.89) and guerrilla advertisement (M=3.13,
SD=1.22) conditions t(64)=-6.29, p<.001. The results are shown in the table below.

Table 10.3
Manipulation Check for Nike
95% CI for
Traditional Ad Guerilla Ad Mean
Difference
Outcome M SD M SD n r t df
Manipulation Check 1.92 .89 3.13 1.22 65 -1.59, -.82 -.04%* -6.29* 64

*p<.05.

Finally, for IKEA advertisements as well, the Paired Samples T-Test
produced a significant difference on the basis of manipulation check adjectives
between the traditional advertisement (M=1.68, SD=.74) and guerrilla
advertisement (M=2.77, SD=1.12) conditions t(64)=-6.87, p<.001. The results are

shown in the table below.

Table 10.4
Manipulation Check for IKEA
95% CI for
Traditional Ad Guerilla Ad Mean
Difference
Outcome M SD M SD n r t df
Manipulation Check 1.68 74 2.77 1.12 65 -1.41,-.77 .10%* -6.87* 64

*p<.05.

42



Therefore, as the results for the manipulation check show, the manipulation
was successful, for all brands. It can be said that the advertisements were chosen in
such a way that they represent the characteristics of guerrilla advertising and these
characteristics significantly differ from the characteristics of traditional advertising.

Moreover, the participants perceived them in the same direction.

4.6. Analysis for Testing the Study Hypotheses

In order to test the hypotheses of the study, series of Paired Samples T-Test
analyses were conducted. In addition to the study hypotheses, possible effect of
brand strength over the study variables was also investigated.

To explore any possible difference between the perceptions of traditional
advertisements and guerrilla advertisements, Paired Samples T-Tests were
conducted on the study variables of Positive Ad Attitude, Negative Ad Attitude, Ad
Likability and Purchase Intention. Paired Samples T-Test was chosen to be applied
because each participant rated both of the traditional and guerrilla advertisements.

All study variables were computed separately for traditional advertisements

as well as guerrilla advertisements by taking the average of items or corresponding

variables.
Table 11
Paired Samples Test Results
95% CI for
Traditional Ad Guerilla Ad Mean
Difference
M SD M SD n r t df
Positive Ad Attitude 236 88 3.41 1.11 264 -1.21,-89  .13*  -12.82* 263
Negative Ad Attitude 1.75 81 200 100 264 -40, -.09 00%  -3.12*% 263
Ad Likability 248 1.10 332 139 264 -1.04,-63  .09%  -8.04* 263
Purchase Intention 2.12 93 230  1.04 264 -35,-.02 08%  272% 263

*p <.05.

As the above table shows, significant differences were found at the .05
significance level, in traditional advertisements and guerrilla advertisements for
positive ad attitudes, negative ad attitudes, ad likability and purchase intention. For
all study variables, positive ad attitudes, negative ad attitudes, ad likability and

purchase intention were all increased in guerrilla advertisement condition compared
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to traditional advertisement condition. In other words, results of the Paired Samples

T-Test indicated that:

1. Positive ad attitude differed for traditional advertisements (M = 2.36,
SD = .88) and guerrilla advertisements (M=3.41, SD= 1.11) at the .05
level of significance; conditions t(263)=-12,82, p<.001.

2. Negative ad attitude differed for traditional advertisements (M= 1.75,
SD= .81) and guerrilla advertisements (M= 2.00, SD= 1.00) at the .05
level of significance; conditions t(263)=-3.12, p=.002.

3. Ad likability differed for traditional advertisements (M= 2.48, SD=
1.10) and guerrilla advertisements (M= 3.32, SD=1.39) at the .05 level
of significance; conditions t(263)= -8.04, p<.001.

4. Purchase intention differed for traditional advertisements (M= 2.12,
SD= .93) and guerrilla advertisements (M= 2.30, SD= 1.04) at the .05
level of significance; conditions t(263)= -8.04, p=.024.

According to these analysis findings, Hypothesis 1 was proposing that
positive ad attitude will be higher while negative ad attitude will be lower for
guerrilla advertisements compared to traditional advertisements was partially
supported. In that sense, Hypothesis 1a was supported while Hypothesis 1b was not.

Hypothesis 2 was proposing that ad likability will be higher for guerrilla
advertisements than traditional advertisements. As the results demonstrated,
Hypothesis 2 was supported.

Hypothesis 3 was assuming that guerrilla advertisements would trigger
purchase intentions to a higher extent than traditional advertisements. Accordingly,
the results showed evidence that for guerrilla advertisements, the participants
indicated higher purchase intentions than traditional advertisements. Therefore,

Hypothesis 3 was also supported.

4.7. Investigating for Brand Effects

In the study, advertisements from 4 different well-known brands (Coca
Cola, McDonald’s, Nike, IKEA) were used. Therefore, any possible effects of
brand over the customers’ perceptions, was investigated as well. First, whether

brand produced a significant impact on the study variables of Positive Ad Attitude,
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Negative Ad Attitude, Ad Likability and Purchase Intention was examined. Later,
components that are considered to form brand strength that affects perceptions of

brand in people’s minds were further studied.

4.7.1. Study Variables for Brands
To see the effect of study variables in each brand condition, separate Paired
Samples T-Test were conducted. The results for each brand are presented in the

following sections.

4.7.1.1. Study Variables for Coca Cola
Paired Samples T-Test were conducted on the study variables of positive ad
attitude, negative ad attitude, ad likability and purchase intention for Coca Cola

advertisements. The results are presented below.

Table 12.1
Paired Samples Result for Coca Cola
95% CI for
Traditional Ad Guerilla Ad Mean
Difference
M SD M SD n r t df
Positive Ad Attitude 2.82 92 3.71 95 67 -1,23,-55  -1.20%  -5.23%* 66
Negative Ad Attitude 1.60 78 1.86 .96 67 -.55,.02 .09%* -1.84% 66
Ad Likability 3.03 98 3.51 1.34 67 -.88, -.07 .00* -2.36%* 66
Purchase Intention 2.35 97 2.37 1.10 67 -.36, .31 2% -.15% 66

*p<.05.

For Coca Cola advertisements, results indicated significant effects for
positive ad attitude between traditional advertisement (M=2.82, SD=.92) and
guerrilla advertisement (M=3.71, SD=.95) conditions t(66)=-5.23, p<.001; and for
ad likability between traditional advertisement (M=3.03, SD=.98) and guerrilla
advertisement (M=3.51, SD=1.34) conditions t(66)=-2.36, p=.021. However, for
negative ad attitude and purchase intention, no significant difference was found at

.05 significance level.

4.7.1.2. Study Variables for McDonald’s
Paired Samples T-Test were applied on the study variables of positive ad
attitude, negative ad attitude, ad likability and purchase intention for McDonald’s

advertisements. The results are presented below.
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Table 12.2

Paired Samples Result for McDonald’s

95% CI for
Traditional Ad Guerilla Ad Mean

Difference
M SD M SD n r t df
Positive Ad Attitude 2.10 .79 3.34 1.14 67 -1.57,-.90 .05%* -7.43* 66
Negative Ad Attitude 1.68 77 2.12 1.16 67 -.81,-.08 -.18% -2.42% 66
Ad Likability 2.07 .96 3.12 1.46 67 -1.48, -.62 -01* -4.90* 66
Purchase Intention 1.87 .95 2.44 1.17 67 -.94,-.18 -.07* -2.95% 66

*p < .05.

At the .05 significance level, for McDonald’s advertisements, there were
significant  differences between traditional advertisement and guerrilla
advertisement on all of the study variables. Guerrilla advertisement is perceived
significantly more positively compared to traditional advertisement, conditions
t(66)=-7.43, p<.001 while it is perceived significantly more negatively compared to
traditional advertisement, conditions t(66)=-2.42, p=.018. Guerrilla advertisement
scored significantly higher than traditional advertisement on ad likability,
conditions t(66)=-4.90, p<.001 while it also triggered purchase intention
significantly higher than traditional advertisement, conditions t(66)=-2.95, p=.004.

4.7.1.3. Study Variables for Nike
Similarly, Paired Samples T-Test were conducted on the study variables of
positive ad attitude, negative ad attitude, ad likability and purchase intention for

Nike advertisements. Below table shows the results:

Table 12.3
Paired Samples Result for Nike

95% CI for
Traditional Ad Guerilla Ad Mean

Difference
M SD M SD n r t df
Positive Ad Attitude 2.29 .86 3.60 1.08 65 -1.61, -1.01 24%* -8.76* 64
Negative Ad Attitude 2.09 91 1.83 .86 65 -.03, .55 2% 1.79%* 64
Ad Likability 242 1.10 3.70 1.16 65 -1.66, -.89 .07* -6.65% 64
Purchase Intention 1.77 .76 2.30 .98 65 -.80, -.26 24* -3.94* 64

*p<.05.
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Guerrilla advertisement and traditional advertisement significantly differed
on the basis of positive ad attitude, ad likability and purchase intention for Nike.
Although guerrilla advertisement and traditional advertisement did not significantly
differ on negative ad attitude, interestingly and contrarily to the other findings,
traditional advertisement (M=2.09, SD=.91) was perceived more negatively
compared to guerilla advertisement (M=1.83, SD=.86). On other study variables,
guerrilla advertisement had significantly higher results than traditional
advertisement; conditions t(64)=-8.78, p<.001 for positive ad attitude; conditions
t(64)=-6.65, p<.001 for ad likability and ;conditions t(64)=-3.94, p<.001 for

purchase intention.

4.7.1.4. Study Variables for IKEA

Finally, study variable of positive ad attitude, negative ad attitude, ad
likability and purchase intention were tested through using paired samples t-rest for
IKEA advertisements. Below table shows the results:

Table 12.4
Paired Samples Result for IKEA

959% CI for
Traditional Ad Guerilla Ad Mean

Difference
M SD M SD n r t df
Positive Ad Attitude 2.24 78 2.99 1.17 65 -1.07,-.43 19% -4,72% 64
Negative Ad Attitude 1.65 .70 2.19 .99 65 -.83,-.25 .09%* -3.73% 64
Ad Likability 241 1.18 2.96 1.47 65 -.98, -.13 A7* -2.60* 64
Purchase Intention 2.47 .85 2.10 .85 65 12, .64 26% 2.94%* 64

*p<.05.

At the .05 significance level, for all of the study variables, traditional
advertisement and guerrilla advertisement significantly differed from each other.
For positive ad attitude, guerrilla advertisement had significantly higher results than
traditional advertisement, conditions t(64)=-4.72, p<.001. For negative ad attitude,
guerrilla advertisement also had significantly higher results than traditional
advertisement, conditions t(64)=-3.73, p<.001. Similarly, guerilla advertisement

was significantly liked more than traditional advertisement, conditions t(64)=-2.60,
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p=-012. On the other hand, for purchase intention, traditional advertisement scored

significantly higher than guerrilla advertisement, conditions t(64)=2.94; p=.005.

4.7.2. Effect of Brand Strength on Study Variables

As significant effects were found in terms of brand, the components that
form brand perceptions were recognized as brand strength for the purposes of the
study. As previously explained, brand strength was found to be composed of 3
dimensions of Brand Awareness, Brand Loyalty and Brand Attitude. Therefore, by
taking the mean scores of these 3 dimensions, Brand Strength scores were
calculated to indicate each participant’s perceptions of respective brands.

In order to investigate any possible difference both in these dimensions and
both for the overall brand strength perceptions, variables were compared with

respect to brands. Analysis results are given below.

Table 13
ANOVA Results for the Effect of Different Brands on Brand Strength
ss df Ms F p
Between Groups 2.86 3 95 2.49 061
Brand Awareness * Brand Within Groups 99.58 260 38
Total 102.44 263
Between Groups 40.44 3 13.48 10.42 1000
Brand Loyalty * Brand Within Groups 336.36 260 1.29
Total 376.80 263
Between Groups 42.59 3 14.20 16.01 .000
Brand Attitude * Brand Within Groups 230.57 260 89
Total 273.15 263
Between Groups 16.51 3 5.50 10.27 1000
Brand Strength * Brand Within Groups 139.31 260 54
Total 155.82 263

As one-way ANOVA results show, even though Coca Cola (M=4.66,
SD=.54), McDonald’s (M=4.48, SD=.61), Nike (M=4.50, SD=.63) and IKEA
(M=4.37, SD=.69) did not differ from each other at the .05 significance level in
terms of Brand Awareness, conditions [F(3,260)=2.49, p=.061], significant
differences were found for the other dimensions as well as overall Brand Strength.

This finding actually indicated that participants have no significant differences in
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terms of brand awareness for these four brands. Below is also the visual

demonstration:

Brands Compared

500 466448450 436

3.68
400 3.20 3.27 3.40
3.00 270 2.78 259
2.11
2.00
1.00
0.00

Brand Awareness Brand Loyalty Brand Attitude Brand Strength

3.71 3.53 3.61
3.06

B Coca Cola McDonald's BNike BIKEA

Figure 5. Brand Strength Comparison for Brands

As results indicated for a significant difference in terms of brand strength
for these 4 brands, further analyses were conducted to indicate to what extent brand
strength affects study variables of positive advertisement attitude, negative
advertisement attitude, ad likability and purchase intention. In order to establish a
division in the perceptions of brand strength such as “strong brand” and “weak
brand”, median technique was applied. Median of the brand strength variable was
found as 3.5576. Accordingly, participants who rated brand strength above this
median were considered having strong brand perceptions while participants who
rated brand strength below this median were considered having weak brand
perceptions.

After deciding on strong brand perceptions and weak brand perceptions,
Paired Samples T-Tests were conducted once more to see whether brand strength
had an impact on the study variables or not. The analysis was conducted separately
for strong brands and weak brand perceptions. Through these, a possible

moderating effect of brand strength was investigated.

4.7.2.1. Study Variables for Strong Brand Perceptions

As brand strength evaluations which had results higher than 3.5576 were
analyzed with respect to study variables of Positive Ad Attitude, Negative Ad
Attitude, Ad Likability and Purchase Intention. This analysis was important to
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capture whether brand strength has an effect on the ad attitude and purchase

intention. The results are demonstrated in Table. 14.1 below.

Table 14.1
Paired Samples Result for Strong Brand Perceptions
95% ClI for
Traditional Ad Guerilla Ad Mean
Difference
M SD M SD n r t df
Positive Ad Attitude 2.57 .87 331 1.17 132 -.96, -.51 20%  -6.45% 131
Negative Ad Attitude 1.59 .69 2.00 1.01 132 -.61,-.20 .08*  -3.92% 131
Ad Likability 2.76 1.06 3.17 1.44 132 -.69, -.13 18%  -2.90% 131
Purchase Intention 2.39 97 2.23 98 132 -.07, .38 .06* 1.33* 131

*p<05.

The results indicates significance for strong brand perceptions on positive
ad attitude between traditional advertisement (M=2.57, SD=.87) and guerrilla
advertisement (M=3.31, SD=1.17) conditions t(131)=-6.45, p<.001; on negative ad
attitude between traditional advertisement (M=1.59, SD=.69) and guerrilla
advertisement (M=2.00, SD=1.01) conditions t(131)=-3.92, p<.001; and on ad
likability between traditional advertisement (M=2.76, SD=1.06) and guerrilla
advertisement (M=3.17, SD=1.44) conditions t(131)=-2.90, p=.004. However, for
purchase intention, no significant difference was found between traditional
advertisement (M=2.39, SD=.97) and guerrilla advertisement (M=2.23, SD=.98)
conditions t(131)=1.33, p=.183.

4.7.2.2. Study Variables for Weak Brand Perceptions

Similarly, for the weak brand perceptions, which scored lower than 3.5576
in terms of brand strength perceptions were examined with respect to the study
variables of Positive Ad Attitude, Negative Ad Attitude, Ad Likability and Purchase

Intention. The results are presented in Table 14.2 below:
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Table 14.2
Paired Samples Result for Weak Brand Perceptions

95% CI for
Traditional Ad Guerilla Ad Mean

Difference
M SD M SD n r t df
Positive Ad Attitude 2.15 .84 3.51 1.05 132 -1.58,-1.14 10%* -12.25% 131
Negative Ad Attitude 1.90 .88 1.99 1.00 132 -.32,.14 -.06* -761%* 131
Ad Likability 2.20 1.08 3.47 1.31 132 -1.55,-.98 .05% -8.77* 131
Purchase Intention 1.83 .80 2.36 1.08 132 =74, -31 15% -4.87* 131

*p<05.

As the results demonstrate, significant differences were found for positive
ad attitude between traditional advertisements (M=2.15, SD=.84) and guerrilla
advertisements (M=3.51, SD=1.05) conditions t(131)=-12.25, p<.001; for ad
likability between traditional advertisement (M=2.20, SD= 3.47) and guerrilla
advertisement (M=3.47, SD=1.31) conditions t(131)=-8.77, p<.001; and for
purchase intention between traditional advertisement (M=1.83, SD= .80) and
guerrilla advertisement (M=2.36, SD=1.08) conditions t(131)=-8.77, p<.001.
However, no significant difference was found for negative ad attitude between
traditional advertisement (M=1.90, SD=.88) and guerrilla advertisement (M=1.99,
SD=1.00) conditions t(131)=.76, p=.448. Detailed explanations regarding the

analysis will be explained in the following section.
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CHAPTER 5

DISCUSSION AND CONCLUSION

Current study aimed at exploring whether consumers can actually
differentiate traditional advertisements and guerrilla advertisements in their
attitudes and purchase intentions. Apart from that, study analyzed the effect of
brand as well as introduced the conceptualization of brand strength to evaluate
consumer behavior with respect to traditional advertisements and guerrilla
advertisements. Findings showed that regardless of brand, guerrilla advertisements
were significantly more effective in terms of positive ad attitude, negative ad
attitude, ad likability and purchase intention. It was unexpected to see that guerrilla
advertisements stimulated negative ad attitude. However, this finding corresponds
to the ethical issues regarding guerrilla advertisements that managers should
carefully assess before using such advertisements within their marketing strategies.
Overall, brand has been also found as an important component in terms of
evaluating advertisements. That is, brand perceptions of consumers have been
found to be influential on the perceptions of guerrilla advertisements. For strong
brand perceptions, guerrilla advertisements were not found significantly effective
over purchase intentions. In that sense, it can be argued that for strong brand
perceptions, consumers have specific decisions about purchasing that cannot be
easily manipulated. As the concluding remarks, within this chapter, findings of
statistical data analyses are interpreted in accordance with the statement, study
findings as well as the possible implications for the managers, limitations and

recommendation for further research are discussed.

5.1. Major Study Findings
The findings of the study will be discussed separately in terms of the study
variables. First, results regarding to the effect of guerrilla advertisement on ad

attitude will be presented, followed by the effects on ad likability and purchase
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intention. The impact of brand will also be discussed since although not

hypothesized, it has been explored during the analysis.

5.1.1. Effect of Guerrilla Advertisement on Ad Attitude

As advertisement attitude was observed separately with positive ad attitude
and negative ad attitude, the possible effect is also evaluated separately.

As a general output of the findings, it is found that participants have positive
attitudes toward guerrilla advertisements significantly more than traditional
advertisements, also it was the same for each brand individually. Nike has the
maximum positive effect of guerrilla advertising whereas IKEA has the minimum
one.

The findings for positive ad attitude actually support the literature.
Previously, Dahlén and Edenius (2007) also found that placing advertisements to
unconventional locations like elevators lead to an increase in the value of the
advertisement message for the consumer compared to the advertisements that are
shown in newspapers. Similarly, Toncar and Munch’s (2001) study demonstrated
that the use of tropes trigger people’s cognitive processes in the sense that they start
to think of the advertisement and have favorable opinions about the brand. Since
the guerilla advertisements were thought that they hosted one or more than one of
the characteristics such as relevant, surprising, humorous or other features by
participants, this led to more positive attitudes towards the ads (Ang and Low, 2000;
Tam and Khuong, 2016).

As a general output of the findings, it is seen that participants have negative
attitudes (disturbing, silly, irrelevant) toward guerrilla advertisements more than
traditional advertisements, also it was the same for other three brands except from
Nike. IKEA has the maximum negative effect of guerrilla advertising while Coca
Cola has the minimum one. Since the guerrilla advertisement sample of Nike
includes social responsibility apart from promoting a product, it might ease the
negative perceptions of the participants.

The findings for negative attitude support some of studies in the literature.
In her study, Jankovska (2015) stated that some guerrilla advertisements’ messages
can be perceived irritating which leads to negative attitudes toward both the ad and

the brand. Since guerrilla tactics sometimes include shocking attacks, fear, horror,
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unethical situation or something impressing consumers that give worry, stress,
anxiety or disturbance, this may lead to negative attitudes by consumers (Kaenging

and Yazdanifard, 2013; Ay et al., 2010; Hyman and Tansey, 1990; Yildiz, 2017).

5.1.2. Effect of Guerrilla Advertisement on Ad Likability

The literature addresses ad attitude as consumer’s evaluations of
advertisement in the sense that whether they have positive or negative responses
towards the advertisements (Assael, 2004). With this regard, this study examined
the attitude towards the advertisements through adjectives as well as asking whether
participants like or dislike the advertisement.

Furthermore, the content and involvement of the messages in the
advertisements are found as important indicators (Muehling and Laczniak, 1988;
Hustak and Olson, 1989). Given the fact that guerrilla advertisements have
surprising, creative contents and may allow consumers to experience the
advertisement on site, these aspects are assumed to influence ad likability within
this study.

As argued by Lavidge and Steiner (1961) and Biel and Carol (1990),
likeable advertisements have an impact on consumers’ attitudes toward the
advertisements and the brands, it also stimulates positive feelings and likability
toward the ads.

In this manner, participants significantly favored guerrilla advertisements

more than traditional advertisements both for each brand and in the general sense.

5.1.3. Effect of Guerrilla Advertisement on Purchase Intention

Previous research found that ad attitude has an effect on purchase intention
(Mackenzie et al., 1986; Mitchell, 1981; Mitchell and Olson, 1981). As it was
discussed and verified in Hypothesis 3, guerrilla advertisements trigger consumers’
purchase intentions more than traditional advertising in general which was also
supported by Yildiz (2011) and Nawaz et al. (2014) in their studies. More
specifically, IKEA is affected negatively by guerrilla advertising, while other three
brands are affected positively in terms of purchase intention. As discussed by
Asghar et al. (2015), sales promotion is another significant technique to generate

trials or sales besides advertisements without any price-based promotion. This
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negative effect can be occurred since IKEA’s traditional advertisement used in the
questionnaire includes a price discount which can directly energize consumers’
purchase intentions unlike its guerrilla advertisement.

It can be discussed that for well-known brands, participants have already
developed some ideas about their purchase intentions of the respective brands.
However, the analysis showed that except for Coca Cola, guerrilla advertisements
of all brands have scored significantly higher purchasing intentions compared to
traditional advertisements. In that sense, we can see the impact of guerrilla
advertisement on purchasing intentions. Since Coca Cola’s traditional
advertisement clearly includes the product, this may be attractive for most
participants while voting its effect on purchase intention.

Thus, in line with the literature, present study proposes that if an
advertisement is served with guerilla characteristics, it also affects consumers’
purchase intentions (Eisen et al., 2014; Tam and Khuong, 2016; Ang and Low,
2000).

5.1.4. Effect of Brand Strength on Guerrilla Advertisement Perceptions

As one of the important aspects of this research, brand strength is developed
as the collection of brand awareness, brand loyalty and brand attitude. Indeed, brand
attitude is argued to be including the individual’s internal assessments of a certain
brand (Mitchell and Olson, 1981). Literature argues that the evaluations regarding
advertisements are actually affected by and related to brand (Biehal, Stephens and
Curlo, 1992).

Given the fact that current literature is limited for guerrilla advertising, no
study was noticed that investigates the perceptions of strong brand and weak brand
with respect to ad attitude, ad likability and purchase intention. Whether the analysis
was conducted cumulatively or separately by brand or separately with respect to
brand strength, the results indicated significant differences for positive ad attitudes
and ad likability, where guerrilla advertisements score higher than traditional
advertisements. Therefore, we can see the favorable effects of guerrilla
advertisements in both and strong and weak brand perceptions as well for positive

ad attitudes and ad likability.
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The results of the study in terms of brand strength can be argued to be
conflicting with the existing literature. It is because it is discussed in the literature
that for favorable brands, people tend to like the advertisements of the
corresponding brands more (Dahlén and Lange, 2005; Machleit and Wilson, 1988)
while for the less favorable brands, people notice and enjoy their advertisements to
lesser extents (Rice and Bennett, 1998). However, the results show that even for the
weak brand perceptions, guerrilla advertisements were perceived more positively
and liked more than traditional advertisements. This supports the literature
suggesting that humorous, creative, innovative advertisements are favored (e.g.
Ang and Low, 2000; Tam and Khuong, 2016).

Strong and weak brand perceptions are conceptualized as brands that are
both highly present in the market but they have differences in terms of positioning
themselves and being favored (Keller, 1998). Dahlén and Fange (2005) also
benefited from this strong brand-weak brand conceptualization in their study where
they investigated the differences between them in terms of advertising. They found
that for weak brand perceptions, people have higher brand attitudes and purchase
intentions when they cannot recall the advertisement while the case is completely
the opposite for the strong brand perceptions. Therefore, the results of the present
study show correspondence with these findings in terms of purchase intentions.
While no significant difference was found in terms of purchase intention between
traditional and guerrilla advertising for strong brand perceptions, guerrilla
advertisements created a significant difference in terms of purchase intention for
weak brand perceptions. Therefore, results indicate that advertisements of the
strong brand perceptions are realized regardless of more creative, surprising or

innovative aspects.

5.2. Managerial Implications

Current study presented the effects of guerrilla advertising over consumer’s
perceptions and purchase intentions. Although there has been an extant research on
creative marketing strategies and unconventional techniques on top of traditional
marketing tools, literature focusing on guerrilla strategies in marketing and
advertising areas is not structured and well-developed in terms of theoretical

background. Rather, the implications of guerrilla advertising are being used by
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advertising agencies. The reason of this can be regarded as relatively new concept
of guerrilla in terms of marketing strategies, dating back to only 1983 when J. C.
Levinson introduced it (Mughari, 2011).

As it is demonstrated in the research, compared to traditional advertising,
guerrilla advertising creates significant differences on people’s perceptions. Indeed,
as a marketing tool, advertising is considered as the most impactful ways of creating
certain attitudes towards the brand as well as “manipulating the consumer buying
behavior” (Igbal and Lohdi, 2015, p.2). On top of that, to make an advertisement
more effective, creative aspects are included to attract the attention of the
consumers so that both the brand and the product will stay in people’s mind (Kadry,
2015).

As guerrilla advertisements include creative, witty and innovative aspects,
they correspond to “small budget, big results” perspective for companies (Hutter
and Hoffman, 2011, p.41). Companies today are even more eager to benefit from
these unconventional yet effective strategies of guerrilla advertising in the
competition of getting viewers’ attention. Present study also points out the
significance and game-changing aspect of the use of guerrilla advertisements.
Therefore, managers should be aware of the benefits of guerrilla advertisements
with their low budget but high impact features. Especially in the context where
consumers are getting rid of the excessive amount of TV commercials and refrain
from them by zapping, companies should be seeking for and developing new
strategies to gain and hold the attention of them in the presence of this advertisement
clutter (Hutter, 2015).

While guerrilla advertising has a considerable impact on attracting the
attention, managers should be aware of the fact that the unconventional nature of
guerrilla advertising should be handled in a careful manner. It is because sometimes
people may perceive these unexpected advertisements as offensive (Terkan, 2014).
This was also the case presented by the current study in the sense that guerrilla
advertisements of McDonald’s and IKEA were evaluated more negatively
compared to traditional advertisements. Therefore, managers should carefully

assess the level of humor or surprise to be used in the advertisements.
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It is presented in the literature that well-known brands are now preferring
using creative, witty, surprising and unconventional strategies of guerrilla
advertisements, which were used to be more commonly implied by small and
medium size enterprises due to the low cost-high impact strategy of the technique
(Kaenging and Yazdanifard, 2013; Bigat, 2012). However, well-known companies
should be even more careful in using guerrilla advertisements because “having a
high reputation means having much to lose” (Dahlén et al., 2009, p.160). It is true
that well-known, highly reputable companies will benefit more from these
extraordinary advertising practices since they will be providing additional value to
their customers. Still, to increase their brand awareness and brand knowledge,
managers of small and medium size companies can also employ guerrilla

advertising.

5.3. Limitations of the Study

It should be admitted that no study is presented without any limitations. The
first limitation of the study was the sample which consisted of participants with
different educational and social backgrounds. Rather than a diversified target
sample, participants could be chosen from one social group (for example, senior
students from a specific university) to reduce any possible variation.

As another limitation, in the questionnaire, the participants were exposed to
both traditional advertisements and guerrilla advertisements at the same time.
Accordingly, the research analyses were conducted in a within-subject design.
Indeed, it is presented in the literature that within subject design is a good way to
measure any change that may take place for individual before or after receiving the
treatment (Charness, Gneezy and Kuhn, 2012). Furthermore, within subject designs
are advocated to be applicable to abstain from the variations of the study sample
while collecting “twice as much data” (Charness et al., 2012, p.3). However, it is
also argued that in within subject designs, the participant can easily understand the
main aim of the study by comparing two conditions and may lead to experience
context effect issues (Greenwald, 1976). Therefore, in this research, the participants
might have favored guerrilla advertisements largely because they could easily

compare the two conditions of traditional and guerrilla advertisements.
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Other limitation of the study can be related to the selection of the
advertisement visuals. Actually, manipulation check was conducted to see whether
guerrilla advertisements were actually reflecting the specific features of guerrilla
technique. Traditional advertising media are generally considered as television,
newspaper, radio and internet while non-traditional advertising medium can be an
elevator or a banana peel (Dahlén and Edenius, 2007). Indeed, the selected
traditional advertisements were advertisements that were presented through these
traditional advertising tools. Guerrilla advertisements were also indicating
advertisement that took place in surprising and unconventional places such as bus
top or street. Nevertheless, a manipulation check for traditional advertisements
could also be applied.

As another limitation, present study used advertisements from well-known
brands. The object of using well-known brands was to establish an equal standard
in terms of brand knowledge. It can be argued that for well-known brands, almost
everyone has some kind of opinion, either favorable or not. Especially, for the fast
food brands that were used in the study, Coca-Cola and McDonald’s, can be subject
to criticism. However, previous research also benefited from real and known brands
in measuring the perceptions of advertisements that take place through non-
traditional means (e.g. Dahlén, Granlund and Grenros, 2009). Furthermore, it is also
underlined that the companies used in the current study are the ones using these
guerrilla techniques heavily and successfully, and therefore, they were included in
the study (Igbal and Lohdi, 2015).

Final limitation of the study implies the way the traditional and guerrilla
advertisements were presented to the participants. As one of the main differences
between traditional and guerrilla advertisements is the unexpected, surprising and
unconventional nature of guerrilla advertisement which occur at different places
rather than traditional mediums (Levinson, 1984). However, in the questionnaire,
only visuals implying both advertisements were presented, which may affect
advertising involvement of the consumer (Mitchell, 1981). Therefore, the effect of
guerrilla advertisements may not be comprehended fully by the participants due to

the use of paper advertisement rather than real advertisements (Dahlén et al., 2009).
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Nevertheless, in almost all cases, guerrilla advertisements scored higher compared

to traditional advertisements.

5.4. Recommendations for Further Research

This study investigated the possible effects of guerrilla advertisements, in
comparison with traditional advertisements over ad attitudes and purchase
intentions of consumers. To this end, the study chose four well-known brands. To
the extent known, present study was the first one in Turkish context that
investigated the effects of guerrilla advertising on well-known brands in
comparison with traditional advertising over perceptions of consumers. The main
aim of using well-known brands to eliminate any disparities in terms of brand
awareness towards the brands. It is because brand is considered to be an important
concern in terms of examining the differential effects of advertisements (Najmi,
Atefi and Mirbagheri, 2012). Indeed, the study presented that people had
differential perceptions of the brands and categorized brands as strong and weak
brand perceptions. Therefore, research design can be replicated by using fictional
or not-widely-known brands to purely test the possible effects of guerrilla
advertising on consumer’s perceptions and purchase intentions.

The advertisements used in the study were presented in a printed manner,
as it was also the care in the previous studies (e.g. Dahlén 2005). As a suggestion
for further research, in order to overcome any issues regarding advertising
involvement, participants can be exposed to guerrilla advertisements on-site so that
they can fully comprehend the dimensions. Furthermore, brands from different
categories can also be used to investigate the case for other industries and increase
the ecological validity (Dahlén et al., 2009). As a final recommendation, this study
can be applied in a different cultural setting as well since brand perceptions may

differ from each other in different cultural contexts.
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APPENDICES

A. QUESTIONNAIRE / ANKET

Asagidaki bilgileri size uygun sekilde doldurunuz.

1. Cinsiyetiniz: Erkek Kadin
2. Yasmiz:
3. Egitim Durumunuz: Okuryazar [lkokul Ortaokul
Lise Onlisans  Lisans
Lisanstistii
4. Calisma durumunuz: Ozel Sektdr Kamu Ogrenci
Caligmiyor Emekli
5. Aylik geliriniz(TL): 0-1000 1001-2000 2001-
3000
3001-4000 4001-6000 6001-8000
8001-10000 10001-tistii
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BOLUM. 1

Degerli katilimes, bu bélimde, agagida yer verilen marka hakkindaki goriiglerinizi belirtmeniz
istenmektedir. Lutfen goriglerinizi, 1°den (Kesinlikle Katilmivorum) 5°e kadar (Kesinlikle Katilliyorum)
derecelenmis Slgek iizerinde 1garetleyiniz. Lutfen dlgekte bulunan tiim ifadelers degerlendiriniz.

1 2 3 4 5
Kesinlikle Ne katiliyorum ne Kesinlikle
katilmiyorum Katilmiyorum katilmivorum Katilryorum katilivorum
Marka Logosu
1 | Bu markann farkindayim. 1 2 3 4 5
2 | Bu markanm dzelliklers hemen aklima gelir. 1 2 3 4 5
3 Bu markamn sembol veya logosunu hemen 1 5 3 4 5
hatirlarim.
4 | Bu markayi aklinda hayal etmekte zorlaninim. 1 2 3 4 5
Bu markay1, difer rakip markalar arasindan ayirt
5 - - 1 2 3 4 5
edebilirim.
6 | Bu markanin sadik muigterisiyimdir 1 2 3 4 5
7 | Bumarka benim 1lk tercthimdir 1 2 3 4 5
Magazada bu markanm Griinleri varken, bagka
8 o - 1 2 3 4 5
markalann Girinlerini satin almam.
9 | Bu markayi gordigiimde tanirim 1 2 3 4 5
10 | Bu marka ve firiinlerini hemen fark ederim. 1 2 3 4 5
11 | Bu markayi diger insanlara tavsiye edenim 1 2 3 4 5
12 Diger insanlara bu marka hakkinda olumlu goriig 1 - 3 4 5
belirtirim. N
13 | Bu markay1 ¢ok 1y1 bilirim. 1 2 3 4 5
14 | Bu markanin dzelliklerint biliyorum. 1 2 3 4 5
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Liitfen agagidaki bélimde marka hakkindaki goriiglerinizi belirtilen sifatlar 6zelinde degerlendiriniz.
Listfen goriiglerinizi, 1°den (Kesinlikle Katilmiyorum) 5°e kadar (Kesinlikle Katiliyorum) derecelenmig
blgek tizerinde 1garetleyiniz. Litfen dlgekte bulunan tiim ifadelen degerlendiriniz.

1 2 3 4 5
Kesinlkle Katilmsv Ne katiliyorum ne Kattly Kesmlikle
katilmiyorum Alimryornm katilmiyorum aulyorum katiliyorum

Marka Logosu

1 2 3 4 5
1 Cekici
2 Sevimli
3 Guvenilir
4 Hos
5 Kaliteli
6 Yaratica
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BOLUM. 2

Degerli katilmer, bu bdlimde, aafida girsellenm gordiiginiz reklam haldondald gériglermizi belirmeniz
1stenmektedir. Litfen gimseller haldondald goriglermizi, 1'den (Kesmlikle EKatlmivonmm) 5'e kadar
(Kesmlikle Kablivorum) derecelenmiy Slgek: fizermde 1garetleyiniz. Litfen Slgekte bulman tim ifadelen
degerlendirmiz.

1 2 3 4 5
Eeainlikls Ne katilryorum ne ) Eezinlikle
katilmryorum Katilmryorum katlmyonmm Katilrycrum katilyorum

Azamdala rekdlamlan dildeatle inceleyimiz. I

Girsel 1 Giorsel 2

Garzel 1 gelacidir. 1 2 3 4 5

! Garzel 2 gelacidir. 1 2 3 4 5
’ Garzel 1 negelidir, 1 2 3 4 3
Garzel 2 negelidir. 1 2 3 4 5

3 Girsel 1 yaraticadar. 1 2 3 4 3
(Giarsel 2 yaraticadar. 1 2 3 4 3

4 Garzel 1 esprilidir, 1 2 3 4 5
Garzel 2 esprilidir, 1 2 3 4 5

_ | Garzel 1 heyecan vericidir. 1 2 3 4 5
" | Garsel 2 hevecan vericidir, 1 2 3 1 5
Gorzel 1 rahatsiz edicidir. 1 2 3 4 3

6 Girsel 2 rahatmiz edicidir. 1 2 3 4 3
. Garzel 1 sagirheidr, 1 2 3 4 5
Garzel 2 samirticidar, 1 2 3 4 5
Garzel 1 digimdiricidir. 1 2 3 4 5

8 Garzel 2 digimdiriiciidiir. 1 2 3 4 5
0 Garzel 1 aptalcadir. 1 2 3 4 3
Girzel 2 aptalcadir. 1 2 3 4 3
Garzel 1 beldenmedildir. 1 2 3 4 5

10 Garzel 2 beldenmediktir. 1 2 3 4 5
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" Gorsel 1 alakasizdir. 1 2 4
Gérsel 2 alakasizdir. 1 2 3 4
1 Gorsel 1 yemlikgidir. 1 2 3 4
Gorsel 2 venulikeidir. 1 2 3 4
" Gorsel 1 dikkat gcekacadir. 1 2 3 4
Gorsel 2 dikkat gcekacidir. 1 2 3 4
Gérselin gormilg oldugunuz reklam hakkindaki fikirlerinizi belirtiniz.
Gorsel 1
1 2 5
1 | Bureklam ilgimi gekti.
2 | Bureklam hoguma gitti.
3 | Bureklamm begendim.
Girsel 2
1 2 5
1 | Bureklam ilgimi cekti.
2 | Bureklam hoguma gitti.
3 | Bureklam begendim.
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BOLUM. 3

Degerli katihmen, bu bélimmde, yukanda reldam gérselini gdrdiiginiz marka heldondald gériiglermizi ve
tutmlanmz, 1°den (Kesinlikle Eatlmryorum) 5°e kadar (Kesinlikde Eatlryomm) derecelenmis dlgek
fizerinde igaretleyiniz. Liitfen dlgekte buhmen tim ifadelen deferlendiriniz.

1 2 3 4 ]
e e el R
Girsel 1
1 | Bureklam, marka haldonda fikar szhibi clmama yardime: olor. 12 31 4|3
2 | Bu reklam, markammn iirimlerini satin almam konusunda yvardimer olur. 1 2] 3|4 3
3 | Bureklam gérdiikten zonra markay: tercih etmeye nivetlenirim. 1) 2] 31 4] 3
4 | Bureklam gérdiikten sonra markann firininG satm alnm. 1) 2] 31 4] 3
5 | Bureklam sdrdikten sonra markann sadik bir milstens obunom. 112 31435
6 | Bu rekdam sdrditkten sonra markay: daha gok tercth etmeve baslarm. 1] 2] 3143
7 il:ﬂldam pérdilkten zonra markamn frimii meveut ize, bagka markalan tercih 1121345
Giirsel 2
1 | Bu reklam, marka haldonda fikir szhibi olmama yardimer olur. 1 2] 3| 4] 3
2 | Bureklam, markammn firimlerin satin almeam konusunda vardimen olur. 1) 2] 31 4] 3
3 | Bureklam s@rditkten sonra markay: tercih etmeye myetlenrm. 112 31435
4 | Burekdam sdrditkten sonra markann Grimini satn alnm. 112 31435
5 | Bureklam s@rdikten sonra markamn sadik bir miistens obom. 1] 2] 3143
6 | Bu reklamm gérdiikten zonra markay: daha gok tercih etmeve baslarm. 1 2] 3| 4] 3
- E-'I;Inlinualﬂl pdrdilkten somra markamn frimil meveut 122, baska markalan tercih 112l 3la]s
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Anketin sonuna geldiniz.

Belirtmek istediginiz goriis ve diisiinceleriniz varsa liitfen doldurunuz:

Vakit ayirdiginiz ve degerli katiliminiz i¢in ¢ok tesekkiirler.
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C. TURKISH SUMMARY / TURKCE OZET

Gerilla Reklamlamanin Tiiketicinin Reklam Tutumu ve Satin Alma Niyeti

Uzerindeki Etkisi: Bilinen Markalar Uzerine Bir Calisma

En 6zel tanimiyla pazarlama, karli bir bicimde ihtiyaglar1 gidermektir
(Kotler ve Keller, 2012). Bu tanimi, ihtiyaglarin degerlendirilmesi, bu ihtiyaglarin
giderilmesi ic¢in gerekli seylerin saglanmasi, bu siirecte elde edilen degerin
hesaplanmas1 ve Onerilen seyin tiiketici ile bulusmasinin saglanmasi izlemektedir.
Bu baglamda, insanlarin giindelik yasamlarinda en ¢ok maruz kaldiklar
reklamlama ¢aligmalari, diger pazarlama araclarina gore insanlarin giindelik
hayatlarinda en c¢ok maruz kaldiklar1 aktivite oldugundan, tiiketicilerin
zihniyetlerinde de en c¢ok etki giiciine etkiye sahiptir (Katke, 2007; Dahlén ve
Edenius, 2007). Uriin, fiyat, yer ve tutundurma olarak adlandirilan pazarlamanin
dort P’ sinin tutundurma alt grubunda bulunan reklam sayesinde markanin tirtinii
ya da hizmeti hakkinda farkindalik yaratmak ve tiiketicilerin satin alma niyetlerine
katki saglanmasi1 amaglanmaktadir. En degerli pazarlama gereglerinden biri olan
reklamlama ile siirdiiriilebilir marka degeri saglanarak bu degerin miisteriye
aktarilmasi saglanmaktadir (Christodoulides ve de Chernatony, 2010). Buna ek
olarak, yaratict ve yenilik¢i reklamlarda, tiiketicilerin dikkatinin daha ¢ok
cekilebilecegi ve bu sayede tiiketicilerde glicli marka ¢agrisimlar
yaratilabileceginin alt1 ¢izilmektedir. (Aaker, 1991; Buil, de Chernatony, Martinez,
2013; Lavidge ve Steiner, 1961). Bendixen (1993) calismasinda da belirttigi lizere
reklamlar bir markanin {riinlerine veya hizmetlerine yonelik farkindalik yaratir,
markanin liriinlerinin veya hizmetlerinin tiiketicilere ne sundugu hakkinda bilgiler
verir, Urlin veya hizmet hakkindaki algiy1 yaratir, iiriin veya hizmeti tiiketiciler i¢in
bir secenek haline getirir ve sonug olarak tiiketicileri markanin {iriiniinii veya

hizmetini satin alma konusunda ikna eder.

Ek olarak, reklamlarin aslinda markalarin {riinlerinin veya hizmetlerinin

tutundurmasina yardim etmek ile birlikte hem mevcut hem de potansiyel
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miisterilerin arzularin1 tetikleyerek sonug¢ olarak firmalar igin kazanglar

yaratmaktadir (Terkan, 2014).

Ote yandan, giiniimiizde reklamlar el c¢iktilarindan, yayinlardan ve
posterlerden, golf deliklerine, yiiz maskelerine ve bunun gibi farkli mecralara
tasinmustir (Dahlen vd, 2009). Dijitallesme ve kiiresellesme siirecinden oOtiirti
evrimlesen is ekosisteminde ise firmalar, pazarlama aktivitelerinde ozellikle
reklamlarinda, bu ekosistemde ayakta kalabilmek ve daha rekabetgi olabilmek
adina daha yenilik¢i ve ayirt edici olmak zorundalar (Bigat, 2012). Giiniimiizde ise
kiiresellesme, reklamlamanin kapsamini teknolojik anlamda artirmaktadir (Terkan,
2014). Internet ve sosyal medya platformlar1 sayesinde, reklamlar artik daha uygun
maliyetler ile miisteriye ulagabilmeye olanak saglamaktadir (Gordon ve De Lima-
Turner, 1997). Reklamlama platformlarinda ilk nesil olarak reklam tabelalar1 ve
gazeteler kabul edilirken, ikinci nesil olarak bunlar1 radyo ve televizyonlar takip
etmistir ve en yeni nesil olarak da internet ve mobil aglar ile iletisim saglanmaktadir
(Park, 2008). Bu dogrultuda bazi firmalar, dncelikle diisiik iscilik ticretlerine sahip,
rekabetei iiretim alanlar1 konusunda yeni sanayilesen ve bu yiizden iiretim ile
alakali is kayiplarinin yasandigi iilkelerden, ikincil olarak da tamamiyla dijital
olarak operasyonlarini siirdiiren rakiplerden payimna diiseni almaktadirlar. Ornegin,
giiniimiizde geleneksel yontemler ile reklamlama aktivitelerini siirdiiren firmalarin
bircogu gelirlerinin biiyiilk bir kismini arama motoru gibi dijital firmalara
kaptirmaktadir. (Tihinen vd., 2016). Reklamlarin bu rekabetci ortamin en 6nemli
gereclerinden biri olmasindan 6tiirii, firmalar reklamlarinda tiiketicilerin faydalarini
maksimize edecek Ozel icerikler saglamalidir (Terkan, 2014). Bu ylizden
reklamlarin etkinligi ise en onemli konu haline gelmektedir (Lavidge ve Steiner,

1961).

Literatiirde ise gliniimiize kadar gelen Lavidge ve Steiner tarafindan hayata
gecirilmis, reklamlarin etkinligini 6lgen model ¢alismada esas alinmistir. Bu model
reklamlarin verdigi mesajlarin, etkinligini en iist mertebede saglayabilmek adina
faydalanilan bir yap1 sunmaktadir. Biligsel asamada farkindalik ve bilgi, duygusal
asamada begenme ve tercih etme, arzusal asamada ise ikna ve nihai satin almay1

icermektedir (Lavidge ve Steiner, 1961). Bu modeli kavramak, reklamlarin verdigi
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mesajlarin ingasinda, tiiketicilerin reklamlara verdikleri olumlu reaksiyonlari

artirmak adina daha etkili sonuglar verdigi i¢in dnemlidir.

Her ne kadar giiniimiiz reklam endiistrisi djitallesme yasasa da, ister
geleneksel olsun ister dijital, reklamlamaya farkli yaklagimlar sunan gerilla
reklamlama gibi geleneksel olmayan reklamlama yontemlerine yonelmeye ihtiyag

duyulmaktadir.

Dijitallesmenin is ekosisteminde yarattigi degisimlerden oOtiirti, firmalar
rekabet avantajlarini stirdiirebilmek adina var olan geleneksel yontemlerden farkli

olarak daha yenilik¢i pazarlama operasyonlarini degerlendirmek zorundadirlar

(Bigat, 2012).

Ik olarak Levinson tarafindan 1984 yilinda hayata kazandirilan gerilla
reklamlama, hem mevcut hem de potansiyel tiiketiciler ile gii¢lii bir iligski insa
edebilmek adina diisiik pazarlama biitceleri ile daha yenilik¢i ve dikkat ¢ekici
bicimlerdeki iletisimi ifade etmektedir (Hutter ve Hoffmann, 2011).

Levinson tarafindan savas terminolojisinden faydalanarak tanitilan gerilla
reklamlama ile en az harcama ile miisterilerin maruz kaldiklar1 mesaj sayisinin
artirtlmas1 amaglanmis olup, miisterilerin goziinde markanin farkindaligini ve {irtin
veya hizmetlerine olan ilgiliyi artirmak amaglanmistir (Prevot, 2009; Ay vd., 2010).
Geleneksel reklamlamanin aksine, gerilla reklamlama da mesajlarin beklenmedik,
olagan dis1 ve kolay hatirlanabilir olmasina 6zen gosterilmektedir, bu vesile ile
geleneksel medya geregleri yerine geleneksel olmayan sokaklar gibi mekanlar
iletisim arac1 olarak kullamlmaktadir (Margolis ve Garrigan, 2008). Ozellikle
gerilla reklamlama, efektif reklamlar ve mesajlar vasitasiyla miisterinin goziindeki

marka farkindaligin1 artirmaktir.

Geleneksel reklamlama ile gerilla reklamlamanin farklar1 Levinson (1998)’
m ilgili calismasindan esinlenerek Bigat (2012)’ 1in belirttigi sekilde asagidaki

maddelerce belirtilmistir:

- Geleneksel reklamlama i¢in biitge gerekirken, gerilla reklamlama da

biiyiik biitcelere gerek yoktur.

83



- Geleneksel reklamlama tiiketicilerin zihninde karmasiklik yaratirken,
mesaj gerilla reklamlama da net bir sekilde ifade edilmektedir.

- Geleneksel reklamlamanin aksine gerilla reklamlamada bilingalt1 ve ince
detaylara odaklanilmaktadir.

- Geleneksel reklamlama da ay sonu faturalar1 dikkate alinirken, gerilla
reklamlamada miisteri iliskilerine ve miisteri ile olan etkilesime dikkat
edilmektedir.

- Geleneksel reklamlamada teknolojik gelismeler dikkate alinmasa da,
gerilla reklamlama da teknolojik gelismelerden faydalanilir.

- Geleneksel reklamlama biiyiik topluluklara hizmet etse de, gerilla
reklamlama da daha kii¢iik ve odak gruplara hizmet edilmektedir.

- Geleneksel pazarlamada, satis sonrasinda miisteri cogu zaman unutulsa
da, gerilla reklamlama da miisteri kaybinin riski en az indirilmeye

calisildigindan miisteri ile her zaman etkilesim halinde olunur.

Cesitli degisimler yasayan is ve ekonomik konjonktiir dahilinde, sadece
kiiciik firmalarin degil, biiyiik firmalarin da reklamlama operasyonlarinda
minimum biit¢e ile maksimum ¢iktiy1 saglayabilmek adina arastirma yapmalari
gerekmektedir. Bu sebepten otiirii, gerilla reklamlama gibi reklamlamaya farkl
yaklasim sunan yontemlerin bu manada kacinilmaz bir gere¢ oldugu gercegi giin
yiiziine ¢ikmaktadir (Bigat, 2012). Bir diger deyisle, periyodik olarak efektif,
beklenmedik ve yaratici ataklar vasitasiyla firmalar rakiplerine gore biiylik bir

avantaj elde etmektedir (Ay vd., 2010).

Gerilla reklamlarin karakteristiklerine odaklanildiginda; yenilik, siirpriz,
netlik, mizah gibi faktorleri i¢erdigi sdylenebilmektedir (Farouk, 2012; Tam ve
Khuong, 2015; Eisend, 2011). Ek olarak gerilla reklamlarin olagan dis1, bulasici,
yaratici, maliyetsiz, eglenceli ve kiskirtic1 gibi karakteristiklerden de beslendigi

Nufer (2013)’ in ¢alismasindan anlagilmaktadir.

Abideen ve Saleem (2012) ilgili c¢alismalarinda reklamcilarin ana
motivasyonlarinin, miisterilerin firmalar hakkindaki marka farkindaliginin, marka
tutumunun ve satin alma niyetinin olumlu yonde etkilenmesi oldugunu

belirtmektedir. Marka farkindalig, tiiketicilerin herhangi bir durumda markay1 ayirt

84



etmesine olanak saglayacak olan hafiza yetilerinde yer edinme giiclidiir (Rossiter

ve Percy, 1987).

Yildiz (2017) ve Mughari (2011) c¢alismalarinda, gerilla reklamlarin,
tiketicilerin markalar hakkindaki farkindaliklari tzerinde efektif ve olumlu bir

etkiye sahip oldugunu belirtmektedir.

Reklamlamanin, marka farkindaligina olan etkisine ek olarak miisteriye
begenilen reklamlar sunuldugunda olumlu marka tutumu yaratma gibi bir etkisi
daha vardir. (Rossiter ve Percy, 1987). Lutz (1985)’ un da belirttigi gibi, reklam
tutumu, miisterilerin reklami1 begendiklerinde veya begenmediklerinde reklama
cevaben gelistirdikleri tutumlarin biitiiniidiir. Bir baska deyisle, miisteri, markaya
kars1 bir begeni beslemesi lazim ki bu da miisteri, markayr ya da markanin tirtinii
ya da hizmetini tanitan bir reklama maruz kaldiklarin sonra markay1 tercih etmeye
baslar (Goldsmith ve Lafferty, 2002). Direkt olarak miisterinin tutumlarindaki
duygusal kisimlart etkilediginden, begenilen reklamlarin miisterileri ikna etme gibi
bir etkileri de vardir (Biel ve Carol, 1990). Bu asamada, alakali, beklenmedik,
yaratic, esprili, estetik ve siirpriz icermek gibi gerilla reklamlarin karakteristiklerini
olusturan 6zellikler, miisteriler tarafindan reklamlara ve reklamlari1 veren markalara
karst olumlu tutumlar sergilemeye hizmet etmektedir (Tam ve Khuong, 2016;
Goldsmith ve Lafferty; 2002). Bu nedenle, begenilen yani etkili bir reklam,
markanin Uriinii veya hizmeti hakkinda bilgi vermek ile birlikte miisterilerin
reklama ve markaya olan tutumlarini ve hislerini harekete ge¢irmektedir (Lavidge

ve Steiner, 1961).

Miisterilerin bazi markalardan esit oranda haberdar oldugu durumlarda,
miisteriler markalar1 degerlendirir ve tercihlerini bu degerlendirmelere gore yapar,
bu duruma marka tutumu denir. Eger miisterilerin markalara kars1 herhangi bir
tutumu mevcut degil ise, bu marka tutumlarin1 insa etmeye calismak oOncelikli
gorevlidir. Clinkii markaya kars1 olan tutum ister zayif ister orta seviyede olsun,
marka tutumu giliclendirmek elzem hale gelir (Percy ve Rossiter, 1992). Marka
sadakati saglamak ve bunu siirdiirmek isteyen markalar i¢in ise marka tutumunu
olusturmak adina giiclii bir temel insa edilmelidir (De Pelsmacker vd., 2013). Ek

olarak olusturulan bu yiiksek marka sadakati ise firmalarin pazarlama
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harcamalarinda azalmaya destek olmak ile birlikte yeni miisteriler c¢ekerek

rekabetten dogacak tehditlere kars1 da zaman kazandirmaktadir (Aaker, 1991).

Mitchell ve Olson (1981)’ un da belirttigi iizere, reklamlara kars1 olan tutum
marka tutumu ile birlikte miisterilerin satin alma niyetlerini de etkiler. Yani, iyi bir
reklam, olumlu bir marka tutumuna yardimei olurken, marka sadakati yaratacak
derecede de yiiksek siklikta satisa da vesile olur. Bu noktada ise sadik miisteriler,
markalarin {iriin veya hizmetlerini marka elgileri gibi baska insanlara da 6nermeye

baslarlar.

Bu caligmalara ek olarak, Niazi ve arkadaslar1 (2012) yaptiklar1 ¢calismada
olumlu duygusal tepkilerin miisterilerin satin alma niyetlerini de etkilediginden
bahsetmektedirler. Yani bir reklam, alakali, beklenmedik, yaratici, esprili, estetik
ve siirpriz gibi etkileri i¢eriyorsa, bu durum miisterilerin satin alma niyetlerine de

hizmet etmektedir (Eisen, vd., 2014; Tam ve Khuong, 2016; Ang ve Low, 2000).

Buna gore, Yildiz (2011) calismasinda, gerilla reklamlamanin tiiketicilerin
satin alma niyetleri lizerinde olumlu bir etkiye sahip oldugunu sunmak ile birlikte
Nawaz ve arkadaslar1 (2014), reklamlardaki gerilla karakteristiklerinin miisterilerin

satin alma kararlar iizerindeki etkisini gostermistir.

Cahsmanin Amaci ve Hipotezleri/Denenceleri

Bu calisma, diinyanin giderek dijitallestigine sahit olup, rekabeti de goz
oniinde bulundurarak reklamlama aktivitelerinde farklilik uygulamak isteyen
arastirmacilar, pazarlamacilar, reklamcilar ve uygulayicilar icin ¢esitli 6nemler arz
etmektedir. Caligsma, ilk olarak geleneksel pazarlamaya gore ¢ok daha az uygulanan
gerilla reklamlamanin 6zelliklerini sorgulamakta ve kesfetmektedir. Ek olarak,
calisma, bir gerilla reklamin nasil kurgulanmasi ve tiiketicilerin akillarina nasil
tasinmasi gerektigini de odaklanmaktadir. ikincil olarak, ilgili literatiirdeki bir¢ok
calismadan farkli olarak tiiketicilerin, birbirinden farkli marka farkindaligina,
marka sadakatine ve marka giicline sahip McDonald’s, Ikea, Nike ve Coca Cola
gibi bilinen dort markanin hem geleneksel reklamlarina hem de gerilla reklamlarina
kars1 sergiledikleri davraniglarini incelemekte ve analiz etmektedir. Geleneksel
reklamlardan farkli olarak, gerilla reklamlarin tiiketicilerin algilarinda nasil ayirt
edildigi ve deger gordiigii sorusuna da cevap aramaktadir. Detayl olarak, ¢alisma,
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tilkketicilerin geleneksel reklamlardan daha farkli olarak gerilla reklamlara karsi
tutumlarim1 ve bu reklamlarin yarattigini satin alma niyetlerine olan etkileri
konusunda arastirma yapmaktadir. Bu yiizden, calisma, bir 6rneklem iizerinde
inceleme igererek daha etkili bir reklamlama teknigi olarak gerilla reklamlamanin
gelisimine de katki sunmaktadir. Calismanin hipotezleri/denenceleri asagidaki
gibidir:
1. Gerilla reklam, geleneksel reklama gore miisteriler tarafindan daha
iyimser kargilanmaktadir.
a) Reklama kars1 olumlu reklam tutumu, gerilla reklamda geleneksel
reklama gore daha fazladir.
b) Reklama kars1 olumsuz reklam tutumu, gerilla reklamda geleneksel
reklama gore daha azdir.
2. Gerilla reklamin begenilebilirligi, geleneksel reklama gore daha fazladir.
3. Gerilla reklam, geleneksel reklama gore tiiketicilerin satin alma

niyetlerini daha ¢ok harekete gecirmektedir.

Calismanin Yontemi

Calisma, goniilliiliik esasli 6rneklem iizerinde ¢evrim i¢i anket dahilinde
yapilmistir. Ana ¢alisma yapilmadan 6nce 6rneklem tizerinde bir 6n test yapilmustir.
Yapilan bu 6n test sonucunda alinan geri bildirimler ile marka tutumunu ve reklam
tutumunu 6lgen ayn1 anlamlara gelen bazi sifatlar kapsam dis1 birakilmis olup, daha
kullanic1 dostu bir anket tasarimi yapmak adina bir takim degisiklikler yaparak
nihai haline ulagilmistir. Anket ¢alismasinda dort bilinen marka ve bu markalarin
bir geleneksel reklam gorseli bir de gerilla reklam gorseli kullanilmistir. Her bir
katilimc1 sadece bir adet anket ¢aligmasina katilim gdstermistir. Demografik bilgi
sorularina cevap verdikten sonra, katilimcilarin ilk olarak kendilerine gosterilen
marka hakkindaki diisiincelerini ve daha sonrasinda karsilarina ¢ikan bir geleneksel
bir gerilla reklam gorselini degerlendirmeleri ve bu reklamlar neticesinde satin alma
niyetlerini belirtmeleri beklenmistir. Calisma degiskenleri {izerinde gerilla
reklamlamanin etkilerini kesfedebilmek ig¢in, her bir katilimc1 hem geleneksel
reklam hem de gerilla reklam Orneklerini aymi degiskenler {izerinde

degerlendirdiginden Bagmli Orneklem T Testi (Paired Samples T-Test)
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uygulanmistir. Bu yiizden c¢alisma denek/grup ici tasarima (Within Subjects
Design) sahiptir. Calismaya konu olan degiskenler reklama karsi olan tutum,
reklamin begenilmesi/begenilmemesi ve markanin iirlinlerine karsi satin alma

niyetidir.

Katilimcilar listesi, %60.6’°s1 kadin %39.4°1 erkek olmak tlizere 264 kisiden
olusmaktadir. Katilimcilardan 18 yas ve lizerinde olmasi beklenirken, en geng
katilimcr 18 yasinda olup en yash katilimer 50 yasindadir (M=26.97, SD=4.96).
Katilimeilarin egitim diizeyleri 6n lisans derecesi ile lisansiistii derecesi arasinda
degisiklik gostermektedir. Katilimeilara aylik kazanglar1 da sorulmakta olup bu
noktada katilimcilarin %18.8’1i 0-1000 Tirk Lirasi, %18.4i 1001-2000 Tiirk
Lirasi, %22.7°1ik kisminin ise 4001-6000 Tiirk Liras1 aylik kazanca sahip oldugu
bilgisi elde edilmistir.

Calismanin hipotezlerini test etmek iizere Ornekleme uygulanan anket
sistemi {i¢ ana boliimden olusmaktadir. ilk boliim marka farkindaligi, marka
sadakati ve marka tutumu 6lgmekte olup, ortalama olarak markalarin marka giigleri
hakkindaki sorular1 i¢ermektedir. Bu boliim dahilinde marka farkindaligini ve
marka sadakatini Slgcen Olgek, Yoo ve Donthu (2001)’ nun ilgili ¢aligmasindan 8
durum, Rajh (2002)’ 1n ilgili calismasindan 3 durum, Bobalca vd. (2012)’ nin ilgili
calismasindan 2 durum ve ¢alisma esnasinda olusturulmus 2 durum, toplamda 14
durumdan olusmaktadir. Marka tutumunu &lgen 6lgek ise 5 puanl Likert Olgegi
tarzinda degerlendirilmis olup, Cengiz ve ark. (2011)’nin ve Spears ve Singh

(2004)’ in 1lgili ¢alismalarindan derlenmis olup 7 sifattan olugsmaktadir.

Ikinci béliimde ise katilimcilarin, ilgili markalarin hem geleneksel hem de
gerilla reklamlarma karsi, reklamlar hakkindaki tutumlari ve bu reklamlarin
begenilirligi dl¢iilmiistiir. 11k olarak, katilimcilarin reklam tutumlar1 Edell Burke
(1987)’ nin 1lgili calismasindan 7 adet olumlu ve 3 adet olumsuz sifat neticesinde
reklamlar1 degerlendirmeleri istenmis olup, sasirtici, diislindiiriicii ve beklenmedik
gibi 3 adet sifat ile de manipiilasyon kontrolii (manipulation check) dahilinde
reklamlarin gerilla reklamlamanin 6zelliklerini tasiyip tasimadiklar1 katilimcilarin
bilgisi dahilinde olmadan 6l¢iilmeye calisilmistir. Ikincil olarak ise, katilimcilarin

direkt olarak maruz kaldiklar1 reklamlar1 begenip begenmedikleri 3 adet soru

88



yardimiyla dl¢lilmiistiir. Bu boliimde her bir reklam gorseli i¢in, 13 adet durum
niteleyen sifat ve 3 adet sorudan, toplamda 16 soru sorulmus olup, 5 puanl Likert

Olgegi tarzinda degerlendirilmistir.

Calismanin {¢iincii bolimiinde ise katilimeilarin, ilgili markalarin hem
geleneksel hem de gerilla reklamlarinin, ayri ayri1 olarak satin alma niyetleri
Olclilmiistiir. Konu 6lgek, Yilmaz vd. (2011)’ nin ve Spears ve Singh (2004)’ in
ilgili calismalarindan 2 adet, Yoo ve Donthu (2001)’ nun ilgili ¢alismasindan 3 adet
ve calisma esnasindan olusturulmus 2 adet, toplamda 7 adet Onermeden

olusmaktadir.

Calismanin Bulgular:

Calismaya konu olan dort bilinen marka icin ilgili veri 6rneklem tlizerinden
toplanildiktan sonra SPSS programi dahilinde incelenmistir. Marka giiciinii ve
reklama karsi olan tutumlarini 6lgen ¢alisma degiskenleri i¢cin Agimlayic1 Faktor
Analizi (Exploratory Factor Analysis) yapilarak faktorler arasi dikkate deger bir
capraz cakigma (cross loading) olmadigi gozlemlenmistir (Tablo 7, Tablo 8.1 ve

Tablo 8.2).

Ek olarak bu dort marka igin Tanmimlayic1 Istatistikler (Descriptive
Statistics) kapsaminda tiliketicilerin markalara kars1 sergiledikleri marka
farkindaliklarinin, marka sadakatlerinin ve marka tutumlarinin ortalama degerleri

ve standart sapma degerleri hesaplanmastir.

Bu istatistiksel ¢aligma dahilinde yine, katilimcilarin maruz kaldiklar1 hem
geleneksel hem de gerilla reklam gorsellerine karsin olusturduklart reklam
tutumlari, reklam begenilirlikleri ve satin alma niyetlerinin ortalama degerleri ve
standart sapma degerleri hesaplanmistir (Tablo 9.1, Tablo 9.2, Tablo 9.3 ve Tablo
9.4).

Anket ¢alismasinin ikinci ve {ligiincli boliimiinde, katilimcilara ilk olarak
geleneksel reklamin veya gerilla reklamin verilmesi durumunda katilimcilarin
reklam tutumlari, reklami begenilirligi ve satin alma niyetleri lizerindeki Hazirlama
Etkisi (Priming Effect) incelenmis olup, ilk olarak hangi reklamin verildiginin

sonuglara dikkate deger bir etkisinin olmadig1 gézlemlenmistir (Tablo 10).
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Anketin ikinci boliimiinde katilimcilarin hem geleneksel hem de gerilla
reklamlara kars1 olan reklam tutumlarmin 6l¢iildiigii esnada sasirtic, diistindiiriicti
ve beklenmedik gibi 3 adet gerilla reklamlamanin Ozelliklerini tasiyan sifat
dahilinde yapilan manipiilasyon kontrolii (manipulation check) sonrasinda bilinen
bu dort marka icin de gerilla reklam 6rneklerinin geleneksel reklam drneklerinden
belirgin bir sekilde daha sasirtici, diisiindiiriicii ve beklenmedik oldugu ortaya

¢ikmustir (Tablo 11.1, Tablo 11.2, Tablo 11.3 ve Tablo 11.4).

Calismanin hipotezlerini sinamak adina hem her bir marka i¢in hem de tim
markalar toplam1 igin Bagimli Orneklem T Testi (Paired Samples T-Test)
uygulanarak katilimeilarin olumlu reklam tutumu, olumsuz reklam tutumu, reklam

begenilirligi ve satin alma niyetleri incelenmistir.

Tiim markalar toplami i¢in yapilan gbézlem dahilinde, Hipotez/Denence 1a’
da belirtilen “Reklama karst olumlu reklam tutumu, gerilla reklamda geleneksel
reklama gore daha fazladir.” 6nermesini dikkate deger bir biiyiikliikte dogruladigi
gozlemlenmekle birlikte, Hipotez/Denence 1b’ de belirtilen “Reklama karsi
olumsuz reklam tutumu, gerilla reklamda geleneksel reklama goére daha azdir.”

Onermesine ise kars1 geldigi goriilmiistiir (Tablo 12).

Tiim markalar toplami i¢in yapilan gozlem dahilinde Hipotez/Denence 2’
de belirtilen “Gerilla reklamin begenilebilirligi, geleneksel reklama gore daha
fazladir.” 6nermesini dikkate deger bir biiyiikliikte dogruladig1 gozlemlenmektedir

(Tablo 12).

Yine tiim markalar toplami i¢in yapilan gozlem dahilinde, Hipotez/Denence
3’ te belirtilen “Gerilla reklam, geleneksel reklama gore tiiketicilerin satin alma
niyetlerini daha cok harekete gec¢irmektedir.” Onermesini dikkate deger bir

bliytikliikte dogruladig1 gozlemlenmektedir (Tablo 12).
Yine ayn1 yontem ile bu sefer marka etkisi incelendiginde;

- Coca Cola reklamlarinin olumlu reklam tutumu {izerindeki etkisinin dikkate
deger bigcimde farkli oldugu goézlemlenmistir. Reklamlarin, reklamin
begenilebilirligi, olumsuz reklam tutumu ve satin alma niyeti tizerindeki

etkilerinin biiytlik bir farklilik géstermedigi gozlemlenmistir (Tablo 13.1).
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McDonald’s’ 1 reklamlar tiim degiskenler dogrultusunda dikkate deger
blytikliikte farklilik gostermektedir. Katilimcilar gerilla reklama hem daha
olumlu hem daha olumsuz tutum sergilemis olup, yine bu reklam daha ¢ok
begenilen reklam olmakla birlikte katilimcilarda daha ¢ok satin alma niyeti

yaratmaktadir (Tablo 13.2).

Nike’ 1n reklamlarinin, katilimcilarda yarattigi olumlu reklam tutumu,
reklam begenilebilirligi ve satin alma niyeti bakimindan biiyiik farkliliklar
gosterdigi gozlemlenmistir. Ek olarak katilimcilarin geleneksel reklama
kars1 sergiledikleri olumsuz reklam tutumlar1 gerilla reklama goére daha

fazladir (Tablo 13.3).

IKEA’ nin gerilla reklami ile geleneksel reklami tiim degiskenler iizerinde
dikkate deger biiyiiklikte bir farklilik gostermektedir. Katilimcilar,
geleneksel reklama gore gerilla reklama hem daha olumlu hem daha
olumsuz tutum sergilemislerdir. Reklamin begenilebilirligi gerilla reklamda
daha ytiksek bir sonug verse de katilimcilarin satin alma niyetleri geleneksel

reklamda daha yiiksek olarak oylanmistir (Tablo 13.4).

Bagimli Omeklem T Testi (Paired Samples T-Test) dahilinde

gerceklestirilen bir baska yaklasim ise marka giiciiniin ¢alisma degiskenleri
tizerindekini arastirilmasidir. Calisma dahilinde markalarin marka giigleri ti¢ alt
boyut olarak belirtilen tiiketicilerin marka farkindaliginin, marka sadakatinin ve
markaya olan tutumlarinin ortalamalarinin toplanmasi ile elde edilmistir.
Markalarin ortalama marka farkindaligi, marka sadakati, marka tutumu ve marka

giicleri Figiir 5° te gosterilmistir.

Ik olarak markanin, marka farkindaligini etkilememesinin yani dort

markada da marka farkindaligimin dikkate deger bir bi¢imde puanlanmamasinin
aksine marka sadakatini, markaya olan tutumu ve marka giiclinii dikkate deger bir

bicimde etkiledigi ANOVA analizi yardimiyla gézlemlenmistir (Tablo 14).
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Daha sonrasinda, katilime1 cevaplarindan elde edilen veriler dogrultusunda
marka giicii verisinin medyani olan 3.5576 degerine gore cevaplar ikiye ayrilmistir.
Bu degerin yukarisinda kalan cevaplar1 veren katilimcilar, marka giiciiniin fazla
oldugu orneklem olarak ele alinmig olup, degerin altinda kalan cevaplart veren

katilimcilar, marka giiciiniin zayif oldugu 6rneklem olarak ele alinmistir.

- Ek olarak marka giiciiniin yliksek oldugu orneklem iizerinde Bagimli
Orneklem T Testi (Paired Samples T-Test) analizi ile geleneksel ve gerilla
reklamlarin ¢alismanin degiskenleri lizerindeki etkileri arastirilmistir. Bu
arastirma neticesinde gerilla reklamin tiiketicilerin hem olumlu reklam
tutumlar1 hem de olumsuz reklam tutumlar1 ve reklam begenileri {izerinde
dikkate deger bir etki farkina sahip oldugu goézlemlenmistir. Ek olarak
gerilla reklamin satin alma niyeti iizerindeki etkisinin ise biiylik bir fark

yaratmadig1 gézlemlenmistir (Tablo 15.1).

- Marka giiciiniin zayif oldugu 6rneklem iizerinde Bagimli Orneklem T Testi
(Paired Samples T-Test) analizi ile geleneksel ve gerilla reklamlarin
calismanin degiskenleri iizerindeki etkileri arastirilmistir. Bu arastirma
neticesinde, gerilla reklamlarin tiiketicilerin olumlu reklam tutumlari,
reklam begenilirligi ve satin alma niyetlerinde dikkate deger bir etkisi
oldugu gozlemlenmis olup, olumsuz reklam tutumlari iizerinde geleneksel
ve gerilla reklamlarin 6nemsenmeyecek derecede farklilik gosterdigi
gbzlemlenmistir (Tablo 15.2).

Tartisma ve Sonug¢

Bu calismanin amaci, gerilla reklamlamanin, tiiketicilerin reklamlara kars1
verdigi tutumlarina ve satin alma niyetlerine olan etkisini arastirmaktadir. Calisma,
literatiirde son yillarda dikkat ¢eken ve heniiz tam anlamiyla kesfedilmemis bir
kavram olan gerilla reklamlamanin Onciillerinin ve literatiirlinlin kesfi, uygulanigi
ve tiiketicilerdeki olasi etkisi konusunda hem sozel hem de istatistiksel olarak

birtakim énemli bulgular ortaya koymustur.

Bulgular, calismaya konu olan degiskenler dogrultusunda ayr1 ayri

yorumlanmak ile birlikte, ilk olarak gerilla reklamlamanin, tiiketicilerin reklam
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tutumlari, daha sonra reklamlarin tiiketiciler tarafindan begenilirligi ve en son
olarak da tiiketicilerin satin alma niyetleri tizerinde etkisi gosterilecektir. Ek olarak,

ornek c¢alisma dahilinde, marka giiciiniin tiim bu siirece olan etkisi kesfedilecektir.

Genel anlamda ve her bir marka 6zelinde katilimcilar, gerilla reklamlara,
geleneksel reklamlara gore daha olumlu tutum sergilemislerdir. Gerilla reklam
gorselleri, en ¢cok Nike 6zelinde olumlu bir fark gosterirken, IKEA’ da bu fark en
az seviyededir. Dahlén ve Edenius (2007)’ un da belirttigi gibi, geleneksel ortamlar
yerine asansoOrler veya sokaklar gibi gerilla ortamlar ile reklamlarin tiiketiciler ile
bulustugu noktalarda tiiketicilerin reklama olan tutumlar1 olumlu etkilenmektedir.
Ek olarak, gerilla reklamlar, miisteriler tarafindan sasirtici, esprili ve buna benzer
etkilere sahip oldugundan, bu durum miisterilerin reklamlara karsi daha olumlu
tutumlar gosterilmesine de destek olmaktadir (Ang ve Low, 2000; Tam ve Khuong,

2016).

Genel anlamda ve Nike hari¢ diger markalarda da goriilecegi iizere,
katilimcilar, gerilla reklamlara geleneksel reklamlara gore daha olumsuz tutum da
sergilemislerdir. Bu etki en fazla IKEA reklamlarina ait iken, en az etki de Coca
Cola reklamlarina gozlemlenmistir. Nike’ 1n gerilla reklam gorseli, ayn1 zamanda
bir liriiniinii tanitmak yerine sosyal sorumluluk i¢erdiginden, katilimcilarin olumsuz
tutumlarim1  frenleyen bir faktor olarak algilanabilir. Jankonvska (2015)
caligmasinda da belirttigi gibi, gerilla reklam mesajlar1 bazen, miisterilerin
reklamlara ve markalara kars1 olumsuz tutumlar sergilemesine sebebiyet verecek
derecede sinir bozucu olarak algilanabilir. Bir baska deyisle, bazi1 gerilla taktikleri
sok edici, korku barindiran, etik olmayan veya bu tarzda tiiketicilerde endise, stres
veya rahatsizlik yaratacak igerikler icerdiginden olumsuz tutum sergilenmeye de
aciktir (Kaenging ve Yazdanifard, 2013; Ay vd., 2010; Hyman ve Tansey, 1990;
Yildiz, 2017).

Lavidge ve Steiner (1961)’ in ve Biel ve Carol (1990)’ unda ¢aligmalarinda
bahsedildigi iizere, begenilen reklamlarin, tiiketicilerin hem reklama hem de
markaya olan tutumlarmi etkilemekle birlikte, tiiketicilerde olumlu hislerin ve

reklama kars1 olan olumlu tutumun da artmasina vesile olmaktadir. Bu dogrultuda
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katilimcilar hem her bir marka 6zelinde hem de genel olarak, gerilla reklamlari

geleneksel reklamlara gére daha ¢ok begenmislerdir.

Hipotez/Denence 3’ te de test edilip dogrulandigi ve Yildiz (2011) ve
Nawaz vd. (2014)’ in c¢aligmalarini destekler nitelikle, gerilla reklamlarin
geleneksel reklamlara gore tiiketicilerin satin alma niyetlerini daha ¢ok harekete
gecirmektedir. Ancak, IKEA haricindeki diger markalarin gerilla reklamlarinin
tiiketicilerin satin alma niyetlerini art1 yoniinde etkiledigi gortiliirken, bu durum
IKEA’ da olumsuz bir etki olarak karsimiza ¢ikmaktadir. Satis promosyonlart, fiyat
icermeyen reklamlardan farkli olarak tiiketicileri firmanin {iriinlerini satin almaya
sevk eden tekniklerden biridir (Asghar vd, 2015). Bu yiizden, anket sisteminde
kullanilan geleneksel reklam gorselinin direkt olarak fiyatta indirim icermesinden
Otlirli miigterinin satin alma davranigini gerilla etkisine nazaran daha ¢ok tetiklemis
olabilmesidir. Reklamlara karsi olan tutumun tiiketicilerin satin alma niyetlerini
etkiledigi agiktir (Mackenzie vd., 1986). Bu yiizden, anket sisteminde 6l¢iilmiis cok
bilinen bu markalar hakkinda tiiketicilerin hali hazirda satin alma davranislari
mevcuttur. Buna ragmen Coca Cola’ daki kiiglik etki disinda, diger markalarda
gerilla reklamlarin tiiketicilerin satin alma niyetleri tizerinde dikkate deger etkisinin
oldugu gozlemlenmistir. Bu yiizden, eger bir reklam gerilla unsurlar ile servis
edilmis ise, bunun tiiketicilerin satin alma niyetlerini de etkileyecegi asikardir
(Eisen vd., 2014; Tam ve Khuong, 2016; Ang ve Low, 2000). Coca Cola’ nin
geleneksel reklam Orneginin, diger markalarin geleneksel reklam 6rneklerinden
farkli olarak net bir sekilde tirlin gorseli igermesi, katilimcilar tarafindan oylanirken
cekici bulunmus olabileceginden bu geleneksel reklam 6rneginin de tiiketicilerde

satin alma niyetini net bir sekilde etkilemesi miimkiindiir.

Calisma denenceleri arasinda yer almasa da, calisma dahilinde, marka
giiclinlin gerilla reklamlama {izerine etkisi de kesfedilmistir. Satin alma niyeti
dahilinde, giiclii markalarda gerilla reklamlama belirleyici bir etki yaratmazken
zay1f markalarda gerilla reklamlamanin belirleyici bir etki yaratmasi, 6nemli bir
bulgu olarak ortaya konulmustur. Bu ¢er¢evede, yazinda da belirtildigi tizere, giiclii
markalarin reklamlarinin her kosulda fark edilebilir oldugu goriisii desteklenmistir

(Dahlén ve Lange, 2005; Machleit ve Wilson, 1988; Rice ve Bennett, 1998).
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Bu c¢alisma, hakkinda yazinda smrli arastirmaya sahip gerilla
reklamlamanin tiiketici davranisi ilizerine etkilerini nicel yontemler kullanarak
ortaya koyan ve marka giiciinii de arastiran Tiirkiye baglamindaki ilk ¢alismadir.
Calisma sonuglari, gerilla reklamlamanin, yoneticiler tarafindan degerlendirilmesi
gereken Onemli bir pazarlama aract olduguna isaret etmektedir. Caligmada
tanmirhig ve bilinirligi yliksek markalar kullanilmistir. Calismanin kisitlar
arasinda, calismanin bilinir markalarla yapilmis olmasi, katilimcilara hem
geleneksel hem de gerilla reklamlama 6rneklerinin ayni anda sunulmasi, gerilla
reklam orneklerinin kagit {izerinde sunulmus olmasi siralanabilir. Gelecekteki
arastirmalarda, gerilla reklamlamanin 6zellikle kiiglik ve bilinirligi az markalarca
kullaniminin etkisinin arastirilabilmesi adina, ¢alisma farkli markalar kullanilarak
yenilenebilir. Ayrica, gerilla reklamlamanin etkilerinin tam olarak ortaya
konabilmesi adina, ¢alisma, kagit iizerindeki reklamlardan ziyade, agik alanda ve
katilimcilarin gerilla reklamlamanin dinamiklerini daha iyi tecriibe etmelerine

imkan kilan sekilde tasarlanabilir.
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