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Abstract
Purpose – The purpose of this paper is to test the consumer-perceived value of non-traditional media, and the moderating effects of brand reputation,
appropriateness and expense.
Design/methodology/approach – The approach takes the form of an experimental study of six (real) campaigns, manipulating media type and brand
reputation (with appropriateness and expense measured within subjects).
Findings – Non-traditional media enhance consumer-perceived value. The effects are greater for low- than for high-reputation brands. High-reputation
brands are more sensitive to the appropriateness and expense of the marketing. Consumer-perceived value leads to higher purchase and word-of-
mouth intentions.
Research limitations/implications – The analysis of the mediating effects of consumer-perceived value is exploratory and requires follow-up. Being
a first test of the effects of non-traditional media, no discrimination was made between different types. This requires further attention.
Practical implications – The paper shows that non-traditional media enhance the consumer-perceived value of marketing, and suggests that
consumer-perceived value is important in generating purchase and word-of-mouth intentions. The approach also gives advice with respect to brand
reputation, budget (expense) and appropriateness of marketing.
Originality/value – The paper is a first academic test of non-traditional media/guerrilla marketing; it argues that marketing must generate consumer-
perceived value in order to be successful and finds support for this; and employs previously neglected (but highly current) variables such as
appropriateness and expense. The paper is valuable in its high action-orientation.
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An executive summary for managers and executive

readers can be found at the end of this article.

Around 8 a.m. on 31 January 2007, the Boston city police

was alerted about suspicious light displays in and around

the city. Identifying them as possible explosive devices, they

rallied the bomb squad. Within the hour, several subway

stations, bridges, and a portion of Interstate 93 were closed

for the disarmament of the devices, events that were

covered by live TV and drew large on-site crowds of

spectators. Eventually, someone recognized a light display as

a character from the Cartoon Network’s Aqua Teen Hunger

Force (ATHF) TV series. The rumor spread like wildfire on

the internet until the network, later in the afternoon, issued

a statement that the light displays were part of an outdoor

marketing campaign for the launch of the upcoming ATHF
movie.

The ATHF campaign is one of the most high-profiled
examples of the increasingly popular use of non-traditional

media, often called guerrilla marketing. Brandweek (2007)

labeled the campaign a fiasco, expecting marketers to steer
clear of guerrilla marketing for a foreseeable future, and

recommending “a reassessment of the potential price of what
used to be known as a low-cost method to generate buzz”.

The purpose of this paper is to make such an assessment; of
the consumer-perceived value of non-traditional media and of

factors influencing its value. Marketing in non-traditional

media has gained much industry attention and received
increasing shares of marketing budgets the last few years.

“Alternative out-of-home advertising” media was forecast to
grow by 20 percent in 2006, amounting to a total spending of

26 billion USD (PQMedia, 2006). As suggested in a New York
Times (2007) article headline: Anywhere the eye can see, it’s
now likely to see an ad”.

In an experimental study, we compare subjects’ perceived
value of marketing in non-traditional media versus marketing

in traditional media, investigating whether two of the most
signifying traits of marketing in non-traditional media, (lower)

appropriateness and (lower) expense, moderate the effects.
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Furthermore, we compare campaigns between high- and low-

reputation brands.
Popularized by Jay Levinson in the 1980’s, guerilla

marketing was originally defined as an unconventional way

of performing marketing activities in non-traditional media on

a very low budget (see Levinson, 1984; Levinson and

McLaughlin, 2005). As a result, non-traditional media

campaigns often include controversial methods, such as

ATHF’s light displays, FHM’s soccer match streaker (with the

magazine’s logo painted on his naked body) or cell phone

producer SonyEricsson’s use of “fake tourists” asking people

to photograph them with the company’s new camera phone.

Whereas these non-traditional media may win consumers’

attention, the question remains whether it wins their

appreciation?
Although stemming from a “low-budget” definition, the last

few years have witnessed an increased use of expensive non-

traditional media campaigns by large companies such as, for

example, Adidas (arranging sprinter competitions on

skyscrapers) and Red Bull (repainting entire city streets).

Does the campaign budget influence consumer-perceived

value of the marketing? Along with a bigger wallet, these

companies also bring a higher reputation than the original,

often small and low-reputable, guerrilla marketers. Brand

reputation can be defined as the expectations consumers have

on a brand and the standard they measure its actions by,

based on their previous experiences of the brand and its

visibility in the marketplace (see Chaudhuri, 2002; Herbig

and Milewicz, 1995). As illustrated in the ATHF case, we

hypothesize that high-reputation brands are more sensitive to

the perceived appropriateness of their non-traditional media

activities. Furthermore, whereas saving advertising dollars

would be a major reason for low-reputation brands to engage

in non-traditional media, low perceived expense could have a

negative effect on high-reputation brands as consumers expect

more from them.

Non-traditional media and consumer-perceived
value

A projected US ad spending in 2007 above 300 billion dollars

(Phillips and Noble, 2007) produces an overwhelming

amount of ads that consumers are no way near of being

able (and even less willing) to attend to. In fact, research

shows that consumers are avoiding traditional advertising with

increasing success, either with new technology or mentally

(e.g. Dahlén and Edenius, 2007; Speck and Elliot, 1997). To

succeed in this age of selective and empowered customers,

many authors argue that one must create marketing that

possesses value “in and of itself” (e.g. Ducoffe and Curlo,

2000; Morris et al., 2002, Phillips and Noble, 2007).

Consumers screen out most advertising because its

perceived baseline value is so low that they do not consider

individual ads worth attending to (Ducoffe and Curlo, 2000).

Advertising is an exchange between advertisers and

consumers, where consumers give their time and cognitive

effort and expect to receive something of value in return (the

main value components have been found to be entertainment

and information, Ducoffe, 1995, 1996). Low perceived value

tends to result in negative consumer responses (tuning out, or

unfavorable ad evaluations) whereas high perceived value

produces positive responses.

We believe that the measurement of consumer-perceived

value may be particularly interesting in the investigation of

non-traditional media. The publicity-seeking logic of

employing non-traditional media is likely to generate

attention (which is the point at which many assessments

stop in practice), but as the ATHF case suggests, the attention

may be negative and hurt both the advertiser and people’s

perceptions of an entire marketing discipline. Overall, (less

controversial forms of) non-traditional media could also be

expected to generate positive emotions and liking, simply
because of its novel form (see Dahlén, 2005). Consumer-

perceived value, on the other hand is a cognitive assessment of

the value consumers derive from the ad, and focuses both on

what the advertiser gains (e.g. positive evaluations), and on

what the consumer receives. This focus on mutual benefits

gives valuable input in the assessment of new marketing forms

(Ducoffe, 1995, 1996).
We hypothesize that marketing in non-traditional media

enhances consumer-perceived value. Enhancing consumer-

perceived value need not be a matter of producing more

entertaining or informative content; it could quite possibly be

a matter of form as well. For example, Dahlén and Edenius

(2007) found that the employment of an egg or an elevator

panel increased the perceived information value of a message

compared to when it was exposed in a newspaper. Similarly,

rhetorical figure research suggests that the manner in which a
message is communicated may have an entertainment value in

itself, so that clever manners are perceived as more

entertaining (e.g. Toncar and Munch, 2001). Therefore, we

expect the employment of non-traditional media to enhance

consumer-perceived value:

H1. Employment of non-traditional media enhances

consumer-perceived value.

Moderating effects of brand reputation

Brand reputation is a backward-looking asset with forward-

looking benefits; it is the goodwill consumers ascribe to a

brand based on their previous encounters with it (e.g. Herbig

and Milewicz, 1995). Based on positive previous experiences

with the brand, for example, through advertising and product

consumption, consumers form positive expectations about
future encounters with it. Numerous studies show that a high

brand reputation provides the brand with a favorable first

hearing: its advertising receives greater impact (Chaudhuri,

2002) and is interpreted in a more positive manner (Jain,

1993; Mitra and Golder, 2006). As the brand reputation in

itself is an assessment of its value to consumers (Chaudhuri,

2002), although never tested, one could safely assume that the

baseline value of a high-reputation brand’s advertising is high.

The opposite would be true for a low-reputation brand; in

lack of a high reputation, its baseline perceived value is low. In
light of this, we expect that low-reputation brands have more

to gain from employing non-traditional media. Whereas the

brand in itself produces value in a high-reputation brand’s

advertising, a low-reputation brand would be more dependent

on the form of the advertising:

H2. Employment of non-traditional media enhances

consumer-perceived value more for low- than high-
reputation brands.

According to guerrilla marketing logic, non-traditional media

provide a way to break out of the mold of traditional
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advertising (see Levinson and McLaughlin, 2005). This may

produce controversy (Waller, 1999). According to Dahlén and

Edenius (2007), traditional media are a kind of negotiated

space, where consumers have accepted and learned to

encounter advertising, in exchange for, for example, more

entertaining TV programming or more informative

newspapers. The negotiated advertising space is taken for

granted, as consumers have adjusted their behaviors and

expectations to it. However, outside this space, new

negotiations may be called for. Consumers are more likely

to be attentive to the appropriateness of the advertising when

encountering the unconventional means of a non-traditional

media campaign than when facing advertising in a traditional

space.
We expect that the “negotiation effect” will be most

pronounced for high-reputation brands. The more a brand

has to gain from its high reputation, the more it also has to

lose. As suggested by Milewicz and Herbig (1995), the value

of the brand’s reputation is directly proportional to its

fragility. A high reputation not only means that consumers

like what they have seen of the brand in the past, but also that

they expect that they will like what they see in the future.

Thus, a high-reputation brand is almost by definition set to a

high standard, consumers have seen consistent high quality
from the brand and expect to do so in the future as well.

These expectations include the brand’s advertising. The

notion of expectations is highly interesting in assessing the

value of non-traditional media marketing, as it per definition

employs unconventional means (in more dramatic instances

they may be naked men, or unidentified light bulbs), means

that may be perceived as inappropriate. In determining the

value of a high-reputation brand’s advertising, consumers not

only factor in the advertising itself but also their expectations

of the brand’s high standard. Therefore, we could assume that

the perceived appropriateness of a non-traditional media

campaign affects the perceived value of the advertising, as

consumers relate it to their high expectations of the brand.

Inappropriate advertising would not be worthy of the high-

reputation brand and, thus, attenuate the value of the non-
traditional media.

In lieu of a high reputation as an asset, a low-reputation

brand also lacks the liability of a high reputation, in the sense

that it does not have a particularly high standard to live up to.

Consumers do not expect the brand to yield consistent high

quality in its marketing, and are less likely to consider whether

the advertising is worthy of the brand when assessing its value.

Therefore, we would not expect the perceived appropriateness

of employed non-traditional media to moderate the
consumer-perceived value for low-reputation brands. This

leads us to H3:

H3. Perceived appropriateness moderates the effect of non-

traditional media on consumer-perceived value for

high- but not low-reputation brands.

Outside the negotiated space of traditional advertising,

consumers would be more likely to ponder on the value

exchange between the advertiser and the receiver; what does

the advertiser offer in exchange for the increased space?

Focusing on the advertiser’s gain rather than its offer,

conventional wisdom has suggested that low cost would be

one of the primary benefits of non-traditional media (e.g.

Morris et al., 2002). Turning the tables, one could assume

that low cost would actually mean reducing the value the

advertiser provides to consumers; giving less while asking for

more (space). From this perspective, increased (rather than

reduced) expense would be preferred for a non-traditional

media campaign.
Marketing signal research suggests that high advertising

expense functions as a signal of the advertiser’s effort (e.g.

Kirmani, 1997). The high standard that consumers set a high-

reputation brand to should include this effort. A high

advertising effort (as signaled by advertising expense) would

be part of the advertising exchange between the brand and the

consumer. As the consumer devotes effort to the advertising

(giving her time and mind to it), so should the advertiser.

Because of the consumer’s high expectations, a low effort on

behalf of the high-reputation brand would result in an

inequitable exchange, where the consumer concludes that she/

he has given more to the exchange than the advertiser has

(Phillips and Noble, 2007). Therefore, we expect that the

consumer-perceived value of non-traditional media increases

with perceived expense for a high-reputation brand.
As consumers do not have high expectations regarding the

value of a low-reputation brand’s advertising, the likelihood is

small of an inequitable exchange. Not expecting to devote

much energy to the advertising, they would not require the

low-reputation brand to do so either. Therefore, we would not

expect the perceived expense of a guerilla marketing campaign

to moderate the consumer-perceived value for low-reputation

brands. This leads us to H4:

H4. Perceived expense moderates the effect of non-

traditional media on consumer-perceived value for

high- but not for low-reputation brands.

Method

We tested the hypotheses with a full-factorial design: 2

(traditional media/non-traditional media) £ 2 (high/low

reputation) £ 2 (high/low appropriateness) £ 2 (high low

expense). Media type and brand reputation were manipulated

between subjects. Appropriateness and expense were

measured within subjects.

Stimulus development

Striving for ecological validity, we decided to use real non-

traditional media campaigns in the development of test

stimuli. To reduce any confounding effects of previous

exposure, we chose six real, international campaigns and

adapted them to domestic brands and environments. They

were chosen from a pool of 15 campaigns listed by five

advertising agencies working with non-traditional media. The

selection criteria were that campaigns should be easily

reproduced in a domestic setting and that, between them,

they should cover a spectrum of different product categories.

The six campaigns are listed in Table I. Posters were chosen

as the traditional advertising space, as they would fit in all the

same (out of home) settings and situations as the non-

traditional media campaigns (and the test brand would be the

only advertiser on a poster, thus not adding the complexity of

competitive interference).
We designed the experimental stimuli in accordance with

Dahlén (2005) and Dahlén and Edenius (2007). The brand

logos and messages were exposed on the different media and

photographed. This is in line with McQuarrie and Mick’s

The consumer-perceived value of non-traditional media

Micael Dahlén, Anton Granlund and Mikael Grenros

Journal of Consumer Marketing

Volume 26 · Number 3 · 2009 · 155–163

157



(1996) conclusion that photographs are iconic signs that yield

the same reactions as the objects they depict.
We used real, familiar brands for the test. A total of 37

student subjects rated the reputations of a number of brands

in each of the six product categories, using three items on a 1-

7 scale (“this is a popular brand,” “this brand has high

esteem” “this brand has status”, Cronbach’s alpha ¼ 0.85)

taken from Chaudhuri (2002). The brands with the highest

reputation ratings in each category were chosen to represent

high-reputation brands and the brands with the lowest

reputations in each category were chosen to represent low-

reputation brands. The mean ratings were M ¼ 5.4 for the

high-reputation brands and M ¼ 2.2 for the low-reputation

brands.

Procedure

The subjects were 398 business students at two large college

campuses. They were recruited by researchers in (non-

marketing-related) seminars and took part in the experiment

during seminar breaks. They were randomly assigned to one

of the four cells (high-reputation/low-reputation brand,

guerrilla/poster), making a cell size of approximately 100

subjects. The cover story simply stated that the researchers

were interested in the respondents’ views on marketing.

Without further instruction, the questionnaires were handed

out. The first page contained one of the photographs below a

brief written scenario to simulate a real-life situation. For

example, in the airline scenario, subjects were asked to

imagine being at the airport, while in the sports apparel

scenario, subjects were asked to imagine walking up to a litter

bin to toss something. Subjects were free to view the

photograph for as long (or short) as they liked, just as they

would in a real setting.

Measures

Consumer-perceived value was measured with three items

(responses were recorded on a scale from 1 ¼ totally disagree

to 7 ¼ totally agree) taken from Ducoffe (1995, 1996):
1 the advertising is valuable;
2 the advertising is useful;
3 the advertising is important.

The items were averaged to produce an index (Cronbach’s

alpha ¼ 0.81).
Perceived appropriateness was measured with four items

(responses recorded on the same scale as the previous

measure):
1 the advertising is legitimate;
2 the advertising is ethical;
3 the advertising is unsuitable (reverse-coded);
4 the advertising is unbecoming (reverse-coded).

They were averaged to produce an index (Cronbach’s

alpha ¼ 0.85).
Perceived expense was measured with the question, “How

much do you think this advertising campaign cost?”

Respondents rated the advertising on a scale ranging from

1 ¼ less than an average campaign, to 7 ¼ more than an

average campaign. Similar measures have been used by

Ambler and Hollier (2004) and Kirmani (1990).
We also measured purchase intention and word-of-mouth

(WOM) intentions, to explore whether a higher consumer-

perceived value translates into more benign behaviors towards

the brand.
Purchase intention was measured with the question “If you

were in the market for such a product, would you buy this

brand?” Responses were recorded with two items, likely/

unlikely, and probably/improbable. They were averaged to

form an index (r ¼ 0.89). The measure was taken from

Chapman and Aylesworth (1999).
WOM intention was measured with a single item, taken

from Bowman and Narayandas (2001): “how many persons

would you tell about the campaign”? Respondents were free

to choose any number of persons.

Results

First, we used median splits to divide our within-subjects

variables into high/low groups of perceived appropriateness

and expense. Next, we ran an ANOVA (multivariate analysis

of variance) including the effects on consumer-perceived

value of all factors simultaneously. Please refer to Table II.

Media type (traditional versus non-traditional) had a main

effect on perceived consumer-perceived value (as well as

purchase and WOM intentions) (F ¼ 3.94, p , 0.01), and so

did brand reputation (F ¼ 10.67, p , 0.01). As hypothesized,

media type and brand reputation also produced a significant

interaction effect on the dependent variable (F ¼ 5.07,

p , 0.01). Whereas perceived appropriateness had a main

effect (F ¼ 2.09, p , 0.01) and perceived expense had not,

Table I Guerrilla marketing campaigns included in the study

Category Media

Airline Carton of eggs placed on airport baggage

carousel with brand logo and text “Delivered

by:”

Sparkling water City fountain shaped as bottle neck with

brand logo printed on

Detergent “Crime-scene silhouette” in the shape of a

shirt, chalked around stains on the boardwalk

with brand logo and text “Try:”)

Ready-made soup Cup of soup painted on steaming manhole

with brand logo and text “Steaming hot”

Sports apparel Basket ball rim placed over litter bin with

brand logo

Condoms Condom painted over pedestrian crossing

knobs on boardwalk with brand logo and text

“With pleasure knobs”

Table II ANOVA results

Campaign type F ¼ 3.94 p , 0.01

Brand reputation F ¼ 10.67 p , 0.01

Appropriateness F ¼ 2.09 p , 0.01

Expense F ¼ 0.85 n.s.

Campaign type 3 brand

reputation F ¼ 5.07 p , 0.01

Campaign type 3 brand

reputation 3 appropriateness F ¼ 6.12 p , 0.01

Campaign type 3 brand

reputation 3 expense F ¼ 4.33 p , 0.01
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both factors produced significant three-way interactions with

campaign type and brand reputation as hypothesized: The

media type £ brand reputation £ appropriateness

interaction term was significant at F ¼ 6.12 ( p , 0.01) and

the media type £ brand reputation £ expense interaction

term at F ¼ 4.33 ( p , 0.01).
Table III displays the planned comparisons for our

hypothesis tests. Overall, the non-traditional media

campaigns generated significantly higher consumer-

perceived value than the traditional campaigns,

Mguerrilla ¼ 4.01 vs. Mtraditional ¼ 3.35 ( p , 0.01). H1 is thus

supported. In support of H2, the difference between the non-

traditional campaigns and the traditional campaigns is greater

for the low-reputation brands (Mguerrilla ¼ 3.82 versus

Mtraditional ¼ 2.74, p , 0.01) than for the high-reputation

brands (Mguerrilla ¼ 4.43 vs. Mtraditional ¼ 3.93, p , 0.01).
H3 stated that perceived appropriateness moderates the

effect of non-traditional media for high-reputation brands but

not for low reputation brands. Planned comparisons support

the hypothesis. The non-traditional media campaigns were

perceived to be of significantly higher value for high-

reputation brands at a high level of appropriateness

(Mguerrilla ¼ 5.04 versus Mtraditional ¼ 4.05, p , 0.01), but

not at a low level of appropriateness. In fact, at a low level of

appropriateness, the non-traditional media campaigns were

even perceived to be of less value than traditional media

campaigns (Mguerrilla ¼ 3.48 versus Mtraditional ¼ 3.84,

p , 0.05). For the low-reputation brands, however, the non-

traditional media campaigns produced higher consumer-

perceived value than the traditional campaigns at both levels

of appropriateness (both differences significant at p , 0.01).

In line with H4, perceived expense produced a similar pattern.

The non-traditional media generated higher consumer-

perceived value at a high level of expense (Mguerrilla ¼ 5.19

versus Mtraditional ¼ 4.16, p , 0.01) for the high-reputation

brands. At a low level of expense, however, the non-

traditional media were perceived to be of less value than the

traditional media (Mguerrilla ¼ 3.59 versus Mtraditional ¼ 3.88,

marginally significant at p , 0.10). For the low-reputation

brands, the non-traditional media generated higher

consumer-perceived value than the traditional media

regardless of the appropriateness level (both differences

significant at p , 0.01).

The initial MANOVA revealed that the non-traditional media
had a positive effect on purchase and WOM intentions, as
well. The reason for this should be that the increase in
consumer-perceived value translates into a greater willingness
to buy and talk about the brand. This notion was confirmed
when we tested if consumer-perceived value mediated the
effects of the non-traditional media on purchase and WOM
intentions (see Table IV). Following the classic Baron and
Kenny (1986) procedure, we first ran regressions with media
type as the independent variable, and perceived value and
intentions as dependent variables. The regressions revealed
that non-traditional media enhance both perceived value and
intentions ( p , 0.01). Next, we ran regressions with
intentions as the dependent variables and perceived value as
the independent variable, confirming that perceived value
drives intentions ( p , 0.01). When we included both
perceived value and media type as independent variables in
the regression with intentions as dependent variables, the
explanatory power of media type dropped significantly,
suggesting that the positive effects of the non-traditional
media on intentions came primarily from the increased
perceived value of the marketing.

Discussion

The results of the present study give some support to the
received wisdom that non-traditional media may be an
effective means of reaching consumers. Overall, the tested
non-traditional media campaigns were rated as having higher
perceived value than the traditional media campaigns. The
results are also in line with the notion that non-traditional
media should be particularly beneficial to small, unestablished
companies, as our tests revealed that low-reputation brands’
advertising gained more in value when employing non-
traditional media than did high-reputation brand advertising.

However, the often mentioned low-cost aspect of non-
traditional media is qualified by our results; when it comes to
perceived expense, lower need not be better, and especially
not so for high-reputation brands’ non-traditional media
marketing. Our tests revealed that high perceived expense
enhanced the value of high-reputation brands’ advertising,
whereas low perceived expense decreased its value, even to the
level of being lower than the value of traditional advertising.
A similar pattern emerged for perceived appropriateness. At a

Table III Hypothesis tests, mean values

Traditional campaign Guerrilla campaign Eta squared Planned comparisons

All brands 3.35 4.01 0.15 p , 0.01

High-reputation brands
Main effect 3.93 4.43 0.09 p , 0.01

High appropriateness 4.05 5.04 0.16 p , 0.01

Low appropriateness 3.84 3.48 0.05 p , 0.05

High expense 4.16 5.19 0.18 p , 0.01

Low expense 3.87 3.59 0.04 p , 0.10

Low-reputation brands
Main effect 2.74 3.82 0.20 p , 0.01

High appropriateness 2.93 4.05 0.18 p , 0.01

Low appropriateness 2.67 3.55 0.16 p , 0.01

High expense 2.75 3.61 0.13 p , 0.01

Low expense 2.73 3.90 0.22 p , 0.01
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high appropriateness level, non-traditional media generated
greater consumer-perceived value than traditional campaigns

for high-reputation brands, but at a low appropriateness level,
the same brands’ non-traditional media campaigns were

perceived to be of less value than their traditional advertising.
These two patterns did not materialize for low-reputation

brands, as their non-traditional media campaigns seemed to

be less sensitive to consumer perceptions; regardless of the
perceived appropriateness and expense levels, the non-

traditional media campaigns provided higher perceived value
than their traditional campaign counterparts.

The present results constitute a first step in the assessment
of the consumer-perceived value of non-traditional media.

Although it has generated much interest among practitioners,
and although its use has spread from small on-the-edge

companies to established giants such as, for example, Adidas
and SonyEricsson, academic testing has been scarce. The

academic investigation closest to this field would be Dahlén’s

(2005) and Dahlén and Edenius’ (2007) studies of the
advertising effects of non-traditional media. Whereas those

studies focused mainly on the novelty of the media placement,
the present study adds two aspects that are central to the

perceptions and practice of non-traditional media and
guerrilla marketing, namely its appropriateness and expense.

Appropriateness has not been subject to much inquiry in
marketing research during the last few years. This is probably

because traditional marketing and advertising has become a
kind of negotiated space, in which its appropriateness (or lack

thereof) is not an issue (see Dahlén and Edenius, 2007). The

results in the present study support such a notion, as the
perceived appropriateness did not affect the consumer-

perceived value of the traditional marketing campaigns.
Perceived expense, on the other hand, has been studied as a

signal of marketing effort, and has been found to have positive
effects on brand perceptions (e.g. Kirmani, 1997; Kirmani

and Rao, 2000). The present study adds two twists,
investigating the effects on advertising (rather than brand)

perceptions, and testing the potentially negative effects of low
expense (rather than positive effects of high expense). These

twists in our tests provided the insights that low cost, which is
hailed as a primary benefit of new campaign types such as

non-traditional media, may actually lead to perceptions of

inequitable exchange, where consumers feel that the marketer
gives little in return for their participation in the advertising

exchange.
Adding this notion of advertising exchange is also a

contribution to the field of non-traditional media (and to
investigations of guerrilla marketing in general). As suggested

in the introduction of this paper, a specific campaign need not

only have effect on its advertiser, but also on people’s
perceptions of the very form of marketing and their

subsequent willingness to take part in it (e.g. will the high-

profiled ATHF campaign make consumers apprehensive of all
kinds of non-traditional media activities?) As suggested by

Ducoffe (1996), aadvertising persuasion theory needs to take
into account not only advertising’s ability to meet a specific

advertiser’s business goals but also how it furthers the aims of
consumers. Otherwise, there is a risk of a catch 22 situation,

where advertising efforts become more aggressive to break

through consumers’ defenses, and in so doing, raise their
defenses even more (see Waller, 1999). Whereas non-

traditional media and guerrilla marketing in theory are
intended to further the mutual exchange between advertisers

and consumers (e.g. Levinson and McLaughlin, 2005; Morris

et al., 2002), the present study suggests that its practice may
have opposite effects if one is not careful.

Our exploratory analysis of purchase and WOM intentions
suggest that managing consumer-perceived value is crucial to

marketers, as marketing efforts that increase perceived value
automatically generate higher intentions to buy and

recommend the brand to others.

Managerial implications

This paper set out to answer the question, what is the
perceived value of marketing in non-traditional media? The

answer is, it depends. First of all, it depends on whom you

ask. We decided to ask respondents, as, in the end, they
always have the final say. For the advertising to be of value to

the advertiser, it must first be of value to the consumer.
Otherwise, she/he will not be willing to participate in the

exchange. Submitting to short-term thinking, high-profiled
marketing stunts (the ATHF campaign potentially such a

case) could hurt the marketer’s relationship with consumers

in the long run. This depends, to some extent, on the brand.
Having a high reputation also means having much to lose.

As suggested by Kirmani and Rao (2000), all kinds of
marketing signals are more effective for high-reputation

brands, simply because they have more to lose if they cannot

live up to expectations. Much of the logic behind guerrilla
marketing builds on the premise that the advertiser does not

have much to lose; either the advertiser uses unconventional,
low-budget means of reaching consumers – or they do not

reach them at all. This is not the case for high-reputation
brands, which do not have to struggle to the same extent to

reach consumers. The major benefit of employing non-

traditional media for high-reputation brands is not reaching
consumers; it is giving consumers additional value.

In negotiating its new space, the advertiser should make a

Table IV Tests of advertising value as a mediator of non-traditional media’s effects on purchase and WOM intentions

Variable Standardized beta coefficient t-statistic p <

Purchase intention
Media type (before inclusion of advertising value) 0.45 5.33 0.01

Media type (after inclusion of advertising value) 0.23 1.88 0.05

Advertising value 0.69 8.76 0.01

WOM intention
Media type (before inclusion of advertising value) 0.68 7.84 0.01

Media type (after inclusion of advertising value) 0.19 1.75 0.05

Advertising value 0.80 10.11 0.01
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substantial effort, increasing rather decreasing its perceived

expenses, while upholding a high level of appropriateness. In

doing so, our results suggest that the brand is able to increase

the perceived value of its advertising and potentially increase

its available space in consumers’ lives.
The present study supports the notion that the employment

of non-traditional media is an effective means for less

reputable brands to reach consumers. Having little equity in

the brand itself as an incentive for consumers to take part, the

advertiser may provide value through its non-traditional

media campaign. The benefit of low expectations is that

consumers are less mindful of the way in which the value is

created, so that low-reputation brands are less sensitive to the

appropriateness and expense levels of their non-traditional

media campaigns. However, one should bear in mind that

brand reputation is a dynamic concept. Whereas a high-

reputation brand cannot use too conventional means once

without risk, a low-reputation brand can use them once – but

maybe not twice. Because if the first campaign delivers value

to consumers, they will probably have higher expectations the

second time around, thus increasing the sensitivity of the

brand.

Limitations and further research

To enhance the ecological validity of our investigation, we

employed six, real campaigns from different product

categories. Taken together, they provide a compelling test of

our hypotheses. However, future studies should take product

and category characteristics into account to learn whether, for

instance, there are different determinants of the value of

guerrilla marketing for, for instance, high-trust products such

as financial services versus low-trust products such as

magazines (see Waller, 1999).
Similar to Dahlén (2005) and Dahlén and Edenius (2007),

we used photographs rather than real media. This makes our

results easily relatable to his study, and photographs should

yield similar reactions as the objects they depict (McQuarrie

and Mick, 1996). However, this inhibited us from measuring

variables such as, for example, attention and memory (high

impact is also hailed as a major benefit of non-traditional

media). These variables would be highly interesting when

comparing between ad placements. In order to test attention

and memory, one needs to employ real media and allow for a

natural variation in exposures.
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Executive summary and implications for
managers and executives

This summary has been provided to allow managers and executives
a rapid appreciation of the content of this article. Those with a
particular interest in the topic covered may then read the article in
toto to take advantage of the more comprehensive description of the
research undertaken and its results to get the full benefits of the
material present.

The use of non-traditional or alternative media as a marketing

vehicle has increased in recent years. Its growing popularity

has meant a larger share of the marketing budget being
allocated to less-conventional advertising forms.

Also termed guerilla marketing, the phenomenon became
popular in the 1980s when it was perceived as an opportunity

to reduce the cost of marketing activities through the use of
non-traditional means. Campaigns have, however, not been

universally approved as the choice of method has often been

deemed controversial. Extravagant light displays and streakers
being two such examples.

In more recent times, large companies including Adidas
and Red Bull have run non-traditional media campaigns. The

involvement of such companies has triggered a questioning of

the low-budget definition and also raised speculation about

the potential moderating effect of brand reputation on

consumer expectations and perception of alternative

advertising forms.

How non-traditional marketing can succeed

Research indicates that consumers are becoming more

selective where advertising is concerned. Since people

regard advertising as an exchange between themselves and

advertisers, they demand value in return for the time and

effort spent processing the advertisements. Increasingly, many

consumers are therefore avoiding any material that they

perceive as offering little value to them. On the other hand,

when advertising value is considered high, a more positive

consumer response is the norm.
Dahlén et al. believe consumer-perceived value to be

particularly interesting. They note the “publicity-seeking

logic” behind the deployment of unconventional advertising

media is likely to capture consumer attention. They also

suggest that value lies in the perceived entertainment, which is

as likely to lie in the form’s originality as in its content.
Brand reputation has been described as “a backward-

looking asset with forward-looking benefits”. Past experiences

with a brand shape consumer expectations on subsequent

encounters. Researchers point out that brand reputation itself

functions as an assessment and that advertising connected to

brands of high repute is received more positively. However,

this means that consumers have certain expectations about

such brands and advertising has therefore to meet minimum

standards than are invariably higher than the norm.

Expectations of low-reputation brands are considerably

lower so consumers likewise accept lower advertising

standards. This leads to the assumption that low-reputation

brands have more to gain from using non-traditional

advertising media. By the same token, high-reputation

brands have more to lose should the advertising be deemed

sub-standard.
One argument in favor of guerilla marketing is its potential

for attracting greater attention that conventional advertising

within a traditional space that is widely taken for granted.

However, it is argued that appropriateness is also important in

relation to high-reputation brands. Because of past

experience, consumers also have expectations about the

appropriateness when a top brand employs unconventional

advertising forms. The authors thus believe that perceived

appropriateness influences perceived value of the advertising.

Less established brands do not have the same advertising

standards to live up to, so whether or not the advertising is

“worthy of the brand” or not is less pertinent. In relation to

these brands, the impact of perceived appropriateness on the

perceived value of non-traditional advertising may be

significantly lower.
Consumers typically associate cost with value where

advertising is concerned. Brands that spend more on

advertising are perceived to be making more effort and

increasing value. In this context also, brand reputation colors

expectations. For instance, a brand of high repute is expected

to allocate more funds to advertising campaigns, even when

using non-traditional media. Equally, it is suggested that

perceived expense of a similar campaign for a low-reputation

brands will not impact on its worth to the consumer.
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Study and results

Dahlén et al. tested these assumptions in a study involving
398 business students from two college campuses. Each
participant was randomly assigned to a permutation
incorporating traditional/non-traditional media, high/low
brand reputation, high/low appropriateness and high/low
expense. Genuine brands were chosen for the study and other
student subjects took part in a pre-test to evaluate various
brands within six product categories. Real campaigns were
adapted for non-traditional advertising and posters were
chosen as a conventional advertising form. In order to
examine the impact of consumer-perceived value on behavior
towards a brand, the authors also measured word-of-mouth
(WOM) intention and purchase intention.

Findings indicated that:
. consumer-perceived value was overall higher for

unconventional media campaigns than for traditional
campaigns;

. the value of non-traditional media campaigns was less
than the value of conventional campaigns when
appropriateness was low;

. at both appropriateness levels, unconventional media
campaigns produced higher consumer-perceived value
than traditional campaigns;

. for high-reputation brands, the perceived value of non-
traditional advertising was greater when more was spent
on the campaign;

. regardless of the expense level, consumer-perceived value
was higher for non-traditional media than for traditional
media with low-reputation brands; and

. when consumers perceived non-traditional marketing as
offering value the effect on purchase intention and WOM
intention was positive.

On this evidence, the authors believe that non-traditional
media provides an effective mechanism for reaching
consumers. It also offers support to previous ideas that
smaller, less-established companies would particularly benefit
from deploying the method. That advertising campaigns from
such companies are less susceptible to consumer evaluation of

appropriateness and expense adds further weight to this

assumption.
This study examines the impact of expense on the

perception of advertising rather than brand. Low cost is

regarded as a core advantage of non-traditional marketing but

seemingly can function as a double-edged sword. High

reputation brands are especially vulnerable as consumers

expect a higher level of investment into the exchange from

them.

Marketing implications and additional research

In order to create the desired effect for the marketer, Dahlén

et al. believe that non-traditional advertising must provide

value to the consumer. They also warn against engaging in

high profile stunts that could prove damaging in the longer

term. Established brands should use guerilla marketing to

provide additional value to the consumer and focus on making

the advertising highly appropriate. These brands should in

addition increase rather than decrease funding for the

campaign to reflect that significant effort is being made.
Low-reputation brands are able to deploy non-traditional

advertising forms with fewer fears than their more

distinguished counterparts. However, the authors point out

that marketers should remain aware of the dynamic nature of

brand reputation. While low-reputation brands can initially

engage in non-traditional advertising forms without risk, a

successful first campaign is likely to result in consumer

expectations being greater next time around.
Future research might compare high-trust products with

low-trust products to investigate the impact of different

products and categories on value perceptions of non-

traditional marketing. Use of real media and a natural

variation in exposure would enable variables like attention and

memory to be measured. As photographs were used in the

present work, this was not possible.

(A précis of the article “The consumer-perceived value of non-
traditional media: effects of brand reputation, appropriateness and
expense”. Supplied by Marketing Consultants for Emerald.)
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