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“Creativity is more than just being different. Anybody can plan weird; 

that’s easy. What’s hard is to be as simple as Bach. Making the simple, 

awesomely simple, that’s creativity” 

Charles Mingus
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Introduction 

The field of marketing and its related media is an issue than can 

be viewed and analyzed from different perspectives and 

through paradigms of several sciences. The issue of marketing 

and used media, in this case particularly ambient media, is per-

tracted in chapters of different publications all around the 

world, as well as in the Central European countries. The authors 

most often devote only few pages in their publications to the 

issue of guerilla marketing or ambient marketing (Frey, Kotler, 

Rajčak - Rajčaková and others)1, which most often focus on sev-

eral forms of new tools or new trends also in terms of techno-

logical progress and financial affordability in the wider context. 

This issue is more comprehensibly processed in a simplified way 

in the book of J. Margolis, and P. Garrigan2 abroad. If possible, 

the advertising market requires creative solutions affecting the 

precisely marked point. Clients require something different; 

something what will cause that their campaign will be much 

more recognizable, memorable and more effective. Creative 

implementation of media enables to avoid exerted practice in 

advertising (as known from surveys, the effect of classical forms 

of advertising is not sufficient)3, positive surprise of a recipient, 

and sometimes even arousing of admiration and appreciation. 

The aim of this publication was to create the first comprehen-

                                                        
1
  FREY, P.  (2011) Marketingová komunikace. Nové trendy 3.0. 

 KOTLER, Ph. & KELLER, K. L. (2013) Marketing management 

 RAJČÁK, M. & RAJČÁKOVÁ, E. (2012) Marketingová komunikácia – aktuálne trendy, metódy a 

techniky. 
2
  MARGOLIS, J. & GARRIGAN, P. (2008) Guerrilla Marketing For Dummies. 

3
  example - a survey published on Marketing Journal.cz, Available on the Inter-

net:<http://www.m-journal.cz/cs/aktuality/pruzkum--ceske-zeny-uz-klasicka-reklama-a-celebrity-

tolik-neoslovuji__s288x11765.html> 
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sive and systematizing publication presenting a variety of gueril-

la marketing expressions, and particularly extraordinary promo-

tional means and forms of ambient marketing. This publication 

was formulated with respect to the topicality of this issue and a 

need to discuss this topic more consistently both for theorists 

and for implementation of these forms into current marketing 

practice. This publication is also devoted to readers who most 

often implement their marketing projects on their own with a 

small budget within small business companies, while they are 

able to achieve a success comparable to traditional forms and 

sometimes to large companies, organizations or firms. 

So called Guerilla marketing that is very similar to the viral mar-

keting by a type of its marketing and its form, has become more 

recognized recently, particularly abroad and partly also in the 

countries of the former Eastern Bloc. It is based on an adver-

tisement strategy and promotion of products and services by 

using unconventional techniques customized to a target group. 

Taking into account particularities of this type of marketing 

communication, there are only few professional sources known 

at the moment (out of today´s almost classical publication of J.C. 

Levinson4), that would try not only to describe this phenome-

non, but also to explain it, analyze, sort or offer its analysis - 

there is not any comprehensive publication dealing with this 

theme available in our conditions which brings more complex 

view of this type of original communication and its application 

to the context of Visegrad countries, or the Central European 

context. 

                                                        
4
  The first publication in Czech language: LEVINSON, J. C. (2009) Guerilla marketing. 
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On the contrary, we record a wide variety of forms, tools, many 

times also ambiguity of definitions and frequency of replace-

ments and inaccuracies in terminology, in professional or less 

professional resources, or creation of new names for this type of 

marketing communication. And exactly these intentions inspired 

us to write this publication, the aim of which is particularly to 

synthetize, systematize and explain elements typical for guerilla 

marketing, and mainly only of its fundamental element ambient 

advertising. This monography from the field of mass media and 

marketing science represents a contribution to answer several 

questions. It also uses case studies dealing with different cam-

paigns presented in our media. This publication brings and pro-

cesses different knowledge and information related to ambient 

forms of advertising that cannot be overlooked due to their na-

ture, and which interact and attract the recipients. This selection 

of the publication´s content is particularly affected by current 

absence of scientific and professional papers dealing with do-

mestic campaigns. The presented campaigns meet require-

ments on alternative forms of communication that are not cost-

ly, but have significant impact as the forms of communications 

used on world markets with long-term tradition. Until now, the 

Central European context is outside the attention of profession-

al public focusing on the topic of guerilla marketing that is very 

strong all around the world. 

This monography presents inspiring information not only for 

mass media and marketing science, but also for related fields. A 

brief dictionary of terms mentioned in the text forms an enclo-

sure to this publication. 
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This publication is devoted to scientific workers dealing with an 

issue of connection of marketing and media. However, results of 

the presented survey can be also used and applied to the field 

of media or art education and other related disciplines dedicat-

ed to the marketing and media communication and its creative, 

unforgettable and original effects and impacts. 
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1. Guerilla Marketing Principles 

Many products have a problem to establish themselves on today´s 

market crowded by products and services. Therefore, marketers are 

constantly looking for new methods how to make their product visible 

and recognized. So called Guerilla marketing that is very similar to the 

viral marketing by a type of its marketing and form, has become more 

recognized recently, particularly abroad and partly also in the coun-

tries of the former Eastern Bloc. It is based on an advertisement 

stratgy and promotion of products and services by using unconven-

tional techniques customized to a target group. 

In its core, Guerilla marketing is based on existing verified and used 

marketing principles, which are, however, supplementary, creatively 

and originally used in adequate way. Therefore, Hutter and Hoffmann 

(2011) present a presence of benefits that have their basis in a benefi-

cial relationship of costs for promotion and resultant effect (Scheme 

No. 1) as the main intention why companies and organizations start to 

implement guerilla marketing into their marketing targets.  

 

Scheme 1: Benefits and Guerilla Effect 

The basic advantages of Guerilla marketing are based mainly in better 

attraction of customers´ attention. To achieve this target, the market-

ing campaigns primarily focus on so called Surprise Effect in their first 
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phase, which they achieve by creation of a new and unconventional 

idea
5
. This idea must be communicated to as many people in the tar-

get group as possible by using of so called "multipliers". This phase is 

followed by the next phase called a phase of "Diffusion Effect" the aim 

of which is to stimulate consumers and/or media to spread the mes-

sage further. It causes another effect, so called "Low Cost Effect"; it 

means that increasing Surprise Effect is aggregated by a number of 

persons in the target group, what finally decreases relative costs. Pre-

sented facts and relations are illustrated in the scheme No. 2. 

 

Scheme 2: Basic effects of Guerilla marketing
6
 

A fundamental principle of the Surprise Effect is the above mentioned 

taking of consumer´s attention by unexpected activities and an effort 

to surprise them
7
 and to remind them a brand. The advertisement 

principally uses mainly absurd, humor or shocking messages for this 

purpose. Particularly production of ambient marketing and sensation 

marketing use the Surprise Effect most often. 

                                                        
5  

FICHNOVÁ, K. (2013) Psychology of Creativity for Marketing Communication, Noailles : Associa-

tion Amitié Franco-Slovaque. 

 FRANKOVÁ, E. (2011) Kreativita a inovace v organizaci. Praha : Grada. 

 UNCTAD, (2004) Creative Industries and Developmen. United Nations Conference on Trade 

and Development. UNITED NATIONS. Eleventh session São Paulo, 13– 18 June 2004. Distr. GENERAL 

TD(XI)/BP/13. 4 June 2004. 

 SZOBIOVÁ, E. (2004) Tvorivosť – od záhady k poznaniu. Chápanie, zisťovanie a rozvíjanie 

tvorivosti. Bratislava : Stimul, 2004  

 CSIKSZENTMIHALYI, M. (1996) Creativity: Flow and the Psychology of Discovery and Invention. 

New York : Harper Collins Publishers 
6
  HUTTER, K. & HOFFMANN, S. (2011) Guerrilla Marketing: The Nature of the Concept and Propo-

sitions for Further Research. p 43. 
7  

DERBAIX, C. & VANHAMME, J. (2000) The 'you know what?' syndrome - how to use surprise for 

gaining success. 

 MEYER, W.U. & NIEPEL, M. (1994) Surprise. 
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To fulfil the Diffusion Effect, it is necessary to expand the communica-

tion message among the consumers spontaneously (it saves costs 

necessary for traditional forms of communication). This target can be 

achieved, if we whip up emotions in consumers that will positively 

motivate them to share their own experiences with other people (it is 

a word-of-mouth communication that is described in more details in 

so called buzz agents below). The strategies of viral marketing buzz 

marketing
8
 and guerilla public relations stimulate the Diffusion Effect 

in the best way. 

The Low Cost Effect can be achieved in two ways. The first way is to 

affect, reach a wide audience or spending of small costs (at the level 

of reduction of relative costs per person). Dominance of this effect 

can be seen in ambush marketing most often. 

                                                        
8  HUGHES, M. (2008) Buzzmarketing: Get People to Talk About You Stuff. 
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placed on legally rented billboards. There are advertising places 

that can be rented by a customer for placing a poster, and so 

the customer can avoid a conflict with law. With regard to this 

fact, on the basis of a relationship with law the wild posting can 

be divided into legal and illegal52. Similarly, as other techniques 

presented above, this technique is not new and it is known for 

centuries; however, Guerilla marketing uses its visual and com-

munication principle and gives it more creative and attractive 

form. 

Ambient marketing: it uses untraditional media, such as shop-

ping carts, large surfaces of the buildings, rubbish bins, lamps 

of the public lighting, benches (Street furniture) etc. The aim of 

the advertisement located in such untraditional place is to at-

tract attention and to address a potential recipient. However, 

the selected localization should be associated with a message 

of the advertisement, so use of untraditional place was not pur-

poseless. (These aspects are discussed in more details in the 

following chapters). 

Ambient marketing uses untraditional media, such as shopping 

carts, large surfaces of the buildings, rubbish bins, lamps of the 

public lighting, benches (Street furniture) etc. The aim of the ad-

vertisement located in such untraditional place is to attract at-

tention and to address a potential recipient. However, the se-

lected localization should be associated with a message of the 

advertisement, so use of untraditional place was not purpose-

less. (These aspects are discussed in more details in the follow-

ing chapters). 

                                                        
52  

MARGOLIS, J. & GARRIGAN, P. (2008) Guerrilla Marketing For Dummies.  
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With regard to a high degree of diversity of ambient production 

forms, we will discuss this type of Guerilla marketing into more 

details. It is necessary to note that separate types of Guerilla 

marketing and tools of ambient marketing exist in different 

symbiotic correlations. It is not possible to abstract separate 

types or tools and use them individually, because in addition to 

interconnection between them under the umbrella name Gue-

rilla marketing, they inseparably exist in a larger system of mar-

keting mix. Ambient marketing tools also point to the level of 

their similarity which is expressed in the way of their placement, 

implementation, time characteristics, material design and tech-

nological support. Therefore, we can speak about a certain co-

herence thanks to which these techniques can be assigned to 

ambient forms. It is also emphasized by a summary shown in 

the scheme No. 5. We know that it is not their full list and in 

some cases we can have reservations to eligibility to give differ-

ent names only on the basis of material design. 
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Scheme 5: Scheme of relations of Guerilla marketing forms by Wojciechowski 



110 

 

13. Case Studies in the V4 Countries 

13.1. Hungary 

Campaign: Don't Let Others Decide!162  

Author: DDB Reklámügynökség Kft, Budapest 

Objective: To activate and notify people on how it is important 

use our right to vote, but also to fulfill the obligation of a citizen 

and participate on decision-making process by participation in 

the elections in the next parliamentary elections in Hungary.  

People in Hungary lost their trust in politics and got uninterest-

ed in the upcoming parliament elections in 2010. The main idea 

of the campaign was to use ambient with the accompanying 

phrase in the form of a slogan - "Put your head into the sand or 

Go vote!" (figure No. 6). The installation was done on the truck 

with a tilting mechanism, while the platform of the truck was 

full of sand. They placed a figurine of a man in this part, who 

                                                        
162  

Processed on the basis of: 

Available on the Internet: 

<http://adsoftheworld.com/media/ambient/hungarian_elections_bury_your_head_into_the_sand_or_

go_vote> 

Available on the Internet: <http://blog.ddb.hu/2010/04/06/szavazz/> 

Available on the Internet: 

<http://fn.hir24.hu/itthon/2010/04/07/homokos_babuval_kampanyolnak_video> 

Available on the Internet: <http://www.facebook.com/szavazz?fref=ts> 

Available on the Internet: <http://www.goldendrum.com/competition/showcase/winners-

2010/?ID=27499> 

Available on the Internet: 

<http://www.hirado.hu/Hirek/2010/04/08/08/Furcsa_akcio_Homokkal_teli_auto_jarja_Budapest_utjait_

.aspx> 

Available on the Internet: <http://www.nol.hu/belfold/20100410-holnap_voksol_az_orszag> 

Available on the Internet: 

<http://www.youtube.com/watch?feature=player_embedded&v=LCZCbKCkb3s> 

Available on the Internet: <http://www.youtube.com/watch?v=CejA94Naal4&feature=plcp> 

Available on the Internet: <http://www.youtube.com/watch?v=wCnXZN4lmiw> 

Available on the Internet: <http://www.youtube.com/watch?v=cNNTnAPkRvQ> 
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13.2. Poland 

Campaign: Jeep - IN 

Author: Leo Burnett Warsaw  

Objective: Promote Jeep and gain brand awareness among 

young people, who are computer savvy digital locals165. 

 

The primary aim of the campaign conducted in August in 2011 

was not to immediately disclose concerned people the idea 

which forms a final thought of the campaign. Indications were 

gradually disclosed what increased adventure expectance166. It 

was a campaign of so called geocaching which has been already 

known to some people more and to others less. This term is 

known for longer time all around the world and it is an outdoor 

recreational activity, in which participants use Global Position 

System (GPS) receivers or mobile devices to hide and seek 

hidden objects out of residential areas. It is an active way of 

spending of free time by searching for hidden caches by GPS 

coordinates167; in this case GPS coordinates were provided by 

the company Garmin which sends these coordinates to the 

mobile phones of their users. 

After successful implementation of the project, the company 

decided to involve the company Jeep Poland into the extended 

phase and so to promote a new model of the motor vehicle 

Jeep Cherokee for 2012 in cross-promotion effective, but low-

cost campaign. 

 

                                                        
165

  Available on the Internet: https://www.coloribus.com/adsarchive/online/jeep-in-game-jeep-in-

16104105/ 
166

  Available on the Internet: http://creativecriminals.com/mobile/jeep/jeep-in-game 
167

  KUBLINIAK, M. (01.01.2006) Čo je to geocaching [In] Geocaching na Slovensku. Available on the 

Internet: <http://www.geocaching.sk/co-je-to-geocaching.php> 



118 

 

13.3. Slovakia 

Campaign: Pink Squad 

Author: Wiktor Leo Burnett, Starmedia a Leopard Production 

Objective: To launch Union as the 10th car insurance company 

on the market of mandatory car insurance. 

 

There was a campaign Pink Squad in Slovakia launched in 2009, 

where the members of Pink Squad are presented in TV, on In-

ternet, in press, as well as in outdoor as a self-appointed com-

mando. A primary slogan presented in this campaign was re-

sponsibility on the road. At the beginning, it was not clear, who 

is a client of this advertising. People filmed by a hand dynamic 

camera for providing the atmosphere of reality to live and dy-

namic record were wearing pink balaclavas. The atmosphere of 

confusion and mystery around the group was supported by 

guerilla attacks in the form of short teasers with a message on 

web campaigns181. According to initial information, irresponsible 

and arrogant drivers on the roads will not be checked only by 

police, but also by a group of five people with pink balaclavas 

on their heads. In the evening on 1 October, 2009 one-minute 

long "pirate video" was broadcasted during the prime-time. Al-

leged fighters fighting for culture on the road interrupted the 

broadcasting, namely a commercial advertising a yoghurt, in 

order to present the public their postulates. One woman and 

four men in balaclavas expressed their disagreement with "ar-

rogance on the roads" addressing their words directly to irre-

sponsible drivers in the premises of unknown and abandoned 

building; they were speaking to the camera, while the picture 

sometimes presented signs of lower quality of amateur video-

camera and technical noise. „We, Pink Squad, are always on the 
                                                        
181

  STANKOVÁ, D. Available on the Internet: <http://medialne.etrend.sk/marketing/ruzovi-kuklaci-

utocia-na-nezodpovednych-vodicov.html> 
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13.4. Czech Republic  

Campaign: To Wash and to Iron194 

Author: Prádelna a čistírna Sedlčany s.r.o., Prague 

Objective: Drawing of attention to services of the company per-

formed in Prague and acquiring of new clients. 

Untraditional campaign of the company Prádelna a čistírna 

Sedlčany s.r.o. of the entrepreneur Vladislav Kresl195 ap-

peared in 2009 in Prague. Graphic of stickers placed on a 

wagon of the laundry copied a graphic that is characteristic 

for police cars. As far as these graphics were very similar 

though not identical, the case caused a media sensation. Al-

so, several Czech media were interested in this topic. By in-

forming about this unusual campaign, they caused intensive 

discussions of the public about it at that time. A wagon of 

the laundry service of Mr. Vladislav Kresl raises both interest 

and worries of the passers-by in the streets (it expresses pre-

                                                        
194

 Processed on the basis of: 

Available on the Internet: <http://zpravy.idnes.cz/nova-policejni-auta-maji-vyvolavat-respekt-fks-

/domaci.aspx?c=A080213_211535_domaci_zra> 

<https://www.novinky.cz/koktejl/158840-video-falesni-policiste-v-praze-perou-a-zehli.html> 

<http://www.ceskatelevize.cz/ct24/regiony/1425678-policii-se-nelibi-auto-s-oznacenim-pradelna-

prat-a-zehlit> 

<http://business.center.cz/business/pravo/zakony/silnicni-provoz/cast1h2d3.aspx> 

<http://markomu.cz/guerilla-marketing/> 

<http://www.netradicniformy.cz/guerilla-marketing/gueriila-v-prikladech/> 

<https://www.stream.cz/uservideo-215512/217798-policie-vs-pradelna> 

<http://rejstriky.finance.cz/firma-pradelna-a-cistirna-sedlcany-s-r-o-61677388#vedeni-firmy> 

<http://www.podnikator.cz/provoz-firmy/marketing/n:16508/Druhy-guerilla-marketingu> 

<http://www.ceskatelevize.cz/ivysilani/10249971631-ekonomika/211411058390303/titulky> 

<http://www.ceskatelevize.cz/ivysilani/10249971631-ekonomika/211411058390303/titulky> 

<https://issuu.com/centrum_medialniho_vzdelavani/docs/metodick___opora__mg_a_ict_na_s___v> 

<http://www.freshmarketing.cz/clanky/guerilla-marketing-neboli-partyzanska-propagace> 
195

 Media mentions  Vladislav Kresl as the owner, despite the fact that Mr. František Kalát was the 

owner of the laundry at that time according to the Companies Register, while Kresl was a Chief Exec-

utive Officer in 2010. In 2012 the company went bankrupt. 
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Short Dictionary 

advertising 

person 

In general, this term is used for an advertisement that is placed 

on people; it means that people are direct carries of the adver-

tising information.  

animalvertising It is an advertisement placed on animals.  

assvertising It is an advertisement placed on the ass, e.g. as imprint on the 

back of swimsuits of models or in the form of imprint or paint-

ing directly on the skin of the back part of a body of carriers. 

augmented 

reality  

Technology enabling so called extended reality. A live direct or 

indirect view of a physical, real-world environment whose ele-

ments are augmented by computer-generated sensory input. 

bagvertising Advertisement placed on the shopping bags, while a handle of 

the bag, as well as the entire surface of the bag is used crea-

tively, so together with a user they create a message being 

communicated. 

beamvertising  Moving video projected on the walls of the buildings and 

fences by using a data-projector from a moving car directly in 

the streets. 

blackmailing Unethical form of advertisement based on denigrating of 

competitors, presenting of untruth, while the anonymity of 

Internet is used.  

blogs Originally weblog (we-blog - it means web diary). Blog enables 

registered users to publish their opinions, experiences, etc. to 

certain topics. Versions are vlogs (videoBlog – video publish-

ing) or photoBlog (publishing of photographs). 

bluecasting It is a form of advertisement when the advertised information is 

distributed by Bluetooth technology. 

boxvertising Advertisement which uses properties of packing. Similarly, as 
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projection similar to projection mapping, but it uses water surface or wa-

ter sprayed to the surrounding which forms a surface for pro-

jection. 

wipervertising A form of advertising using windscreen wipers (mainly the rear 

ones) and their movement. 

wristvertising Similarly as e.g. headvertising, this form is based on a tattoo 

with a logo or logotype on the wrist.  

zambonivertising Advertisement placed and using an ice resurfacer – a technical 

device for maintenance of ice rink. For example, placement of 

a model of a razor on the machine. 
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