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Abstract

The landscape of marketing is rapidly evolving as companies adapt to new societal dy-
namics and technological advancements. Guerrilla marketing, characterized by its uncon-
ventional, creative, and cost-effective tactics, has proven effective in capturing consumer
attention. When integrated with social media platforms, these tactics gain amplified reach,
immediacy, and interactive potential, fostering viral spread and deeper consumer engage-
ment. This research seeks to answer the pivotal question: “How does guerrilla marketing
on social media influence consumer behavior and brand awareness?” To address this, a
comprehensive literature review was conducted to provide an in-depth analysis of relevant
studies in the field. Our findings reveal that this integration significantly enhances con-
sumer engagement, boosts brand awareness, and positively influences purchasing behavior.
Moreover, it provides firms with competitive advantages in dynamic, resource-constrained
markets. The results highlight the importance of leveraging creative marketing approaches
alongside digital platforms to shape consumer choices and drive successful marketing
outcomes in the digital age.

Keywords: guerrilla marketing; digital marketing; social media marketing; consumer
engagement; brand awareness

1. Introduction

Marketing approaches have evolved in response to shifting societal trends, progress-
ing from word-of-mouth to television and telephone advertising, transitioning through
societal and guerrilla marketing, and ultimately leading to the rise of social media mar-
keting (Bagchi & Mohanty, 2020). Guerrilla marketing is an advertising strategy that
focuses on low-cost unconventional marketing tactics that yield maximum results (Levin-
son, 1989). Guerrilla marketing mirrors guerrilla warfare strategies, relying on innovative
and unorthodox methods that require a guerrilla mindset to succeed in the marketplace.
Guerrilla advertising strategies tend to be more creative and attention-grabbing compared
to conventional advertising approaches (Ouf, 2023). They employ strategic and tactical
adjustments to gain a competitive advantage, functioning as a supportive unit within the
broader marketing strategy (Nufer & Bender, 2008).

Guerrilla marketing is an advertising strategy in which a company uses surprise
and unconventional interactions to promote a product or service (Xavier & Jayan, 2021).
Techniques such as viral marketing, unusual events, street graphics, and memorable
experiences have a positive and significant impact on consumers’ purchase decisions
(Ahmed et al., 2020). Guerrilla marketing enables marketers to efficiently reach target
prospects with minimal waste and limited budgets (Hatch, 2005).
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Numerous companies increasingly resort to this form of advertising by partnering
with influencers who have widely visited profiles and effectively present their brand and
products (Buljubasi¢ et al., 2021). Moreover, guerrilla marketing campaigns are, on average,
associated with significantly positive movements in company stock prices (Davis & Davis,
2021). Guerrilla marketing is a powerful tool to influence consumer behavior, stimulate
sales, conduct non-traditional advertising, promote competition, meet consumer needs,
raise product or service awareness, and execute creative advertising within a specific
budget (Khanna et al., 2019).

The evolving landscape of social media offers marketers innovative avenues to en-
gage consumers through tailored content and targeted strategies, particularly in digital
marketing (Appel et al., 2020). These platforms have become essential tools, reshaping
consumer engagement and brand promotion while significantly influencing customer
relationships and enhancing marketing effectiveness (Hennig-Thurau et al., 2010). Increas-
ingly, individuals perceive social media applications as integral to their daily lives, actively
engaging with platforms such as Facebook, Instagram, LinkedIn, and X (formerly Twitter)
(Alalwan, 2018). These platforms empower companies to influence consumer behavior
by enhancing brand awareness, providing product information, impacting purchasing
decisions, facilitating direct interactions, and enabling post-purchase evaluations (Mangold
& Faulds, 2009). Modern marketing prioritizes understanding and meeting customer needs
through value-driven strategies, with social media at the heart of this process (Kotler &
Keller, 2014). Effective marketing necessitates a strategic approach to value creation and
delivery (Kotler, 1997).

The profound impact of social media on digital marketing strategies is evident through
Web 2.0 tools, which present valuable opportunities for analyzing social networks and
creating targeted engagement strategies, thereby deepening our understanding of consumer
behavior (Cooke & Buckley, 2008). Companies increasingly integrate social media into their
business plans to establish a robust online presence (Chatterjee & Kar, 2020). Technological
advancements have broadened digital marketing methods to include mobile devices and
other digital channels (Desai & Vidyapeeth, 2019). These platforms facilitate real-time
consumer engagement, allowing brands to gain visibility within dynamic communities
(Roberts & Kraynak, 2008). Social media marketing leverages diverse channels to promote
brands and products, complementing traditional online marketing strategies such as email
campaigns and web advertising (Barefoot & Szabo, 2009).

Given the rapid development of technology, the relationship between social media
and marketing requires continuous exploration. Social-media user behaviors highlight
how businesses can leverage these platforms to develop effective marketing strategies
(Kaplan & Haenlein, 2010). Mangold and Faulds (2009) explore the hybrid nature of social
media in the marketing communication mix, emphasizing the integration of traditional
methods with social media strategies. Computational techniques now play a pivotal role in
automating influencer selection, optimizing campaign targeting, and enhancing interactive
consumer engagement (Gui et al., 2025).

Qualman (2012) discusses the broader societal impacts of social media, offering insights
for businesses navigating this complex landscape. Collectively, these studies underscore
the necessity of ongoing exploration at the intersection of social media and marketing.
The emergence of new platforms like TikTok and Snapchat highlights the importance of
continually reassessing their interactions, particularly within digital marketing strategies.
In this context, W. Chen et al. (2015) conducted a systematic literature review of 16 peer-
reviewed articles published between 2016 and 2020, focusing on SMEs’ use of social
media marketing. Their study identified current research trends, methods, theoretical
approaches, and platforms, while also highlighting future research potential in areas such
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as customer knowledge management and TikTok marketing. Similarly, Bryta et al. (2022)
conducted a systematic literature review of 70 empirical studies published between 2014
and 2022, examining the impact of social media marketing on consumer engagement
in sustainable consumption. They found that influencer marketing, creatively designed
content, and strong brand relationships are key drivers, particularly among socially driven
and entrepreneurial youth. Al-generated influencers can evoke similar levels of perceived
personalization and consumer engagement as human influencers, albeit with slightly lower
trust (Bryta et al., 2022). Furthermore, recent studies on digital transformation highlight the
critical role of these technologies in shaping marketing strategies during crises, leading to
the central research question: “How does guerrilla marketing on social media influence
consumer behavior and brand awareness?” In this context, this study examines the role
of integrating guerrilla marketing techniques with social media applications in enhancing
digital marketing effectiveness and consumer engagement.

In today’s rapidly evolving digital ecosystem, businesses face several challenges
such as content saturation, diminishing user attention spans, algorithm-driven visibility,
data privacy regulations, and growing skepticism towards traditional advertising. These
complexities demand innovative and cost-effective marketing approaches that can break
through digital clutter and establish authentic consumer connections. Integrating guerrilla
marketing with social media platforms offers a promising response to these challenges
by combining creativity, low-cost execution, and high potential for virality. This study
contributes to the literature by addressing the relative scarcity of academic research ex-
amining the synergistic effects of guerrilla marketing strategies within digital and social
media contexts. By systematically reviewing recent scholarly work, this paper offers new
insights into how unconventional marketing tactics can be strategically adapted for digi-
tal environments to enhance brand visibility and consumer engagement, particularly in
resource-constrained settings.

The structure of this paper is organized as follows: Section 2 describes the materials
and methods used in the study. Section 3 presents the results. Section 4 provides a
discussion of the findings. Finally, Section 5 concludes the paper with the main conclusions.

2. Materials and Methods

This study aims to explore the integration of guerrilla marketing techniques with social
media applications in digital marketing through a systematic literature review. Adopt-
ing a qualitative research approach, the study critically examines existing literature to
identify key themes, methodologies, and findings related to the intersection of guerrilla
marketing, social media strategies, and consumer engagement. The review was conducted
in December 2024 across three major academic databases: Google Scholar, Scopus, and
ScienceDirect. The search was limited to peer-reviewed journal articles, conference papers,
and literature reviews published between January 2000 and September 2024. Only studies
available in full-text and written in English were included, to ensure clarity and depth
of analysis. Keywords were combined to target the TITLE-ABS-KEY fields, focusing on

s

terms such as “guerrilla marketing,” “social media marketing,” and “digital consumer
behavior.” This strategy was designed to capture studies addressing the convergence of
these concepts within the context of digital marketing. Initial searches retrieved numerous
records across the selected databases; however, relevant results were primarily sourced
from Google Scholar, with a total of 182 records initially retrieved. After removing 37 dupli-
cates, 145 articles remained for title and abstract screening. Following this stage, 59 articles
were selected for full-text evaluation based on their relevance to the research objectives.
Ultimately, 24 studies were included in the final synthesis. These studies were selected

for their empirical strength, methodological transparency, theoretical contribution, and
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direct relevance to the convergence of guerrilla marketing strategies and social media
applications within digital marketing frameworks. Articles without full-text availability
were excluded, to ensure comprehensive content analysis. The screening and evaluation
process followed a transparent and structured strategy that reflects accepted standards for
qualitative reviews in the social sciences. Emphasis was placed on identifying studies that
provide insight into how unconventional, cost-effective, and creative marketing techniques
are adapted and amplified through social media channels. The selected literature covers
diverse aspects of guerrilla marketing, including its psychological impact on consumer
behavior, the role of influencers, content virality, experiential marketing, and branding
within online communities. The final set of studies also highlights the increasing role of
digital platforms in enhancing the visibility, reach, and effectiveness of guerrilla campaigns,
particularly in markets characterized by limited resources and high competitiveness. The
selected studies were then evaluated based on their alignment with the research objectives,
particularly their focus on how guerrilla marketing techniques, social media applications,
and consumer engagement interrelate within digital marketing frameworks. This method-
ological approach allowed for the identification of core themes and recurring patterns,
offering a comprehensive understanding of how guerrilla marketing is operationalized
within contemporary digital ecosystems. The reviewed literature served as a foundational
basis for addressing the central research question concerning the impact of guerrilla mar-
keting on consumer behavior and brand awareness when applied through social media
environments. The research model for this study is presented in Figure 1.

Comprehensive Literature Search
and Selection of Relevant Studies

V

Data Extraction and Thematic Analysis

V

Conclusions (Findings reporting)

Figure 1. Proposed research model.

3. Results
3.1. The Concept and Evolution of Guerrilla Marketing

Despite the growing adoption of guerrilla marketing by practitioners, the concept has
received relatively limited attention in academic literature (Hutter & Hoffmann, 2011). This
limited academic focus may be attributed to the evolving nature of guerrilla marketing
practices and the challenges in systematically studying its diverse and unconventional
approaches. Addressing these gaps underscores the importance of this study in contributing
new insights to the field. Although not a new trend, guerrilla marketing has recently
gained popularity due to its creative ideas, innovative thinking, and financial advantages
in reaching customers more effectively, compared to traditional methods (Jeevan, 2016).
In today’s fast-paced and competitive market, guerrilla marketing’s unconventional and
budget-friendly nature is vital for building a strong brand image and recognition (Al-Attari,
2021). It fosters strong customer relationships by delivering value directly to consumers,
rather than prioritizing business-centric outcomes (Dubauskas & Isoraite, 2022).
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Guerrilla marketing is an innovative and non-traditional marketing technique de-
signed to deliver products or messages to customers distinctively and memorably (Xavier
& Jayan, 2021). The term “guerrilla marketing” was first coined by Jay Conrad Levinson,
who emphasized the critical role of creativity and technology in its success (Levinson, 2007).
It is an approach that relies on time, energy, and creativity, rather than large financial in-
vestments (Levinson, 1998). The core principle is to capture consumer attention by creating
a gap between their expectations and actual experiences (Hutter, 2015). Guerrilla com-
munication campaigns apply various strategic approaches. Ambush advertising involves
gaining exposure through unauthorized associations with events or properties (Chad-
wick & Burton, 2011). Invisible communication employs hidden or embedded messaging
that engages the audience without making the commercial intent immediately apparent
(Finne & Strandvik, 2012). Despite their differences, all these strategies aim to surprise and
emotionally engage consumers.

Guerrilla marketing integrates elements of public relations, advertising, and branding
into an aggressive, highly visual strategy, often utilizing street graphics, unexpected events,
memorable experiences, and viral campaigns (Scozzese & Chionne, 2014). It is a widely
adopted strategy among SMEs, given its flexibility and cost-effectiveness (Azhar, 2022).
Creativity, rebellion, innovation, and imagination are frequently associated with guer-
rilla marketing (Buljubasic¢ et al., 2021). Table 1 summarizes various guerrilla marketing
techniques (Xavier & Jayan, 2021).

Table 1. Types of Guerrilla Marketing.

Type Description Example/Note

Placing an interesting,

Ambient Marketing attention-grabbing objectina  Large objects on streets, product

highly visible place to surprise placements in media.
consumers.
. Ambushmg an event or Billboard rivalry between BMW
Ambush Marketing space to gain exposure against and AUDI
competitors. ’
. Marketing to consumers Product placement in films and
Stealth Marketing without their awareness. subtle ads on social media.
Creating buzz through
Viral /Buzz Marketing word.-of—mo.uth and soc?lal Making a product or br.ar}d
media sharing to amplify newsworthy and entertaining.

marketing messages.

To ensure optimal influence across social networks, advertisers must carefully select
seed content creators and initial consumer targets to ignite viral campaigns (W. Chen et al.,
2015). Guerrilla marketing remains a potent tool for shaping consumer behavior, increasing
sales, and executing non-traditional promotional efforts. It also facilitates creative brand
exposure within limited budgets and is particularly effective in resource-constrained and
highly competitive environments (Dubauskas & Isoraite, 2022).

3.2. The Synergy Between Guerrilla Marketing and Social Media Applications

Studies demonstrate a strong synergy between guerrilla marketing tactics and social
media platforms, highlighting their combined potential to amplify marketing outcomes.
Barbosa et al. (2022) showed that frequent Facebook users are more likely to engage
with guerrilla marketing content, suggesting that habitual social media use increases ex-
posure and interaction. Similarly, Dahlén et al. (2009) found that consumers perceive
guerrilla campaigns as valuable tools that positively influence word-of-mouth communi-
cation. Guerrilla marketing significantly enhances brand awareness, which in turn plays
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a crucial role in shaping consumer purchasing decisions (Azhar, 2022). Collaborating
with influencers—particularly on platforms like Instagram—has proven to be an effective
strategy for brand promotion and product sales, as influencers’ close relationships with
their followers strongly shape brand perception and trust (Buljubasic¢ et al., 2021).

Social media functions as a medium for both direct and word-of-mouth marketing.
While the latter is generally more effective and cost-efficient, it remains underutilized
by many brands (Kumar et al., 2017). This underutilization can be attributed to factors
such as lack of strategic planning, difficulties in measuring word-of-mouth impact, and
the challenge of managing and encouraging authentic consumer advocacy. Recognizing
these barriers is critical to maximizing the benefits of guerrilla marketing through social
media. These platforms have become essential tools for fashion brand marketing and
advertising, offering visually engaging and interactive experiences (Manikonda et al.,
2015). For instance, Self-Portrait’s S520 campaign creatively collaborated with bakeries
around the world to distribute 1200 food-filled limited-edition totes—a guerrilla tactic
that generated organic social buzz through user sharing (Chitrakorn, 2020). Dimobi and
Anyasor (2022) concluded that ambient marketing, ambush marketing, and viral marketing
positively influence consumer buying behavior, especially in the context of carbonated soft
drink products, whereas buzz marketing showed no significant effect. Similarly, Farooqui
(2021) identified street marketing, stealth marketing, and ambush marketing as critical
guerrilla strategies that significantly affect clothing purchase decisions among consumers
in Karachi, Pakistan. Unlike traditional advertising, guerrilla marketing does not require
heavy financial investment. Instead, it relies on imagination, energy, creativity, time, and
strategic information use to execute effective campaigns (Dubauskas & ISoraité, 2022) and
integration with social media platforms, where the viral potential of creative content can
amplify reach, strengthen engagement, and foster emotional connections with audiences.

3.3. Technological Advancements and the Role of Social Media in Digital Marketing

Technological advancements have profoundly reshaped marketing processes, making
them increasingly dynamic, data-driven, and personalized. Social media plays a central
role in this transformation by enabling brands to communicate quickly and directly with
consumers, accelerating interactions, and allowing for more tailored experiences. Unlike
traditional marketing methods, social media not only promotes products and services,
but also reaches a broader and more diverse audience (Weinberg, 2009). Its influence
is further magnified through Social Customer Relationship Management (CRM) tools,
which enable real-time feedback and foster deeper consumer engagement (Luo et al.,
2024). These platforms support more interactive and customer-centric strategies, enhancing
overall marketing effectiveness. As a vital component of digital marketing, social media
influences numerous aspects of promotional activity, encompassing various sub-disciplines
including promotions, sentiment analysis, public relations, marketing intelligence, and
customer management (Tanuri, 2010). Its inherently viral nature makes it a compelling
and powerful channel for businesses seeking to extend their market reach and influence
(Xiang & Gretzel, 2010).

Artificial Intelligence (AI) has emerged as a transformative force within social media
marketing, drastically altering how brands interact with their audiences. Al plays a cru-
cial role in measuring campaign performance while enhancing user experience through
tools like chatbots, virtual influencers, and augmented reality (AR)—all contributing to
more engaging and personalized interactions (Omeish et al., 2024). By enabling real-
time, tailored communication, Al has revolutionized traditional digital marketing models
(S. C. Chen & Lin, 2019). Chatbots offer instant and customized responses, virtual influ-
encers create authentic and engaging content, and AR delivers immersive brand expe-
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riences. These innovations not only improve customer service, but also build stronger
emotional connections with consumers, increasing trust and brand loyalty. However, the
use of Al also raises concerns regarding data privacy, algorithmic biases, and ethical impli-
cations, which marketers must carefully navigate to maintain consumer trust and fairness.
Additionally, Al enhances data analytics capabilities, providing deeper insights into con-
sumer behavior and preferences, which helps businesses optimize marketing strategies
and improve ROL

The evolution of marketing definitions over time reflects a broader shift—from viewing
marketing as a business function focused on distribution to recognizing it as a compre-
hensive organizational process centered on value creation and relationship building. This
progression is largely facilitated by the expanding influence of social media. Social media
acts as a hybrid element, blending traditional and digital marketing strategies into a more
integrated and multifaceted promotional mix (Mangold & Faulds, 2009).

To adapt to these developments, companies continuously refine their digital strate-
gies by leveraging the unique strengths of platforms such as Facebook, Twitter (now X),
Instagram, and YouTube (Leonardi et al., 2013). Facebook, launched in 2004, remains
one of the most widely used platforms worldwide, facilitating direct interaction between
brands and users, while also serving as a critical tool for content creation, engagement, and
market insight collection (Simon & Tossan, 2018). Its features—such as news feeds and
profile pages—have solidified its status as a cornerstone of digital marketing (Nadaraja &
Yazdanifard, 2013). Moreover, each platform presents unique features and advantages for
integrating guerrilla marketing strategies, such as Instagram’s visual focus aiding creative
campaigns, while Twitter (X) provides real-time engagement opportunities. Exploring
these differences could further optimize guerrilla marketing outcomes.

Twitter, rebranded as “X” since its launch in 2006, enables users to share short mes-
sages and follow others, providing a real-time communication channel for businesses to
deliver updates and engage in public discourse (Kaplan & Haenlein, 2010). Instagram,
launched in 2010, centers on visual storytelling, with influencers playing a key role in
shaping online impulse buying behaviors through their marketing activities (Koay et al.,
2021). Its interactive elements—likes, followers, and comments—are essential in enhancing
brand visibility and consumer engagement. YouTube, acquired by Google, has grown
into a dominant platform for video content distribution, ranging from entertainment to
educational materials. It allows for two-way interactions between users and brands, en-
abling both peer-to-peer and brand-to-consumer communication on a global scale (Agnew
& Sindhav, 2009). Thanks to its vast reach and multimedia versatility, YouTube remains
a powerful tool in the digital marketing toolkit. Despite their benefits, these platforms
also present several challenges. Marketers must constantly adapt to algorithm changes,
ensure content quality, and sustain audience interaction. Successfully navigating these
complexities is essential for companies aiming to use social media effectively for brand
building, audience engagement, and maintaining a competitive edge in an increasingly
digital marketplace.

3.4. Social Media Opportunities and Challenges for Guerrilla Marketing

Social media platforms have become indispensable components of digital marketing
strategies, especially in the context of guerrilla marketing, by providing a diverse array of
opportunities and challenges. Their extensive reach allows brands to capitalize on cost-
effective, highly interactive, and globally accessible communication channels. However,
navigating this complex digital environment requires strategic vigilance, due to inherent
risks and operational complexities.
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Table 2 presents a comparative overview of the primary advantages and disadvantages

of employing social media in guerrilla marketing campaigns.

Table 2. Comparison of Opportunities and Challenges of Social Media Platforms.

Aspect

Opportunities

Challenges

Cost

More cost-effective than
traditional methods; platforms
are often free or low-cost
(Watson et al., 2002; Sheth &
Sharma, 2005).

Hidden costs like time and
expertise may increase overall
expenses.

Reach

Breaks time and location
barriers, enabling global
engagement (Watson et al., 2002;
Sheth & Sharma, 2005; Kohli
etal., 2014).

Wider reach can make content
management across markets
more complex.

Information
Delivery

Real-time, automated sharing of
detailed info; e.g., airlines
benefit from online systems
(Sheth & Sharma, 2005; Kohli
etal., 2014).

Accuracy of content, especially
UGC, can pose reputational and
legal risks (Mendes-Filho & Tan,
2009).

Customization

Enables personalized offers,
services, and experiences (e.g.,
seat selection) (Sheth & Sharma,
2005; Kohli et al., 2014).

Must comply with privacy laws
and maintain user trust (Xiang
& Gretzel, 2010).

Transactional
Capabilities

Facilitates direct sales and
bookings, as seen with Dell and
Amazon (Sheth & Sharma, 2005,
p. 46).

Secure handling of transactions
and data is critical (Steinman &
Hawkins, 2010).

Engagement

Boosts interaction and peer
influence; users trust content
from friends (Hutter, 2015).

Negative feedback spreads fast;
quick brand response is
essential (Simon & Tossan,
2018).

Interactivity

Allows users to engage and
co-create, building loyalty
(Azhar, 2022; Chitrakorn, 2020).

Requires ongoing monitoring
and resources (Barefoot & Szabo,
2009).

Market Targeting

Precise targeting based on
interests; viral campaigns like
Hotmail show success (Dimobi
& Anyasor, 2022; Weinberg,
2009).

Over-targeting or privacy
concerns can damage trust (S. C.
Chen & Lin, 2019).

Customer
Service

Enables fast support via live
chat, FAQs, and varied delivery
channels (Luo et al., 2024;
Tanuri, 2010).

Scaling quality service needs
proper staffing and tools
(Barefoot & Szabo, 2009).

Brand Protection

Hard to control trademark use;
requires monitoring and legal
actions (Steinman & Hawkins,
2010).

User-Generated
Content

Builds trust and visibility
through community
contributions (Mendes-Filho &
Tan, 2009).

Legal and reputational risks;
many executives remain
cautious, due to limited
understanding (Mendes-Filho &
Tan, 2009)
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On the opportunity side, social media enables brands to achieve wide audience reach,
reduce marketing expenses, engage in personalized interactions, and enhance customer
service capabilities. These platforms facilitate transactional functions and foster consumer
engagement through high levels of interactivity and the generation of user-generated
content (UGC). Such factors contribute substantially to improving brand visibility and
fostering customer loyalty, as supported by various studies (Kaplan & Haenlein, 2010).

Conversely, social media marketing poses several challenges. It demands signifi-
cant investments of time and resources for content management, platform monitoring,
and prompt feedback response. The protection of intellectual property rights remains a
persistent concern, given the frequent misuse of trademarks and copyrighted materials
online (Steinman & Hawkins, 2010). Moreover, issues surrounding privacy, trust, and
security must be carefully addressed to sustain consumer confidence (Ratnasingham, 1998).
The incorporation of UGC introduces legal complexities related to content credibility and
copyright infringement, while negative feedback or reviews, if not managed swiftly, can
rapidly damage brand reputation (Cheung et al., 2009).

From a guerrilla marketing perspective, the fusion of creativity, surprise, and social
media’s viral nature generates a powerful synergy for brand exposure. Guerrilla tactics
such as flash mobs, unexpected street art, or interactive online challenges can achieve
exponential visibility when disseminated via platforms like Instagram, TikTok, and X
(formerly Twitter). This virality reduces dependence on large advertising budgets by
harnessing organic user engagement, enabling brand messages to spread peer-to-peer
effectively. However, the unpredictability of social media audiences means that campaigns
may backfire if perceived as intrusive, offensive, or inauthentic. This underlines the
importance of cultural sensitivity, authenticity, and real-time monitoring. Therefore, while
social media offers substantial potential for guerrilla marketing, it simultaneously requires
proactive and strategic management to mitigate inherent risks. Brands must carefully
balance leveraging creative opportunities with addressing the challenges posed by the
digital environment.

In particular, the risk of “backfiring” can increase when guerrilla campaigns include
surprise or disruptive elements that may not resonate well with all audience segments.
Intrusive content has the potential to generate negative brand perceptions, rapid spread of
criticism, or organized backlash. Furthermore, audience sensitivity to authenticity means
that campaigns perceived as manipulative or insincere might face challenges in achieving
their intended outcomes. To address these concerns, it is important for brands to carefully
analyze their target audiences, consider pre-testing campaign components, and be prepared
to respond promptly to any negative feedback. Such measures can help improve the overall
effectiveness and resilience of guerrilla marketing efforts on social media platforms.

Guerrilla marketing, while innovative and cost-effective, raises significant ethical
concerns, particularly when deployed on social media platforms. One primary issue is
the invasion of privacy. Techniques such as capturing candid reactions from individuals
without their consent or utilizing personal data for targeted campaigns can violate privacy
rights and erode consumer trust (Martin & Smith, 2008). Additionally, the use of fear-
appeal advertisements and attention-grabbing tactics can cause distress or anxiety among
consumers, leading to ethical dilemmas regarding emotional manipulation (Sameen, 2025).
Intellectual property rights also pose challenges in guerrilla marketing. Unauthorized
use of copyrighted materials, such as music or logos, can result in legal repercussions
and damage to brand reputation (Martin & Smith, 2008). Moreover, cultural sensitivity
is crucial; campaigns that are well-received in one cultural context may be offensive in
another, highlighting the need for marketers to be aware of cultural nuances (Sameen,
2025). Environmental impact is another consideration. Guerrilla marketing often involves
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physical installations or materials that can contribute to litter and pollution if not properly
managed (Martin & Smith, 2008). Furthermore, safety concerns arise when campaigns
disrupt public spaces or involve risky stunts, potentially endangering participants and
bystanders (Sameen, 2025). To mitigate these ethical issues, marketers must prioritize
transparency, obtain necessary permissions, respect cultural differences, and ensure the
safety and privacy of individuals involved. By adhering to ethical standards, guerrilla
marketing can remain a powerful tool for engagement without compromising consumer
rights or societal norms.

Recent research across diverse industries reinforces the fact that social media market-
ing enhances engagement and trust through tailored strategies, with direct implications for
guerrilla marketing. Santoso et al. (2023) demonstrate that in Indonesia’s ice cream sector,
brands significantly boost consumer awareness by selecting appropriate influencers, lever-
aging trend-responsive content formats like interactive quizzes and live streams, and main-
taining active engagement. Similarly, in the hospitality domain, Uludag et al. (2024) reveal
that digital marketing features—namely interactivity, ubiquity, and credibility—promote
green consumer brand engagement and strengthen loyalty among hotel customers, empha-
sizing the importance of authenticity and sustained engagement. Further, Hu et al. (2024)
find that social media marketing campaigns shape green values and support repurchase
intentions for eco-friendly products by positioning sustainability as part of brand identity.
In education, Altamira et al. (2023) highlight how creative, visually engaging content on
Instagram drives higher audience participation for vocational institutions. Conversely,
Bitakou et al. (2023) show that despite its strategic intent, social media marketing in the
Greek winery sector sometimes fails to foster sufficient engagement, indicating that content
relevance and resonance with target audiences remain critical. Integrating these insights,
the current discussion underscores the fact that while guerrilla marketing gains amplified
impact when paired with social media’s interactivity and reach, success ultimately depends
on contextual alignment, creative authenticity, and strategic adaptation.

4. Discussion

This study set out to investigate the synergistic integration of guerrilla marketing tech-
niques with social media applications within the broader framework of digital marketing.
The comprehensive review of existing literature highlights the increasing significance of un-
conventional marketing strategies in a market environment that is progressively digitalized
and driven by empowered consumers. Guerrilla marketing—characterized by its creativity,
cost-efficiency, and reliance on surprise elements—has been empirically demonstrated to
exert a substantial influence on consumer engagement, brand perception, and purchase
behavior (Dubauskas & ISoraite, 2022; Azhar, 2022). When combined with the interactive
and viral capabilities of social media platforms, these effects are further magnified, enabling
brands to access wider audiences while operating with limited resources.

Empirical evidence substantiates this synergistic relationship. For example, Barbosa
et al. (2022) found that frequent Facebook users exhibit greater receptivity to guerrilla
marketing content, whereas Buljubasi¢ et al. (2021) emphasized the pivotal role of influ-
encer collaborations on Instagram in shaping consumer perceptions and driving purchase
decisions. These findings correspond with broader literature underscoring the power of
peer influence and parasocial interactions within social-media marketing contexts (Ku-
mar et al., 2017). Moreover, real-world campaigns such as Self-Portrait’s S520 tote bag
distribution illustrate how guerrilla strategies can be creatively tailored for social platforms
to generate buzz, enhance brand recall, and stimulate valuable user-generated content
(Chitrakorn, 2020).
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The effectiveness of guerrilla marketing, however, appears to be context-dependent,
varying across industries and cultural milieus. Dimobi and Anyasor (2022) reported that
ambient and viral marketing significantly influence purchasing behavior in the carbonated
soft drink sector, while Farooqui (2021) identified stealth and street marketing as particu-
larly effective in the fashion industry. These sector-specific variations suggest that cultural
norms and product characteristics play a mediating role in the success of guerrilla tactics.
Furthermore, the consistent advantage of guerrilla marketing lies in its cost-effectiveness,
making it an especially attractive strategy for small and medium-sized enterprises (SMEs)
facing budgetary constraints.

Despite demonstrated benefits, guerrilla marketing remains underexploited within
digital marketing strategies. Word-of-mouth mechanisms, although widely acknowledged
for their influence, are frequently neglected in favor of more direct, yet less engaging,
promotional approaches (Kumar et al., 2017). This gap represents a promising avenue for
strategic enhancement, wherein marketers could better harness social media’s interactive
features to facilitate organic, peer-driven brand diffusion. This underutilization may be
attributed to several factors, including a lack of awareness among marketers regarding
the full potential of this integration, perceived difficulties in executing such campaigns
effectively, and concerns about the risks associated with unpredictable audience reactions.
Additionally, the complexity of managing real-time interactions and the need for specialized
skills may deter some organizations from fully embracing guerrilla tactics within digital
marketing strategies. Addressing these challenges through increased education, strategic
planning, and resource allocation could facilitate broader and more effective use of guerrilla
marketing in social media contexts. The integration of guerrilla marketing with social
media transcends mere expansion of digital reach; it fundamentally transforms how brands
communicate value, engage with audiences, and cultivate long-term relationships. Success
in this evolving domain demands not only creativity and precise timing, but also a profound
understanding of audience behavior and platform-specific dynamics.

In synthesizing the reviewed literature, it becomes clear that while individual stud-
ies contribute valuable insights, there is a need to integrate these findings to develop a
holistic understanding of how guerrilla marketing and social media interplay across var-
ious contexts. This synthesis reveals core themes such as the amplification of consumer
engagement through virality, the critical role of influencers in shaping brand narratives,
and the contextual variability influenced by industry and culture. By comparing and
contrasting these studies, the discussion highlights both convergent findings—such as the
effectiveness of peer influence—and divergent results that point to gaps in knowledge, par-
ticularly regarding long-term brand equity impacts. Moreover, this integrated perspective
emphasizes that the convergence of guerrilla marketing and social media is not merely
additive, but synergistic, creating dynamic feedback loops between brand activities and
consumer responses. The discussion thus moves beyond description to critically analyze
how these mechanisms function collectively, providing a roadmap for future research to ad-
dress unresolved questions and for practitioners to design more nuanced, context-sensitive
marketing strategies.

Guerrilla marketing combined with social media platforms presents unique opportu-
nities for brands to engage consumers creatively and cost-effectively, leveraging the viral
and interactive features of digital channels. The reviewed studies reveal that this integra-
tion enhances brand awareness and consumer participation, especially through influencer
partnerships and word-of-mouth mechanisms. Nonetheless, the impact of these strategies
is influenced by factors such as industry type, cultural context, and technological advance-
ments like artificial intelligence. At the same time, challenges persist, including adapting to
platform algorithm changes, content overload, and sustaining audience interest over time.
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These limitations suggest that while guerrilla marketing holds considerable promise within
digital environments, marketers must continuously refine their approaches to maximize
effectiveness. Addressing these constraints through further empirical investigation will
contribute to a more nuanced understanding of how guerrilla marketing can sustainably
influence consumer behavior and brand equity in evolving social media landscapes.

Future empirical research is essential to evaluate the long-term impacts on brand
equity and to develop adaptable frameworks that guide the effective fusion of guerrilla
and social media marketing across diverse market contexts.

5. Conclusions

This study has comprehensively examined the integration of guerrilla marketing tech-
niques with social media applications within the expansive realm of digital marketing.
Based on a systematic review of the literature, the analysis reveals that guerrilla marketing—
characterized by its emphasis on creativity, surprise, and cost-effectiveness—achieves
heightened impact when deployed through the dynamic, interactive, and far-reaching
nature of social media platforms. Empirical evidence suggests that this synergistic fu-
sion substantially boosts consumer engagement, fortifies brand awareness, and shapes
purchasing behaviors across a variety of industries and demographic segments.

The studies reviewed indicate that particular guerrilla tactics—such as ambient, viral,
stealth, and ambush marketing—demonstrate enhanced effectiveness when propagated
through digital channels that enable peer-to-peer communication and rapid content dissem-
ination. Social media not only functions as an efficient conduit for guerrilla campaigns, but
also plays a vital role in the co-creation of brand narratives through mechanisms like user-
generated content and influencer participation. Campaigns such as Self-Portrait’s limited-
edition tote distribution exemplify how innovative guerrilla initiatives can generate organic
buzz and increase brand visibility without necessitating extensive advertising budgets.

Moreover, the findings underscore the fact that the success of guerrilla marketing
strategies is context-sensitive, influenced by factors such as industry sector, cultural en-
vironment, and consumer behavior. Nevertheless, the consistent advantage of low-cost
investment combined with high consumer engagement renders guerrilla marketing par-
ticularly appealing for small and medium-sized enterprises (SMEs) navigating resource
constraints. The strategic integration of guerrilla marketing with social media applica-
tions thus emerges as a powerful approach for brands aiming to differentiate themselves,
achieve virality, and foster meaningful consumer connections in today’s highly competitive
digital marketplace. As the digital ecosystem evolves, marketers must maintain agility
and creativity, harnessing the complementary strengths of guerrilla tactics and social me-
dia interactivity to sustain relevance, emotional resonance, and competitive advantage.
This study consolidates previously fragmented insights in the literature and proposes a
clearer conceptual framework for understanding the practical interplay between guerrilla
marketing and social media. By highlighting the practical significance of this integration—
particularly for resource-constrained SMEs—it offers actionable guidance for applying
cost-effective, high-impact strategies in evolving digital environments. This study con-
tributes by offering a systematic synthesis of the existing research on guerrilla marketing
and social media integration, providing a clearer overall framework that can guide future
investigations. Furthermore, the findings underline the practical relevance of this inte-
gration for marketers, especially SMEs, by highlighting its potential as an accessible and
innovative strategy in digital marketing.

While the current literature provides valuable insights into the guerrilla marketing—
social media nexus, further empirical investigation is warranted to assess long-term impacts,
including sustained brand loyalty, consumer trust, and return on investment. Future re-
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search should explore variations in consumer responses across platforms (e.g., Instagram
versus TikTok), demographic groups, and cultural contexts, to refine strategic marketing
frameworks. Additionally, experimental and longitudinal studies could illuminate un-
derlying psychological drivers—such as surprise, emotional engagement, and perceived
authenticity—that catalyze consumer participation in guerrilla social media campaigns.
Finally, ethical considerations merit attention; research must address the potential risks of
consumer backlash stemming from intrusive or ambiguous messaging, thereby guiding the
development of responsible and ethical implementation guidelines for marketers.
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