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Abstract 

Guerilla marketing has become a known form of marketing today. The concept of using small 

resources and still gain a lot of attention from potential customers is highly appreciated 

among companies.  This thesis aims to describe the process of a guerilla marketing campaign 

with a focus on the implementation part of the process.  

 

In order to collect data we first conducted a focus group where we got suggestions about 

companies that may implement guerilla marketing. We then made a qualitative case study 

where we interviewed the marketing manager for Lulespexet. 

 

In our study we have found out that some parts of guerilla marketing exists in a lot of 

marketing campaigns even though companies may not always know that it is guerilla 

marketing that they are using. The guerilla marketing process does not differ from the usual 

marketing process but among other things it contains more creativity and in general a smaller 

budget.  

 

 

   



 

 

 

Sammanfattning  

Gerillamarknadsföring har idag blivit en välkänd form av marknadsföring. Konceptet att 

använda sig utav små medel men ändå få stor uppmärksamhet från potentiella kunder 

uppskattas av företag. Målet med denna uppsats är att beskriva 

gerillamarknadsföringskampanjens process med fokus på utförandet. 

 

För att samla in data anordnade vi en focus group där vi fick förslag på företag som kan 

tänkas utöva gerillamarknadsföring. Efter det gjorde vi en kvalitativ fallstudie där vi 

intervjuade den marknadsansvarige för Lulespexet.   

 

I vår studie har vi upptäckt att vissa delar av gerillamarknadsföring finns i många 

marknadsföringskampanjer utan att företag alltid är medvetna om att det är 

gerillamarknadsföring som de använder. Gerillamarknadsföringens process skiljer inte från 

den vanliga marknadsföringsprocessen men innehåller bland annat mer kreativitet och 

generellt en mindre budget.  
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1. Introduction 

In this chapter the background to guerilla marketing will be discussed. First, marketing will 

be described as it has been implemented traditionally and then there will be a discussion 

about the contribution that guerilla marketing has given companies today. The problem 

discussion will later be the base for our purpose and research questions.    

1.1 Background 

Marketing is usually associated with high costs but it does not have to be like that.  There are 

many ways to get round high costs and reach out with the message to potential customers. 

This is basically what guerilla marketing is all about. (Liljeqvist, 2008)  The process that a 

marketer goes through when executing a guerilla marketing campaign is almost impossible to 

define, since all the campaigns are very different. Something that they all have in common 

though is that they are built up on creativity, inspiration and energy.  

 

Since it is difficult to define a guerilla marketing campaign we would like to bring up an 

example of a campaign. The advertising agency Ruth made a campaign for Ramundsbergets 

summer show (2007-02-21). The agency had a small budget at their disposal when 

implementing the campaign, but they used a lot of creativity when the spray-painted their 

message on snow and ice during an ice skating competition. The purpose of the campaign was 

to raise awareness among people about the hiking opportunities in the area during summer. 

The advertising agency assumed that the people that were ice skating would also be interested 

in the hiking activities as well. The agency chose to spray-paint coordinates used for 

navigating while hiking along the ice skating path, which was noticed among the ice skaters. 

They later gave away business cards to make the skaters aware about who was behind the 

campaign. Something that could be considered a bit unethical about the campaign is the fact 

that they did not get permission from the organizers so they 

chose to spray-paint during the night before the event.   

 

All that was needed to execute the campaign was some cans of 

spray-paint, which illustrates that when being creative and a bit 

unethical it is possible to achieve a lot with a small budget. 

(Ramundberget gör gerillakampanj) 
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Since, as described above, small companies often do not have a large budget, marketing 

requires a lot of creativity. Because the competition among companies to get the interest from 

customers is increasing all the time it is important that companies get noticed without having 

to spend a lot of money. Guerilla marketing is about reaching customers with a small budget. 

It also makes it easier and clarifies how entrepreneurs can use marketing to generate maximal 

profit from minimal investments.  (Levinson 2007)  

The term guerilla marketing has its roots from the concept guerilla warfare and describes a 

group that uses a violent approach to achieve the implementation of their beliefs and ideology. 

The combat operation was used by small groups that stood against large armies. (Fahrenholz 

etal. 2008) 

 

Jay Conrad Levinson ”the father” of guerilla marketing who have written different books on 

the topic (e.g. Guerilla creativity: Make your message irresistible with the power of memes 

and Guerilla marketing: easy and inexpensive strategies for making big profits) describes  

guerilla marketing as a way of reaching traditional goals with untraditional methods, such as 

using creativity instead of money. Levinson’s work has also been used in articles such as: 

Guerrilla marketing for information services? (Baltes etal. 2007) and Grow your sales with 

active listening (2006).  

On Levinson’s official website (gmarketing.com) he writes that the need of guerilla marketing 

can be explained by using three factors.   

• People in general tend to look more towards small businesses because of the 

technology being more and more affordable and since people are more conscious of 

the market. 

• In the past it has been difficult for small businesses to establish themselves and the 

main reason for that is that their marketing ability has been low. 

• Guerilla marketing has been proven effective for small businesses since it is simple to 

understand, easy to implement and also a lot more inexpensive than traditional 

marketing.  

 

Guerilla marketing is important since it gives small businesses a chance to reach out in the 

competition among large companies. They can use a small budget in an area where 
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traditionally a big budget has been a necessity. With simplicity small businesses can make 

people all over the world aware about their message. 

(What Is Guerrilla Marketing?) 

1.2 Problem Discussion 

According to Baltes and Leibing (2007) guerrilla marketing describes unconventional 

marketing strategies with which to achieve significant effects with a fraction of the budget of 

“traditional” marketing campaigns. (Baltes etal. 2007) Even though guerilla marketing has 

received much publicity in media (Ramundberget gör gerillakampanj) 

there is not a lot of research and explanation on how companies perform their guerilla 

marketing campaigns. We want to find out how companies execute their campaigns and see if 

we can connect the results to the theory model that we will present later in this report. The 

picture below displays a guerilla marketing campaign made by the TV Company HBO to 

market their show The Sopranos.  

1.3 Purpose 

Based on the problem discussion, the purpose of this thesis is to examine how companies 

implement guerilla marketing.  

1.4 Research Questions 

In order to reach the purpose of the thesis we have developed two research questions. The 

reason for choosing these questions will also be discussed. 

 

Many researches have been made on the positive and negative aspects of guerilla marketing. 

However, there are not many studies on how companies perform their guerilla marketing 

campaigns. That is the reason for choosing the question: 
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How can the process be described when companies implement a guerilla 

marketing campaign? 

To gain a deeper understanding about the topic and find out if we can combine the theories on 

a marketing campaign with theories on guerilla marketing in order to explain the guerilla 

marketing process we have developed this second research question:   

 

What are the main characteristics of guerilla marketing? 

1.5 Demarcations 

The thesis is written from a company’s point of view and will therefore focus on guerilla 

marketing from their perspective. Guerilla marketing is a large area with many different 

aspects that can be researched. Our research questions aims to make the area of this thesis 

smaller but we find it necessary to limit the first question further. We will focus on the 

implementation part of the process that we described using the example from Ruth advertising 

agency.     
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2. Literature Review  

In this chapter we will present different aspects of guerilla marketing that we find relevant in 

order to answer our research questions.  

2.1 Creative Marketing  

 

Guerilla marketing, as mentioned, is about using energy and creative methods in order to 

reach full potential as a marketer. The importance of creativity in marketing is described in a 

good way by Jay Conrad Levinson: “It seems like a lot of people that create marketing 

campaigns believe that the whole world is waiting for their message. Instead the whole world 

is looking away and hoping that the marketer will stay quiet so that they can continue with 

their lives.” (Levinson 2005 s. 17) Consequently, the marketer is responsible for making the 

customer aware of the message that is the purpose of the campaign.    

 

Traditionally guerilla marketing has been about using spectacular marketing campaigns to 

catch people’s eyes when they are walking down the street. This is still basic thinking when it 

comes to guerilla marketing but with new technology one can bring even more creativity into 

the guerilla marketing campaign. An example is the furniture company from Minneapolis that 

placed couches at different locations in New York City. In the couches they had placed small 

GPS receivers that gave the company the possibility to track the people who brought the 

couches home with them. When the company later went around picking the couches up they 

offered the people a new couch for free in return for answering questions. This is only one 

example on how creativity can be used in guerilla marketing. (Wasserman, 2010)  

2.2 Ethics in Marketing 

Since guerilla marketing apart from traditional advertising is about being on the edge to the 

unethical it can be problematic for companies to keep a good reputation while using the 

method. When performing traditional marketing the choice lies with the customer itself when 

it comes to the will of absorbing the message or not. Guerilla marketing is about not giving 

the customer the possibility to let the message pass them by. (White, 2007)   
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Using unconventional methods when marketing might lead to that the credibility for the 

message that the company is trying to send out gets damaged. As a consumer, an estimation 

of the credibility in the marketing campaign is made before storing the message in the 

memory. If the information does not seem trustworthy the consumers will not store the 

message in their memories. Consequently, it is important that the choice of medium for the 

message is carefully made and that the purpose for the guerilla marketing campaign is distinct 

so that people perceive it as credible. (Dahlén 2003 p. 111)  

 

According to Cary Hatch (2005) a guerilla campaign has no rules or boundaries. There are 

still examples of campaigns that have gone a bit too far; one of them is when a new animated 

TV show was being marketed in Boston. The television network then placed battery-operated 

devices that were supposed to illustrate a character in the cartoon but the public thought they 

were bombs. The government suspected that it was a planned terrorist activity and therefor 

involved both police and a special bomb group; subsequently it became expensive for the 

government that had to cover all charges. There is a fine line between creative and outrageous 

strategies when it comes to guerilla marketing campaigns and it is always important to 

consider that in order to stay trustworthy as a company. (Zuo etal. 2006)  

2.3 Become More Efficient With Guerilla Marketing 

By being effective and trying to reach as many as possible with the company’s message, for 

example through newsletters and email to former customers instead of large marketing 

campaigns one can get customers to revisit the company without using a big amount of 

resources. It is easy to create a database with the customers that are visiting a store, by asking 

them for contact information when they are purchasing something. (Gim, 2008)  

 

Mike Southon and Chris West (2006) are convinced that guerilla marketing is about building 

relationships with customers. It is a very efficient way for especially newly started companies 

to reach out to customers with their message. In guerilla marketing the focus is on spending 

time instead of money and it is also about getting things done in contrast to sitting down and 

discussing business strategies. (Southon etal. 2006) 
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2.4 Communicating the Message 

During the last two centuries the concept of marketing communication has been 

overshadowed by advertising and marketing when describing how an organization presents 

itself and their brands to the public. John Egan has a come up with a simple definition on what 

marketing communication is: The ways in which suppliers of goods, services, values and 

ideas represent themselves to its target market, with the goal to motivate for a dialog that 

leads to better communication or new relationships.  (Egan, 2006) 

  

Failing to understand differences in culture will lead to ethnocentrism which is to assume that 

other think the same as oneself. Cultural differences may lead to that the message that one is 

trying to communicate is misunderstood or rejected. (Schramm, 1955) 

 

The definition of a word or a phrase is for example not always the same for everyone. The 

concept “wicked” is an example of this. According to most of the dictionaries the definition of 

the word is evil, sinful and morally bad (Oxford English Dictionary, 1996). However, for 

most young people the meaning is fantastic or good. It is therefore of great importance that 

the word is formed in a language that the receiver understands without having cultural 

meaning put in to it. (Varey etal. 2000) 

2.5 Marketing Campaign 

According to businessdictionary.com the definition of a marketing campaign is: “The efforts 

of a company or a third-party marketing company to increase awareness for a particular 

product or service, or to increase consumer awareness of a business or organization. A 

marketing campaign has a limited duration.” (marketing campaign) 

 

Successful campaigns are not built upon a single idea; instead it is important that the 

campaign is well thought-out, carefully researched and focused on details and execution. 

Understanding your position is the first step when planning a marketing campaign while 

implementing advertisement is the last detail in the process of creating a marketing campaign.  

(Marketing Campaign) 
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2.5.1 The Marketing Process 

 

 

 

 

 

 

 

 

 

 

 

 

Figure x.  A model of the marketing process.  

Source:  Adapted from Pepperbytes ©2008 

 

Figure x presents a five-step model of the marketing process. The first four steps: 

Environment & marketing analysis, selecting the target market, defining the marketing 

strategy and the marketing mix is about creating customer value, gaining knowledge about 

consumers and building strong customer relationships. In the final step the goal is to use the 

benefits gained from making strong customer value in order to increase sales, profits and 

long-term customer equity. (Kotler etal. 2008 p.7)   

 

As described in figure x, first a marketer has to gain knowledge about the customer needs and 

wants and about the market where they operate. The five core customer and marketplace 

concepts that are used to gain this knowledge are: Needs, wants and demands; marketing 

offerings; value, satisfaction and quality; exchanges, transactions and relationships; and 

markets and the marketing system. (Kotler etal. 2008 p.8)   

 

The second step in the model is about selecting which customers to serve. Firstly the marketer 

divides the market into segments which will help to choose which type of customer to target. 

Marketing managers cannot serve all customers in every way thus an important part about 



9 

 

being a marketer is to select those customers that the company can serve well and profitably. 

(Kotler etal. 2008 p.14)   

Thirdly the company must decide how it will serve the customers that have been targeted. It is 

important for the company to choose how it wants to position and differentiate itself in the 

marketplace. The benefits or values that a company promises to provide consumers in order to 

satisfy their needs is known as a company’s value proposition. Companies must design strong 

value propositions that will give them the best possible advantage in their target markets.  

(Kotler etal. 2008 p.15)   

 

The fourth step is one of the most known concepts when it comes to marketing; the marketing 

mix. It consists of marketing tools that a company combines to get a positive response from 

the target market. There are four groups of variables within the marketing mix known as “the 

four Ps” (product, price, place and promotion).  These groups include all that a company can 

use when marketing a product in order to affect the demand for it. (Kotler etal. 2009 p.76)  

 

The last step in the model consists of implementing strategies and plans in order to 

accomplish the strategic marketing objectives. The combination of having the right strategies 

and implementing them in the right way is critical in order to be successful with the marketing 

campaign. It is often a lot more difficult to implement the idea than to plan the marketing 

campaign. (Kotler etal. 2009 p.79)  
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2.6 Theory Model 

Based on the literature review chapter we have developed the theory model below: 

 

 

 

 

 

 

 

 

 

         

 

 

 

                                                                    

                                                                 

These are the aspects of the theories that we have come across that describe guerilla 

marketing and how it should be implemented. In the parentheses we have clarified which 

literature we have chosen to base our data collection on.  

Creativity - Here the focus will be on the inspiration for the campaign. 

Credibility - The importance of maintaining credibility towards customers. 

Clarity - Communicating a message that is easy to understand. 

Process - When it comes to process we will focus on the implementation part. 

Efficiency - Reach as many potential customers as possible with a small amount of resources. 

Energy - Creative methods instead of large resources. 

 

 

 

Process 
(The Marketing Process) 

Kotler etal. 

Credibility 
(Ethics in Marketing) 

Dahlén 

Clarity 
(Communicating) 

Egan and Varey etal. 

Efficiency 
(Efficient with Guerilla)  

Southon etal. 

Energy 
(Creative Marketing) 

Levinson 

 

Creativity 
(Creative Marketing) 

Levinson 

 

Guerilla 

Marketing 
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3. Methodology 

In this chapter we will describe and motivate our choice of method. The approach and 

strategy for the research will be described, followed by a report on our methods of gathering 

data. By using a focus group we will find out which companies who are interesting to use for 

data collection. From these companies we will later choose one which we will use to compare 

their guerilla marketing with the theories that we have gone through. Finally, the credibility 

of the research will be discussed through measuring its validity and reliability.    

3.1 Research Purpose 

In business administration and marketing a distinction is made between three different 

research purposes: exploratory, descriptive and explanatory. This research is built upon an 

explanatory and exploratory research purpose which will be described below.   

3.1.1 Explanatory Purpose 

In contrast to the exploratory purpose the explanatory focus on explaining the whole instead 

of just the different parts. The reality that the explanatory purpose suggests is a social 

structure which implies that the reality is dependent on the people in it. (Arbnor etal. 1994) 

Arbnor and Bjerke (1994) also argue that the explanatory purpose clarifies reality from 

people’s comprehensions and interpretations of reality. The knowledge that people hold is 

consequently dependent on the individual since reality is explained from people’s point of 

view. The researcher puts a lot of effort on the interaction and action between people and a 

key concept when it comes to explanatory purpose is process. Since the focus of this research 

will be on explaining the process in a guerilla marketing campaign we will use an explanatory 

purpose.  

3.1.2 Exploratory Purpose 

The exploratory purpose strives towards an explanation of what happens in reality through 

finding the causes to what is happening. Researchers make a distinction between cause and 

effect and they argue that reality is built from both parts. (Arbnor etal. 1994) This purpose 

suggests that if many proved causes can be found reality can be explained easier. (Arbnor etal. 

1994) Something specific about the purpose is the question about how the researcher will get 

knowledge, the distinction between what is fact and what is a sensory impression is important. 
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A sensory impression is defined as when things vary depending on who is researching while 

the conditions are identical. The consequence is that what is verified as constant and does not 

vary depending on who is researching is considered to be true. (Arbnor etal. 1994) This 

research will also look further into the characteristics of guerilla marketing and this is where 

we will use an exploratory purpose.   

3.2 Grounded Theory 

A research can either be inductive or deductive. Deductive theory means that the researcher 

relies on previous research and from that develops a hypothesis.  (Jacobsen 2002) 

Inductive theory on the other hand means that the researcher finds new theory with a starting 

point in empirical studies. (Holme etal. 1997) In this research we will implement a deductive 

grounded theory. 

3.3 Research Approach 

In a research a separation is made between quantitative and qualitative methods, these two 

will now be explained. A quantitative method is when empirical and quantifiable data is 

gathered systematically and the result then is analyzed with a starting point in hypotheses that 

can be tested. The work should be well defined and formalized. If the research contain a large 

population it is necessary to implement a quantitative method. (kvantitativ metod)  

 

In a qualitative method the research focuses on social environments where different ways of 

working are gathered. The analysis and data collection occurs at the same time and people’s 

actions are observed by the researcher. When small populations are studied it is necessary and 

most efficient to use a qualitative method. (kvalitativ metod) 

In this research a qualitative method will be practiced. It is not very interesting to examine a 

lot of different companies in this study. Instead a detailed analyze of a small amount of 

companies will serve our purpose better, which is to describe the process of guerilla 

marketing.  

3.4 Data 

3.4.1 Data Collection Method 

Since the research has been developed to examine how companies implement guerilla 

marketing we will conduct an interview with a suitable company. The interview will include 

questions about the process that the company has to go through when developing a guerilla 
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marketing campaign. We have chosen an interview as our data collection strategy since that 

will give us better possibility to discuss with the interviewee compared to using a survey. 

According to (Arbnor etal. 1994) interviews are commonly used to gather information within 

the area of business administration. Interviews are also cheaper, faster and it is simpler to 

reconnect with the company if further data collection is necessary (Denscombe 2009).     

3.4.2 Focus Group 

We will find out which company that is most suitable for us to interview by using a focus 

group existing of 4-6 students. When we conduct the focus group we will first describe the 

thesis and the concept guerilla marketing. Afterwards the students will be asked if they have 

seen any companies that may have used a guerilla marketing campaign.  

3.4.3 Sample Selection 

From the focus group described above we got five suitable companies from discussing with 

the members. Out of the five companies we finally found Lulespexet to be the most suitable 

since they are a non-profit organization and therefor do not have a lot of resources at their 

disposal. Since a qualitative study will be used in this thesis it is not the amount of data but 

the quality that is important and this is why only one company will be interviewed. In order to 

conduct an interview with Lulespexet we first talked to the students' union at Luleå University 

of technology who gave us a number to one of the members. We then called that number and 

were forwarded to marketing manager Caroline Hansson who we later interviewed. The 

interview took place on May 16th at 3 pm and lasted for about half an hour.  

3.5 Data Analysis Method 

According to Miles and Huberman (1994) it is important to the process the words collected 

from the interview conducted when doing a qualitative data analysis. Data analysis consists of 

three concurrent flows of activity (1) Data reduction, (2) Data display, and (3) Conclusion 

drawing/verification. However, in this thesis only data reduction and conclusion will be used.  

3.6 Validity and Reliability 

The trustworthiness of the data in our research will now be discussed. This will be done by 

using the terms reliability and validity. Validity describes how well what was intended to be 

measured actually gets measured. The result being the same no matter who is measuring is 

defined as reliability. In order for something measured to be valid it has to be reliable but 

something does not have to be reliable in order to be valid. (Lundequist 1995) We have 
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chosen to use an interview in this thesis instead of using a survey since there is a risk that the 

people answering the survey misunderstands some questions which gives a lower reliability 

compared to an interview in person.   

 

A qualitative research is neither repeatable nor possible to generalize since the selection is 

small. Subsequently, this type of research is aiming to find unique factors. Reliability in our 

case from a qualitative perspective is not about being repetitive as in quantitative researches 

but about being trustworthy and accurate in the research of our company. Consequently, a 

high validity and trustworthiness can be reached by describing how our company’s campaigns 

are accomplished in detail.
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4. Empirical Data 

In this chapter the empirical data collected from the interview with Caroline Hansson- 

marketing manager at Lulespexet will be presented. Additional data from the Lulespexet 

website (www.lulespexet.com) will give us complementary information about the 

organization.   The chapter will begin by introducing the company, followed by the collected 

data connected to our research questions.   

 

The company that we have chosen for our interview is Lulespexet which as mentioned before 

is a non-profit organization. They perform a theater show each year and have offered shows to 

the public every year since they launched their first show Augustus in 1991. There are about 

50 to 60 people in the cast who also acts as marketers of the show. 

4.1 Empirical Data RQ 1: Guerilla Marketing Process 

As a result of our focus group we found out that Lulespexet made a marketing campaign in 

the school dining hall. From the interview we found out that the particular campaign was a 

release event for their upcoming show. Parts of the cast performed a small act and showed a 

video that introduced the show. This has been a tradition for many years and is one of many 

ways in which the company market themselves in order to create awareness among people.  

 

The first thing the organization does in order to make money for their marketing efforts is to 

get sponsorships from local companies. They then market themselves mostly through word of 

mouth marketing performed by the members of the organization. They also put up posters and 

use social networks to market the event. When they implement the campaign they focus on 

being clear with the message and also they are trying to be creative with the video to make it 

as interesting as possible.  

4.2 Empirical Data RQ 2: Characteristics of Guerilla Marketing 

Marketing is of great importance for Lulesepexet since it is a non-profit organization. 

Consequently, they need to market themselves both to get sponsorship money and to get 

money from ticket sales. The time when they use the most marketing efforts is before their 

annual tour to Stockholm and Gothenburg. The reason for that is because they need to cover 

costs for transportation etc.  
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The ways in which the organization markets itself the most is through a large cast that uses 

word of mouth to attract potential customers. They also use social networks, hand out 

business cards, put up posters and they have also talked in the radio on one occasion. They 

also cooperate with a local café where they get coffee and in exchange they advertise the 

cafés name. The members also try to wear clothes that always remind potential customers 

about the show. Another form of marketing that they are using is to invite companies that 

sponsor the show with a package that include lunch, dinner and a ticket to the show. After the 

show Lulespexet contacts the companies to see how well they liked it. All of this in order to 

maintain a good relationship with the sponsors.   

 

To be effective in their marketing they are reaching out to former members of the 

organization through email in order to maintain a positive relationship with potential 

customers. Their most important asset in order to create an effective marketing campaign is 

motivated sales people when it comes to attracting companies, while interesting advertising 

and using the right channels of communication is the most important when it comes to 

attracting an audience. When communicating with customers one should have their interest in 

mind and think about why they would like to come and see the show. 

 

The factors that are essential to create a successful marketing campaign are to reach out to as 

many as possible with the message. It is also important to identify who are the most likely to 

be potential customers. The organization is able to reach good results from its marketing 

efforts through teamwork. They are a large group of people that together are working towards 

the same goal. One factor that affects Lulespexet as well as most companies and organizations 

is what the world economy looks like. During the financial crisis in 2008/2009 it was hard to 

get sponsorship from companies, which created a chain reaction where they did not get 

enough money to be able to market their show for the potential audience.  

 

To maintain credibility it is vital that the show is appreciated among the audience so that the 

organization maintains a good customer relationship which also can contribute to that the 

audience can spread the word to others. Regarding how far a company can go with marketing 

without losing its customers there is a difference between getting sponsorship money from 

companies and attracting an audience. When it comes to companies it is a fine line between 
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marketing the show and just being obstinate. It is also important to not promise too much 

because then the result may be disappointing. When attracting the audience on the other hand 

one can go far with the marketing campaign but it is always important to think from a future 

perspective.  

 

Overall the most significant thing when it comes to marketing is that the different campaigns 

have connection so that it is clear that the different marketing campaigns have the same 

objective. Finally, one should reach out to all the customers in the target market.    
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5. Data Analysis  

In this chapter the data that has been collected will be analyzed in order to present findings 

and conclusions in the final chapter.  The collected data will be analyzed based on the order 

of the research questions and since we made a single case study we will use within-case 

analysis. The data will then be compared to the theories that were presented in our theory 

model. 

 

5.1 Within Case Analysis of Lulespexet’s Marketing Process  

As mentioned in the demarcation we will focus on the implementation part of the process. 

When discussing the implementation of a marketing campaign Kotler (2009) mentions that: 

“The combination of having the right strategies and implementing them in the right way is 

critical in order to be successful with the marketing campaign.” Lulespexet believes that a lot 

of teamwork is needed in advance both to create interest among people and also to succeed 

with the actual campaign. Teamwork could is seen as their greatest asset both when it comes 

to marketing strategy and implementation of the campaign.  

 

When it comes to the implementation of the campaign in the school dining hall it is a great 

example of when a company is taking the initiative and is working hard in order to reach the 

potential customers.  The importance of creativity in marketing has been described by 

Levinson (2005): “It seems like a lot of people that create marketing campaigns believe that 

the whole world is waiting for their message. Instead the whole world is looking away and 

hoping that the marketer will stay quiet so that they can continue with their lives.”  

Consequently, this campaign can be labeled as a guerilla marketing campaign.   

 

The campaign does not take a lot of effort nor resources to implement since all that is needed 

is for the cast of the show to perform a small play. Southon ( 2006) writes about the focus 

when it comes to guerilla marketing:  In guerilla marketing the focus is on spending time 

instead of money and it is also about getting things done in contrast to sitting down and 

discussing business strategies.” Thus this aspect of the campaign also connects with the 

theory that we brought up in our theory model.  
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5.2 Within Case Analysis of the Characteristics of Lulespexet’s Marketing 

According to Mike Southon and Chris West (2006) guerilla marketing is about building 

relationships with customers: “Guerilla marketing is about building relationships with 

customers. It is a very efficient way for especially newly started companies to reach out to 

customers with their message.” Lulespexet is trying to build strong relationships with both 

customers and supporting companies. As mentioned in the previous chapter they are reaching 

out to former members of the organization through email in order to maintain a positive 

relationship with potential customers.  They also invite the companies with a special package 

which helps them to strengthen the relationship with the sponsors as well.   

 

Lulespexet markets itself mostly through a large cast that uses word of mouth to attract 

potential customers. According to John Egan (2006) marketing communication is: “The ways 

in which suppliers of goods, services, values and ideas represent themselves to its target 

market, with the goal to motivate for a dialog that leads to better communication or new 

relationships.” The members of Lulespexet also try to wear clothes that always remind 

potential customers about the show. Both word of mouth and the clothes they wear are used to 

represent themselves.  

 

Mike Southon and Chris West (2006) describe what efficiency is about: “In guerilla 

marketing the focus is on spending time instead of money and it is also about getting things 

done in contrast to sitting down and discussing business strategies.” To be effective in their 

marketing Lulespexets most important asset in order to create an effective marketing 

campaign is motivated sales people. This connects with the theory above. 

 

When discussing ethics in marketing Dahlén (2003) says: “If the information does not seem 

trustworthy the consumers will not store the message in their memories. Consequently, it is 

important that the choice of medium for the message is carefully made and that the purpose 

for the guerilla marketing campaign is distinct so that people perceive it as credible.” 

Lulespexet believes that when asking companies for sponsorship money it is important to not 

promise too much because then the result may be disappointing. When it comes to attracting 

the audience on the other hand one can go far with the marketing campaign but it is always 

important to think from a future perspective.  
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6. Findings and Conclusions 

The purpose of this thesis has been to examine how companies implement guerilla marketing, 

with a focus on describing the process when implementing a guerilla marketing campaign. In 

the final chapter of this thesis the research questions stated in chapter one will be answered 

by drawing conclusion from the analysis made in chapter five. The chapter will start by 

answering the research questions separately and finally implications will be given.  

 

6.1 How Can the Process Be Described When Companies Implement a 

Guerilla Marketing Campaign? 

We have found that the guerilla marketing process is similar to the ordinary marketing 

process. It is following the same steps as the usual marketing process but it emphasizes more 

on creativity and energy and less on a large budget. The whole idea when it comes to guerilla 

marketing is that the message affects the potential customers to the extent that it makes it 

impossible for them to ignore it. As we found from analyzing the data that we collected one 

could say that to some extent Lulespexet is using what we would call a guerilla marketing 

process when developing their campaign. They are following the usual steps but they do 

implement guerilla marketing through those steps and especially in the implementation part of 

the process.   

 

After discussing how a guerilla marketing process can be described, we can draw these 

specific conclusions:  

� The lower the budget, the more guerilla marketing is used in the marketing process. 

� Guerilla marketing can be used in an ordinary marketing process as well as ordinary 

marketing can be used in a guerilla marketing process.  

6.2 What are the main characteristics of guerilla marketing? 

After collecting and analyzing the data we have found that the organization in our case study 

to some extent implements guerilla marketing activities. We believe that guerilla marketing is 

used by a lot of companies even if they do not know that it is guerilla marketing that they are 

using. Some of the main characteristics when it comes to guerilla marketing are to build and 

maintain strong relationships with customers by using a lot of creativity and energy instead of 

a large budget. Further it is important that the message is credible so that the creativity have 

positive effects on the relationship between the company and the customer instead of having 
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negative effects on that relationship.  There are many ways to be efficient when it comes to 

marketing, and efficiency in guerilla marketing is about getting things done, such as using 

word of mouth, instead of working hard to find the best marketing strategy.  

 

After discussing the characteristics of guerilla marketing, we can draw these 

conclusions: 

� The more credible the campaign is the stronger the relationship between company and 

customer is. 

� Guerilla marketing is more common than thought of among companies. 

� To take action is often more beneficial instead of planning strategy. 

6.3 Implications for Theory 

The purpose of this study as mentioned was to examine how companies implement guerilla 

marketing, with a focus on describing the process when implementing a guerilla marketing 

campaign.  Our findings and conclusions strengthens the already existing theories on the 

topic, but we have also found that guerilla marketing and ordinary marketing is not two 

separate ways to put your company in a better position but rather they are connected to each 

other. Using one method does not exclude a company from using the other. Consequently, we 

have started to explain the guerilla marketing process and at the same time we have further 

explored the concept guerilla marketing.      

6.4 Implications for Management 

Today Lulespexet implement guerilla marketing to some extent and we believe that they 

should continue to do so since they do not have a large budget and they are therefore in need 

of creative campaigns that do not take a lot of resources to implement. From our research they 

are able to learn more about guerilla marketing and use more of the tools within this form of 

marketing. 

6.5 Implications for Future Research  

One area that we have not come across when we have been looking at previous research is 

how guerilla marketing is used among internet based companies. We believe that this could 

give further knowledge about how guerilla marketing can be used in different settings. Also, 

since e-commerce has been growing rapidly for a long time we believe that internet based 

companies that use guerilla marketing will become more common.   
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Appendix 

Interview Guide 

With this interview guide we want to bring out important pieces as well as the whole when it 

comes to guerilla marketing.  

 

To be able to get as much information as possible we have chosen to ask the question in the 

order below. 

- Descriptive 

- Open 

- Closed 

 

By choosing this order we hope to get all the necessary information from the interview. We 

do not want to direct the interview which in that case might make the answers limited, that is 

why we start with descriptive questions to let the interviewee answer freely and on his or her 

own condition which hopefully will lead to some unexpected answers.    

 

We will then use open questions to focus on what we aim to achieve with the interview. 

Finally, closed questions will be used if we consider some questions to be unanswered. 

 

Descriptive questions  

Tell us about your campaign and how it was implemented?  

What was the inspiration when you decided to launch this campaign? 

What is considered a successful campaign for your company? 

What does marketing mean for you and your company? 

 

Open questions 

When is marketing particularly necessary for your company? 

How do you use marketing?  

Which methods do you use when it comes to marketing? 

What did you do that made you successful as well as unsuccessful with your campaign? 

How do you communicate with potential customers in an effective way? 

What was the result of the campaign? 
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Closed questions  

What resources are needed to be successful with a marketing campaign? 

Which factors makes a campaign effective? 

Which factors make you succeed with marketing? 

When do you not succeed with your marketing?    

How do you maintain your credibility when implementing marketing? 

How far can you go with marketing without losing any customers? 

What do you do to make the message clear when communicating with customers? 

What is the most important to think about when creating a marketing campaign? 
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Focus Group 

As we mentioned in our methodology chapter we conducted a focus group in order to find a 

company suitable for an interview. We started by explaining the vital details and definitions 

that concern guerilla marketing. After that a discussion started with the following questions as 

a base for the discussion. 

 

Have you seen a marketing campaign that made a great impression?  

 

What details did you find unusual compared to other marketing campaigns? 

 

Which company implemented the campaign? 

 

 


