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Abstract 
Background 

A coming of age of a generation named Generation Y, which holds negative views on 
commercial messages, has resulted in the need of special marketing methods which 
are known to be more alternative. Guerrilla Marketing, being such a method holds 
beneath it Undercover Marketing which is another method and has the potential of 
reaching this generation. 

Purpose 

Our purpose is firstly to define a theoretical placement of Undercover Marketing, 
secondly to define the theoretical views on ethics regarding the mentioned term and 
thirdly to see if there is a future, a will, and knowledge for its usage within the Swed-
ish community of marketing practitioners. 

Method 

The research for this thesis is done in a qualitative method through a series of inter-
views with four advertising firms and one freelance art-director. The interviews were 
compared to each other and to the frame of reference during the analysis in order to 
create a more complete picture. 

Results 

In this thesis we have seen that there is a future in the use of Undercover Marketing 
as it can prove to be the only method able to reach Gen Y. However it must follow 
certain rules to succeed and companies must take certain factors into consideration 
prior to attempting a marketing campaign including this particular method. 
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1 Welcome to hidden world of Undercover Marketing 
In this chapter we will give the reader a short summary of the reasons behind our choice of 
subject and we will explain our purpose through our problem discussion. Welcome readers 
to the wonderful world of being tricked as a consumer as we introduce Undercover Mar-
keting to you. 

1.1 In search for gold 
In today’s day and age we cannot leave our home without experiencing the influence 
that Marketing Communication (MC) has on our lives. By MC we are referring to a 
range of tools marketers make use of in order to attract the attention of the consum-
ers. These tools are different means of promotion such as advertising (TV, radio, 
newspaper and billboard), direct marketing and PR to name a few (Miller, 1993).  

These promotional tools, if combined, send out a much stronger message and im-
prove the results for the companies employing advertising agencies. Marketing practi-
tioners introduced the practice of combining different promotion means as Integrated 
Marketing Communication (IMC). This practice allows one company’s marketing 
campaign to be fully integrated and that the single message they are trying to send to 
the public will not be confused by other sections of the organization (Duncan, 2002). 

Unfortunately even IMC does not reach certain consumer groups. According to Yin 
(2003), Griffin (2002) and Syrett and Lammiman (2003) these consumers are as they 
say “fed up” with the massive advertising attacks and known as the Generation – Y 
(Gen Y) or Millennials. Gen Y’s are defined as those born between 1977 and 1994 
(Paul, 2001). The effect Gen Y has on marketing and advertising was a result of the 
strong focus members of this generation place on the importance of individuality.  

The communities and networks they form have their own rules of loyalty while at 
the same time influencing their brand loyalty. The brand loyalty they might have 
had as children has faded through adulthood. This means that companies have to use 
special measures to earn their commitment by using techniques that were not neces-
sary for their parents the “baby boomers” (Syrett & Lammiman, 2003). Companies 
have to take into consideration as well that Gen Y has a “prove it to me” mentality as 
it does not welcome commercial messages with open arms (Paul, 2001). This results 
in companies having to reform their techniques and increase the quality of their of-
fering in order to avoid negative Word-of-Mouth (WoM) (Levinson, 1998). 

WoM in layman’s terms is a form of gossip. It stands for when a friend tells a friend 
that tells a friend about the great new cell phone he/she had bought last weekend 
(Vranica, 2005). Marketers are aiming for WoM that is planned and executed by peo-
ple in order to spread the buzz as stated by Chura (2004) and Fernando (2004), thus 
it becomes much more then gossip. According to Yin (2003) Gen Y is approachable 
through WoM which is considered an alternative way of promoting which leads us to 
alternative marketing and promotional approaches. 



 

 3

Guerrilla Marketing is considered to be a well known marketing approach that ap-
plies more alternative methods, thus it changes the ways in which traditional market-
ing media such as advertising, direct marketing, PR and others alike are executed 
(Levinson, 1998). One approach beneath Guerrilla Marketing is called Undercover 
Marketing (UCM), and is performed on a face-to-face basis. Since Gen Y’s are so hard 
to attract, marketers have employed hidden methods in order to gain their attention. 
UCM or Stealth Marketing is marketing that does not appear to be marketing. It is 
Sony Ericsson hiring fake tourists asking you to take a picture of them with their 
brand new Sony Ericsson camera phone allowing you to get a real good look at the 
product (Vranica, 2002). It is a woman on the street dropping her brand new lipstick 
in front of women that compose the target group of the lipstick brand. UCM’s only 
purpose is to make advertising/marketing not look like it (Moskowitz, 2003).  

Since the coming of age of Gen Y, companies have begun to see potential for great 
profit within this group but are yet unfamiliar with ways in how to reach it. The ex-
istence of UCM is not as spread or as accepted throughout the world, therefore it is 
largely unknown how the public as well as the marketers/advertisers react when 
faced with these methods and how application of UCM would practically function. 
Since Gen Y is defined by age as mentioned earlier by Paul (2001) and not geographi-
cally, we look upon Sweden as a country with its own uprising Gen Y and look for a 
solution in UCM regarding the influence of this generation. Finding this solution 
can be as rewarding as it is for a miner finding gold.  

1.2 Even if we reach the gold, can we use it and how? 
The growth of UCM, though looked upon as a solution for many companies regard-
ing the problems with reaching cynical target-groups, still raises many questions. In 
this subchapter we will present these questions as a part of our problem discussion 
through a model of three pillars where each pillar represents a strong focus of the the-
sis. 

Pillar 1 
Being unfamiliar territory, investigating the source of UCM and what it requires for 
its functions can prove to be interesting (Taylor, 2003). What can be the main prob-
lem is to place UCM in a theoretical context by using the reason for its usage today 
(Gen Y). The biggest reason for the general ignorance is the lack of information on 
an academic level; hence it is interesting to see if it is possible to find ways to com-
bine the existing research of today, in order to complete the picture. A question 
would then be how does UCM theoretically position itself in the midst of a MC 
map? 
 
Pillar 2 
Moving away from problems in general ignorance, we are faced with a set of issues 
that are derived directly from attempts to practically apply and use UCM. These 
problems are the previously mentioned ethical and moral views concerning UCM 
(Atkinson, 2004). Today there is a debate in the process between two marketing asso-
ciations, Word-of-Mouth Marketing Association (WOMMA) and Viral&Buzz Mar-



 

 4

keting Association (VBMA), in order to decide on ethical issues referring to market-
ing methods (VBMA, 2005). How do the theoretical views on the different ethical 
opinions regarding marketing and advertising methods, look upon the unconven-
tional approach of UCM?  
  
Pillar 3 
The answers to the above pillars can all be provided on a theoretical basis but the in-
terest lies in the practical applications of the method. One interesting question con-
nected to Pillar 1 is: Are marketing practitioners in Sweden familiar with the men-
tioned position of the term and have they used some of its methods in their own 
work? Regarding Pillar 2 we can ask: Will the WOMMA and VBMA issues – once 
decided on – affect Swedish marketing? Marketing agencies in Sweden might not have 
the knowledge or the resources to work with UCM, while at the same time dealing 
with the moral and ethical aspects of it. An interesting question would be then if they 
would even want to work with this type of marketing tool? 
 

 
Figure 1-1 The Three Pillars 

1.3 What is our aim with this thesis? 
The purpose of our thesis is hence divided into three aspects. 

• Firstly it aims to – through theory – clarify the theoretical position of the 
concept of UCM. 

• Secondly it aims to investigate how ethical and moral issues can affect UCM. 

• Thirdly it aims to investigate how marketing practitioners relate to the con-
cept of UCM, if they are willing and able to use it. 

1.4 Disposition 
- Welcome to the hidden world of Undercover Marketing – Introduction 

• In search for a pot of gold – Background  
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• Even if we reach the gold can we use it and how? – Problem discussion  

• What is our aim with this thesis – Purpose  

• Delimitations 

• Definitions 

- Choosing the digging tool - Methodology  

- The road to the gold-dig – Frame of reference 

- Field work! Digging for the gold – Empirical research 

- The gold analysis – Analysis  

- Is the gold worth the excavation? – Conclusion  

- The miners’ discussion – Discussion  

1.5 Delimitations 
In section 3.3 and 3.5 the opinions of authors Kaikati and Kaikati (2004) regarding 
UCM are presented. In section 3.3 they define different methods which go beneath 
UCM. One of these is Viral Marketing (VM) and further we have explained why we 
have put VM as an own concept beneath Guerrilla Marketing. The other methods 
such as celebrity marketing, bait-and-tease marketing, and marketing in videogames 
and rap music we define as different types of product placement and therefore do not 
take these into consideration into our empirical research and the analysis of the same. 
In this thesis we limit ourselves to what Kaikati and Kaikati (2004) describe as brand 
pushers. This will be further addressed in our discussion, section 7. 

1.6 Definitions 
• Different authors have named Generation Y differently in their texts. Gen Y 

and Millennials are just two examples. Therefore to simplify things we will 
use Gen Y or the longer Generation Y throughout this thesis. 

• Undercover Marketing is also known as Stealth Marketing and to avoid con-
fusion we will use the first mentioned. 
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2 Choosing the digging tool 
In this chapter you are presented with the qualitative method with a focus on interviews 
which are used in this thesis. The chosen qualitative method supports the approach used 
when gathering empirical data and the analyzing of both the mentioned data and the 
frame of reference. 

2.1 Research Design 
According to Bryman and Bell (2003) a thesis is based on an empirical study were one 
investigates the chosen subject and finally arrives to a conclusion. Before a person can 
start with the empirical study he/she needs to choose what type of research design 
and what type of research method they wish to use (Bryman & Bell, 2003). Research 
design can be described as the framework for the collection and the analysis of data. 
The choice of research design reflects as well on which priorities the researcher has in 
the research process. Examples of different research design are: case studies, longitu-
dinal - and cross-sectional design. We have chosen to use the cross-sectional design 
when writing our thesis due to a shared belief that it was the most suitable design for 
us to work with in order to fulfill parts of our purpose, which focus on investigating 
if Undercover Marketing (UCM) can be applied in Sweden but also if the marketing 
agencies in Sweden are willing to work with this method. In a cross-sectional design a 
researcher collects data from more than one variable, often it is quite a few additional 
variables that are used in the process. Cross-sectional designs are often used when a 
researcher wishes to see if there is any variation between the chosen variables and this 
is the major reason choosing a cross-sectional design for our thesis. When working 
with a cross-sectional design the data is collected from the variables at one point in 
time. This in turn implies that all data is collected simultaneously (Bryman & Bell, 
2003). In our thesis we have attempted to collect the total data required for the com-
pletion of this thesis during a pre-decided time period which was designated as the 
second half of the month of April 2005.  

2.2 Research Method 
A research method can be described as a technique to collect data (Bryman & Bell, 
2003). There exists a bundle of different methods to choose from and these can 
mainly be divided in qualitative and quantitative methods. To simplify the specific 
terms one can say that a quantitative method transforms data into numbers and this 
in turn results in a statistical analysis. A qualitative method is more about the re-
searcher’s interpretation of the data. A qualitative method is best suited when reach-
ing a total perspective is the goal as well as the complete understanding of a specific 
situation (Holme & Solvang, 1986). The same thing applies when the researcher 
wishes to build theories and understand different social processes. To connect this to 
our thesis, where our aim was to investigate UCM as new phenomenon and at the 
same time determine if it is a suitable marketing tool for Sweden, we believe that a 
qualitative method gives the highest contribution to our thesis. King (2004) in Casell 
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and Symon (2004) states that qualitative research interviews are to prefer when it 
comes to examining subjects were different levels of meaning need to be explored and 
we believe that the phenomenon of UCM fits that description.   

2.2.1 Personal interviews 
Our research was conducted through interviews. One definition of a qualitative re-
search interview is made by Kvale (1983) were he states that an interview has a pur-
pose to gather descriptions of the life-world of the interviewee with respect to inter-
pretation of the meaning of the described phenomena (Kvale, 1983 in Casell & Sy-
mon, 2004). In a qualitative method different types of interviews are used in order to 
collect data. These interviews go by multiple different names, though Bryman and 
Bell (2003) prefer to divide them into semi-structured interviews and unstructured in-
terviews.  When doing a semi-structured interview the researcher composes a type of 
an interview schedule. In the schedule general questions are included were the inter-
viewer can vary the sequences of the questions and at the same time ask further ques-
tions as a respond to the given situation. Using unstructured interviews the research-
ers only have a list of topics that cover the subject and the questions will differ both 
in phrasing and sequencing between all interviews.  

We have decided to perform semi-structured interviews with four advertising agencies 
and a one free-lance art director. The reason for choosing to do the semi-structured 
interviews is in order to gain more structure and control over the process of gather-
ing empirical data. This has also made it easier to compare and analyze the results we 
have gathered from these interviews. The interviews were personal meetings were we 
– the authors of the thesis – visited the advertising agencies and conducted an inter-
view with one or two representatives from each agency. The interviews took about 
sixty to ninety minutes depending on how interested the representative for the 
agency seemed to be but also depending on how much forehand knowledge he/she 
had on the topic. We asked the questions from the interview guide (see appendix 1 
and 2) but the sequence of the questions has changed depending on how the situation 
went. It is also possible that we have added another question that was not included in 
the interview guide. Our interview guide was influenced by Kvale’s (1983) list of nine 
types of questions that an interview should contain (Kvale, 1996 in Bryman & Bell, 
2003). These are introducing, follow-up, probing, specifying, direct, indirect, structur-
ing, silence and interpreting questions. The interview questions contain subjects from 
both pillar one and two which define the theoretical position of UCM and the ethics 
and moral aspects of the phenomenon. 

Bryman and Bell (2003) write that using a language that is comprehensible and rele-
vant to the people who are interviewed might be more suitable. This could in turn 
minimize the risk for misunderstandings and create a situation where the respondents 
feel that they can express themselves in a good way. Considering this we have con-
ducted the interviews in Swedish due to all of the firms being located in Sweden.  

During these planned interviews a tape-recorder was used. One of the major reasons 
for this is that qualitative research is not only interested in what the respondent may 
say but also in the way in which he/she says it. Another reason is that the inter-
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viewer has to apply full attention and listen very carefully to the respondent in order 
to follow up interesting points that might arise during the interview and ask further 
questions if that seems necessary. This could be neglected if the interviewer at the 
same time is required to focus on taking notes. A third aspect would also be that the 
use of a tape recorder allows several examinations on what the respondent says in the 
interview. A secondary analysis thus can be made by other researchers with the help 
of the previously gathered data. This could counter accusations concerning an analy-
sis that might have been influenced by the researcher’s own values. The same data 
could also be reused in completely different type of research focusing on other angles 
(Bryman & Bell, 2003). 

We had decided that one of us would ask the questions and listen to the respondents 
while the other author would take notes and apply more careful attention to the re-
spondent’s way of replying. Through this method we have aimed for the positive ad-
vantages that comes with using a tape recorder, though our plan was to keep the writ-
ten notes as a back-up, if something either had gone wrong or if additional data was 
needed to support a given oral statement, such as body language. We additionally 
have explained during the interview the background of some questions to the re-
spondents. The explanations are thus not added to the question appendix. 

2.2.2 Literature references 
Books, articles, speeches, documents and internet are all examples of literature refer-
ences and Bryman (2001) refers to these sources of data as “documents”. He means 
that the term “documents” covers a very wide range of different kinds of sources. We 
have applied the use of literature references in the initial stage of the thesis and at the 
same time when composing the frame of reference. In the initial stage literature refer-
ences were required in order to grasp the phenomenon of UCM and the surrounding 
theories. In turn, this helped answer parts of our purpose where the first two parts 
rely solely on literature references. Using this method we have built up a theoretical 
map and at the same time formed a picture of our thesis and designated the aspects 
which were later focused on.  

Bryman (2001) talks about how a researcher can use and analyze documents in differ-
ent ways and mentions three analyzing methods: qualitative content analysis, semiot-
ics and hermeneutics. These analyzing methods are suitable when the researcher 
wishes to interpret documents. We have used the qualitative content analysis ap-
proach when analyzing and interpreting the literature references used in this thesis. 
Qualitative content analysis is about searching for underlying themes and in the 
process of the analysis lie movements which go back and forth between conceptuali-
zation, data collection, analysis and interpretation (Bryman, 2001). 

2.2.3 Sample 
This thesis contains interviews with four advertising agencies that are located in 
Stockholm, Gothenburg and Jönköping and one free-lance art-director focusing on 
advertising with a base in Stockholm. Our plan was to do three of our interviews in 
Stockholm, one in Gothenburg and one in Jönköping. The chosen respondents of 
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these interviews were selected due to their positions and the ability they had to repre-
sent the different agencies and they are further introduced in the presentation of our 
empirical data in section 4. The reason for choosing to have a geographical spread in 
our sample is because we believe it gave a more accurate and trustworthy picture of 
how the marketing situation looks like in Sweden. Our aim with this thesis was to 
investigate if UCM could be applied in Sweden and if the advertising agencies were 
interested in using the method. To be able to fulfill the purpose we needed to give a 
broader sight on the marketing situation in Sweden today and we have attempted to 
do that by conducting interviews in the two largest cities in Sweden and also one in-
terview in Jönköping that will stand as a symbol for the smaller cities.  

At the beginning of the thesis work there was an uncertainty regarding which data 
was necessary and which approach we should use in order to gather it. At the same 
time we felt that we needed more information in order to move on. During a session 
with our supervisor we were recommended to seek up an advertising agency which 
has helped us get an idea for a focus concerning the subject of UCM. Our supervisor 
also at the time put forward a name of an advertising agency in Jönköping which we 
contacted. The name of this particular agency was Frank. They proved to be very 
helpful in agreeing to be interviewed. Frank further recommended an agency in 
Gothenburg that they believed would make a good contribution to our thesis. This 
type of sample can be called a snowball sample. Snowball sampling means that you 
use existing contacts within the target population and also get new contacts from the 
existing ones (Brewerton & Millward, 2001). This means that the initial respondents 
are asked to provide further contacts to the researchers. Snowball sampling has been 
used to some extension in our research. The previously mentioned geographical 
spread in the same section was a result of the snowball sampling as we had asked that 
the recommendations be towards certain geographical areas, thus giving us a more 
equal spread within Sweden. 

The process of transcribing interviews is very time consuming (Bryman & Bell, 
2003). One hour of a tape recorded interview takes on average five to six hours to 
transcribe and if performed for the first time it will most likely take much longer. 
Transcribing the interviews in this thesis took on average between eight to ten hours 
per interview. Bryman and Bell (2003) therefore discuss the importance of being real-
istic in how many interviews a researcher has time to perform. This has been taken 
into serious consideration when we made the decision to conduct only five inter-
views. Since one part of the purpose of this thesis was to describe the phenomenon of 
UCM and the relating theories we concluded that there was not enough time to con-
duct more interviews and at the same time maintain the same quality. We believe that 
five interviews were enough to fulfill our purpose due to the somewhat different 
types of advertising agencies but also due to the geographical spread of the agencies 
that contributed to a broader sight on the subject. 

2.2.4 Data Analysis 
The process of analyzing collected data starts with transcribing the taped interviews. 
This implies that the written words are extracted from the spoken ones from the re-
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corded tapes (Bryman 2001).When the interviews are transcribed the coding can be-
gin. Coding interview transcripts usually starts with writing marginal notes on 
themes which develop further into codes. In this way different parts of the interview 
transcript are labeled with different names (Bryman 2001). Our coding was similar to 
the theory as we firstly divided the interviews in different themes representative of 
the five subjects our empirical data is divided into and later presented each comment 
as it was pronounced word-for-word in the same order it was spoken. Behind every 
spoken word, sentence, paragraph we had stated who was responsible for the said. 
When Coffey and Atkinson (1996) in Bryman (2001) talk about different levels of 
coding, they state that the first level is more basic and with a low degree of data 
analysis. The second level looks more at the content of what is said in the interview 
and concentrates more on themes and issues that concern the interviewer. At the 
third level the concentration moves towards a more analytical coding with broad ana-
lytical themes. We followed these steps when analyzing our qualitative interviews 
and in this way systemized the analyses of the data. In practice this means that we 
first transcribed all interviews and later coded the interviews according to the three 
steps which Coffey and Atkinson (1996) talk about. The result of this was that the in-
terviews were easier to analyze, and that the conclusions which were drawn from the 
analysis were more accurate and credible since the coding of data was performed in a 
theoretical way. 

After the coding of the interviews, the separate respondents were divided and beneath 
every respondent was a summary of their opinions regarding the five subjects which 
are as follows: Generation Y, Guerrilla Marketing, Viral Marketing and Undercover 
Marketing, Word-of-Mouth and Ethics. The reason for this approach was to make it 
easier later in the analysis to draw comparisons between the respondents and to find 
similar supporting or opposing views in theory. The analysis is presented in the op-
posite way of the presentation of empirical data where the headings of our five sub-
jects are presented first and below follows the analysis of the opinions of the different 
respondents. This design was used in order to make it easier for the reader and us the 
authors to see the similarities and the differences of opinions which answered our Pil-
lar 3 and our third purpose. We have also used some obvious repetitions from the 
empirical part (section 4) in our analysis (section 5) to make it more understandable 
to readers unfamiliar with this field. This in turn formed a clear picture for our con-
clusion. 

2.3 Validity and relevance 

Validity and reliability are important criteria in establishing quality in quantitative 
research (Bryman & Bell, 2003). But among the qualitative researchers there are dif-
ferent views concerning the relevance of validity and reliability in qualitative re-
search. The discussion amongst the researchers has to do with the fact that measure-
ment is closely connected to the criteria. The questions which are discussed are: if 
qualitative research can be measured at all or if there are other criteria that are more 
suitable when evaluating the quality of qualitative research? This could be seen as an 
axis with realism at one end and anti-realism at the other end (Bryman & Bell, 2003). 
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The researchers that are at the realism-end use validity and reliability with no further 
adaptation but the researchers at the anti-realism-end argument for the need of other 
types of criteria when establishing quality in qualitative research. Bryman and Bell 
(2003) say that most of today’s qualitative researchers operate around the midpoint of 
the realism axis and Hammerslay is one example.  

We have decided to follow the middle way of the realism axis and employ Hammer-
slay’s criteria when evaluating our research. Hammerslay (1998) believes that validity 
is an important criteria but he has somewhat reformulated the criteria. He states, that 
for achieving validity in an empirical research the research must be both plausible and 
credible. The question that is of concern is how plausible a research claim is con-
nected to our existing knowledge. A claim in qualitative research should be supported 
by evidence in order to evaluate the claim as plausible or implausible. If the claims in 
a qualitative research can be evaluated as plausible without any evidence they can not 
be news for the general audience or in our case, future readers of this thesis.  

In this thesis we defined the terminology in a theoretical setting. In doing this we re-
quired a variation of different opinions to support the theoretical map we have cre-
ated. This is one aspect making our claim plausible. Due to that the term UCM is not 
widely known it required a great deal of research and thus can not be deemed plausi-
ble without evidence, making it news for the general audience. The plausible nature 
applies to our research condoned in the empirical section where the term was thor-
oughly investigated in order to find supporting facts for our claim regarding practical 
application thus making it also plausible.  

The next thing is to asses the credibility of an empirical research. This concerns the 
decision if the researcher can make a judgment about the validity of the claim with a 
very low chance of error. The circumstances of the research should be considered ac-
cording to this. In this stage we must use the knowledge we have on how the research 
was conducted, if the researchers own observations are involved in the research or if 
the answers of respondent could be reliable in order to strengthen the validity of the 
claim (Hammerslay, 1998).  

As we have previously deemed our claim regarding the different aspects as plausible, 
we have defined our empirical part as only partly credible tough our mission was to 
make it completely credible. Our research was conducted in a systemized way in or-
der to support our claim with relevant evidence. In order to reduce the chance of er-
ror we have sent the finished transcriptions of the interviews back to each respondent 
to provide them with a chance to correct misunderstandings that could have occurred 
during the transcribing process. However there could have been errors which affected 
the results of our research making it difficult to define it as completely credible. The 
critics of these are presented in our discussion which lies in section 7. 

Another criterion for assessing quality in a qualitative research is the relevance of the 
research. Hammerslay divides the criteria in to two parts of which the first part is the 
importance of the topic. This means that the research topic must relate to an issue of 
public importance. The second part is the contribution of the conclusion to existing 
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knowledge of which the meaning is that the research should come up with something 
new that makes a contribution to our existing knowledge (Hammerslay, 1998). 

We find that our topic UCM is an issue of public importance which we have shown 
in this thesis is the only way of reaching the growing Generation Y. UCM therefore 
might be the only solution to marketing regarding this generation. This research was 
based on a largely unknown aspect of marketing or a simply ignored one and there-
fore in our opinion becomes a contribution to the common existing knowledge re-
garding this particular field, hence we find this thesis relevant.  
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3 The road to the gold-dig 
Below in our frame of reference we will establish a theoretical positioning for Undercover 
Marketing as well as the moral and ethical views on it by following our pillar model, 
firstly focusing on Pillar 1 and later Pillar 2. 

3.1 Marketing Communication 
Promotion is a part of the marketing mix also consisting of, position, product and 
place, otherwise known as the four Ps. Promotion contains methods for the marketer 
to communicate a message clearly to his/her customers and the tools it uses are: ad-
vertising, direct marketing, interactive/internet marketing, sales promotion, public-
ity, public relations and personal selling (Kotler, 2002; Belch & Belch, 2001). These 
communications tools are more carefully explained below. 

Advertising is considered to be any paid form of non-personal communication about 
an organization, product, service or idea (Varey, 2002). What we mean by paid is that 
the space and time occupied by an advertising message must be bought. By non-
personal we mean that advertising involves mass media (TV, radio, magazines, news-
papers etc.). These can transmit messages to large groups of individuals, often at the 
same time. Since it is non-personal there is no opportunity for immediate feedback 
from the recipient of the message, hence the sender must take careful consideration in 
how to form and develop the said message. Advertising is the most well known form 
of promotional communication due to its pervasiveness and is as well the most used 
tool in MC. It is an important tool since it can be a very cost-effective method for 
communicating with large groups and it can be used to create brand images and 
bonds between the consumer and the company/brand. In addition it is considered an 
important tool due to that advertising attracts the attention of the customers and thus 
generates sales (Belch & Belch, 2001). 

Direct marketing occurs when companies communicate directly with customers in 
order to either generate a response or a transaction. It includes a variety of activities 
such as: database management, direct selling, telemarketing and direct-response ads 
through direct mail, the internet and various broadcast and print media. Direct-
response advertising is one of the major tools of direct marketing. Here a customer is 
encouraged through an ad to purchase a product directly from the manufacturer. To-
day the growth of internet is further spurring the growth of direct marketing. Now 
consumers can conveniently shop online or through a catalogue or by the phone 
without leaving the home (Belch & Belch, 2001).  

Interactive/Internet Marketing had emerged with the changes in technology advances. 
The back and forth flow of information where the users can participate and change 
the information they receive has been made possible by interactive media. The differ-
ences between interactive media and the previous traditional advertising is that in ad-
vertising two-way communication is impossible. Now through interactive marketing 
the consumers can make requests, ask questions, change information and shop, hence 
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the communication is two-way. Internet is the most powerful medium of interactive 
marketing. The World Wide Web is a component of the internet that brings forth 
endless opportunities. Companies with low MC budgets can now promote them-
selves through their own web-sites (Belch & Belch, 2001).  

Sales Promotion is defined as marketing activities that provide the sales force, distribu-
tors or the consumer with extra value. Consumer-oriented sales promotion usually 
means coupons, samples, premiums, rebates, contests, sweepstakes and different 
point-of-purchase materials for the ultimate customer. These in turn are used to 
stimulate short-term sales. Trade-oriented sales promotion is on the other hand di-
rected towards wholesalers, distributors and retailers. Sales promotion has with years 
increased in importance and this is due to the declining brand loyalty and increased 
consumer sensitivity to promotional deals (Belch & Belch, 2001; Varey, 2002).  

Publicity is non-personal communication for which the company has bough the time 
and space for. This communication comes usually in forms of news-stories, editorials 
or announcements about an organization and its products and services. Since the 
company does not pay for this sort of MC then it attempts to influence the authors 
to write about a certain aspect in order to affect and increase awareness. The advan-
tage of this form of MC is the credibility. The consumer gets another source, an ob-
jective opinion of the said company. The other benefit is that it is cost-free since they 
are not related in anyway to the source of the publicity and only sit on the beneficial 
end. The negative part is that since publicity is not controlled by the company if it is 
negative it can have deep and damaging effects (Belch & Belch, 2001; Varey, 2002).  

Public Relations (PR) is similar to publicity in that the media carrying the message 
does so independently, though when companies intentionally try to affect the said 
publicity it becomes PR. PR has also larger objectives then publicity and these can be 
to establish and maintain a positive image of the company among its various publics. 
The activities of PR range from participation in community activities, fund-raising to 
sponsorship of special events. All this is done in order to strengthen the image of the 
company (Belch & Belch, 2001).  

Personal Selling is a form of person-to-person communication where a seller persuades 
consumers to buy a certain product of service. Unlike advertising this involves per-
sonal contact where the seller can either see (face-to-face) or hear (telephone) the po-
tential customer and thereby has the advantage of personalizing the message. This 
form of communication usually requires direct feedback. If the feedback should be 
negative for the seller the seller can modify his message to be more suitable for the 
consumer (Belch & Belch, 2001). 

All of the mentioned methods work well individually though when combined to-
gether to send one single clear message they can be extremely successful and therefore 
the practice of Integrated Marketing Communication (IMC) has become a common 
aspect when applying different communication channels in order to reach the public. 



 

 15

3.2 Integrated Marketing Communication 
The birth of IMC occurred as the view of MC begun to change. Previously, commu-
nication tools such as sales promotion, direct marketing and public relations were 
considered as auxiliary services. The companies treating these tools this way failed to 
recognize that all communications tools must be coordinated in order to communi-
cate effectively and it wasn’t until 1980s that the need for IMC started to become 
more and more evident (Belch & Belch, 2001). Consumers have been exposed to great 
varieties of communication sources and as more arrive, they have difficulties distin-
guishing between these sources. Messages from TV, radio and magazines ads all mix 
into one in the mind of the consumer. If the messages from all these different sources 
support one another then the picture a consumer forms in his/her head becomes 
complete. Collision of the meaning of messages would thus confuse the receiver and 
leave him/her with an incomplete view of the company. Here the need for integra-
tion of these messages is evident and gives great support to the use of IMC as market-
ers see the benefits of having their target-groups well aware of what the company is 
attempting to tell them (Kotler, 2002). 

One example of MC failure was a bank that in its advertisements claimed to be the 
“friendly bank” and this way attracted many customers. When the new customers ar-
rived to the bank they were unfortunately met by not so friendly bank tellers at 
which point the bank lost many of its new acquired customers. What the bank failed 
to do is to integrate the core message which was “friendly bank” into all its commu-
nication. The bank should have trained its tellers to actually “be friendly” in order to 
maintain the integrity of the core message, thus integrating all MC channels (Duncan, 
2002). 

Because of the impact that Gen Y has on both MC and IMC, traditional marketing 
media has proven to be less successful in reaching this group. As shown above, inte-
grating different promotional channels as well as other marketing methods is vital for 
sending out a clear message. Due to Gen Y, alternative approaches such as Under-
cover Marketing must become included and become a part of IMC. The importance 
of this will be strengthened below in our following sections. 

3.3 Undercover Marketing 
In order to further deepen the reader into the subject we will start by giving a bit of 
deeper understanding of what Undercover Marketing (UCM) is. UCM is the hidden 
side of marketing and marketers wish to keep it that way due to that it does not func-
tion under any other circumstances (Taylor, 2003). This can also be one explanation 
to why there is a lack of knowledge within this field. Also magic of UCM is regarded 
as something that lies in the hidden parts and that overly analyzing it will destroy 
this magic (C. Peterson, personal communication, 2005-04-04).  

Traditional advertising has become less and less creative and more and more filled 
with clutter. In its attempts at being pervasive, it ceases to be persuasive. When peo-
ple today are faced with these “ad-attacks”, they put up their defenses and ignore the 
message. The birth of UCM occurred simply to evade the defenses of the people re-



 

 16

ceiving the message. We have earlier mentioned that UCM is a new marketing tool. 
What might be new about it is that today it is gaining attention by the academic 
world and the press. Stretching back in time – reaching Shakespearian age of the thea-
tre – English theatre companies paid a person to sit in the audience and shout 
“Bravo!” during the play (Taylor, 2003). This is how old UCM really is and today, 
the rise of Gen Y is making it appear again. 

UCM as we have mentioned previously depends of Word-of-Mouth (WoM) and in-
stead of shouting out the marketing message to the future consumers, it whispers the 
message to a few individuals. The power lies in the fact that UCM presents a product 
or service with attractive “cool” features and relies on WoM for the spreading in or-
der to make the customer feel as he/she just “stumbled” upon the product/service 
themselves. Hence chosen consumers turn into spontaneous carriers of the message 
(Kaikati & Kaikati, 2004). 

The message can spread in three ways: physically (celebrities, opinion-leaders, trend-
setters can be seen with the brand); verbally (the message is broadcasted in on-air and 
off-air conversations); virtually or virally (the message is transmitted through internet 
chat-rooms, newsgroups and web logs). Naturally these ways can also be combined 
with each other and the message can attempt spreading through physical, verbal and 
viral interaction (Kaikati & Kaikati, 2004). Later we will talk about Viral Marketing 
and there we will separate it from UCM which we will only categorize in verbal and 
physical methods to make the theoretical placement and the theoretical map easier to 
understand.  

The growth of UCM according to Kaikati and Kaikati (2004) is determined by three 
factors: the growing criticism of the advertising industry in general; the growing dif-
ficulty for marketers to track down potential customers because the audience is more 
and more fragmented; technological threats. The first factor talks about how advertis-
ing is still using the old models in which the consumers move through a measurable 
mental process on the way to purchasing a product or service. These old models do 
not work any longer and therefore it makes way for alternative marketing methods. 
The second factor is that the number of TV-stations, radio stations and different pub-
lications have increased to that extent that it is hard to keep the attention of a con-
sumer for a longer period of time without them “changing the channel”. Finally the 
third factor is the existence of personal television recorders (PVRs) and digital video 
recorders (DVRs). These devices allow the user to skip or eliminate the commercials. 
Some TV executives believe that this freedom of the viewer is even more threatening 
to the TV industry than Napster was to the music industry (Kaikati & Kaikati, 2004). 

Kaikati and Kaikati (2004) define six ways of UCM. Viral Marketing (VM) is defined 
as one of these six ways. Due to that other authors have listed VM as an own ap-
proach as well as connected it to UCM as two approaches similar to one another 
though differing in the environment of execution, VM has been placed into an own 
category beneath Guerrilla Marketing in section 3.5. Here we will mention the five 
other ways of UCM briefly in order to provide a better understanding to the reader 
of the shapes UCM can take. These five ways of UCM are: Brand Pushers, Celebrity 
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Marketing, Bait-and-Tease Marketing, Marketing via Video Games and Marketing in 
Pop and Rap music.  

Brand pushers are hired actors who approach people in real-life situations and person-
ally slip them commercial messages in trendy bars, music stores and hot tourist spots 
by being approachable and attractive but not too attractive to raise suspicion (Kaikati 
& Kaikati, 2004).  

Celebrity marketing is also considered a branch of UCM as celebrities are employed to 
drink certain drinks and wear certain clothes without it appearing conspicuous. The 
purpose of it is to inspire fans of that certain celebrity to acquire and consume the 
same products and services (Kaikati & Kaikati, 2004).  

Bait-and-tease marketing can be best described with Mercedes-Benz in 2002 producing 
a false movie trailer with the actor Benicio Del Toro being chased around in a Mer-
cedes. The trailer was shown in TV commercials and in cinemas with no connection 
to the car company. The viewers were encouraged to visit the site of the mock movie 
“Lucky Star” where they finally found out that the trailer was fictitious and that Mer-
cedes was behind it (Kaikati & Kaikati, 2004). 

Marketing in video games makes the brand much more intense since the user is a part 
of the entertainment by interacting with the game. Unlike watching TV, video games 
are played numerous times by millions of active gamers. This can be compared to dif-
ferent car companies putting their brand on cars in racing games (Kaikati & Kaikati, 
2004). 

Marketing in pop and rap music is a method where different companies buy brand 
name placement in rap and pop songs. One of the more famous examples is Janis 
Joplin with her song “Mercedes-Benz” (Kaikati & Kaikati, 2004). 

Moving away from the different methods and the benefits of those we must mention 
that UCM has also negative sides. For example UCM does not have as much control 
over the messages and their meaning as traditional marketing does. A company might 
not want to have their brand associated with something bad in a rap song just as they 
perhaps do not know how an association with a violent video game will affect the us-
ers. UCM might be a less expensive method but it caries more risk with it. The great-
est risk for a backlash is that the customer is not simply surprised by the method but 
feels betrayed and tricked which can bring upon some ethical issues (Kaikati & Kai-
kati, 2004). These issues will be considered in section 3.8. Also, UCM is not suited for 
all products and while it is quite inappropriate for things like oil, gas, chemicals, rail-
roads, insurance and utilities; it can work well for high-interest products because of 
their technical complexity, physical intimacy and status-enhancing capabilities. In 
spite of all this UCM is considered a method for the future and a method that will 
grow more and more but it will never replace traditional marketing only become a 
part of the whole IMC as mentioned in section 3.2 (Kaikati & Kaikati, 2004). 

As we attempt to place UCM in a theoretical context we have to consider the differ-
ent methods applied by Guerrilla Marketing, which in turn is considered to be an 
area where all alternative methods usually are placed under. The methods of Guer-
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rilla Marketing support those of UCM and though the authors researching Guerrilla 
Marketing do not use the exact term “UCM”, they describe methods that fall under 
this approach. The connection will be clearer as we proceed to the next chapter and 
define the different methods and meanings of Guerrilla Marketing. 

3.4 Guerrilla Marketing 
When realizing that conventional marketing is not the best approach, companies turn 
to alternative marketing methods placed usually beneath the single strong name of 
Guerrilla Marketing (Gobé, 2001). One definition of Guerrilla is: 

“An aggressive, highly targeted and sometimes subversive, street-level promotional cam-
paign intended to create unexpected and memorable encounters between a product and its 
consumers” (mohawkpaper, 2005). 

The growth of Guerrilla Marketing can be defined through the DMG executive vice 
president of consumer event, Dick Engebretson, who still purchases ads in TV, 
newspapers and magazines, though believes that the increasing cost of traditional 
marketing media is leading to a more stable hold of guerrilla marketing. Due to this, 
it is believed that Guerrilla Marketing is going to be a standard approach in the future 
(Tufel, 2004). Today the people are demanding the ability to escape from marketing 
and advertising when they do not want it around and according to Ives (2004), there-
fore Guerrilla Marketing and Undercover Marketing (UCM) can prove to be an ap-
proach fit to deal with this matter.   

3.4.1 How Guerrilla marketing can be used and its UCM connection 
Levinson (1998) and Chacon, (2002) suggest that Guerrilla Marketing is a good ap-
proach for small upcoming enterprises since it is almost cost-free. This means that 
while large companies have the financial capabilities of advertising during the com-
pany’s entire life, small enterprises might only have that capability during the start-
up of the business. That is why many relay solely on guerrilla weapons which result 
in the spread of Word-of-Mouth (WoM) (Moerke, 2004). They are the ones that can 
also succeed the best at the mentioned attempt since they have the ability to get up 
close and personal with the customers. This opinion has changed during the passing 
years and now the marketing approach is in the process of being employed by larger 
players who are recognizing the possibilities it brings (Todd, 2004). 

Guerrilla marketing differs from traditional marketing in many ways. Below we have 
listed a few features that describe Guerrilla marketing specialty according to Levinson 
(1998): 

- Guerrilla marketing bases its efforts on the reality that anyone can bring the sales 
up. The primary measuring tool for guerrillas is profits. 

- Guerrilla marketing is based on the laws of human behavior and uses psychology 
as a tool to make the sale. 

- Guerrilla marketing creates a focus by first creating a standard of excellence. 
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- Guerrilla marketing aims for more transactions by using customer follow-ups 
and outrageously good service. 

- Guerrilla Marketing does not focus on a single marketing weapon but uses com-
binations of multiple ones. 

- Guerrillas focus on how many relationships they have made each month. 

- Guerrillas embrace new technology as an important marketing tool. 

- Most of guerrilla weapons are cost-free. 

- Guerrilla Marketing removes the mysterious nature of marketing and exposes it 
for what it really is by putting the marketer in control. 

The UCM connection 
Heineken USA thought it would be very cost-effective to place opinion leaders to 
walk around bars, meet a customer and invite him/her to a drink that strangely 
enough is a Heineken (Todd, 2004). 

Above we have mentioned that most of guerrilla weapons are cost-free and further 
down we have connected this to an example of UCM application where a company 
has saved money on finding a new interesting method in how to affect consumers. 

Guerrilla marketing combines approaches 

Other important features are that a guerrilla must use the right weapon on the right 
target and that is why it is important to know your targets as well as one can. If a 
guerrilla is to be able to avoid mistakes in that area he/she must look for new prob-
lems to solve each day and seize all opportunities (Todd, 2004).  

Here we can see that in order to reach Gen Y the right methods must be used, thus 
prior to that Gen Y must be thoroughly studied in order to determine these proper 
methods. 

These opportunities are derived from intelligent marketing where all marketing must 
follow a core idea and be an extension of the same idea. This idea is in perfect accor-
dance to IMC where all marketing media must cooperate for the message to become 
clear and unmasked (Belch & Belch, 2001). Here we can see that Guerrilla Marketing 
is dependent of other media and must be integrated with the same forming IMC. 

We can illustrate the above with the resolution to make marketing follow the core 
idea displayed by Fred Suckow, director of Nissan marketing. In their advertising ef-
forts for the car, Maxima, they formed a touch campaign. The car was promoted to 
younger generations with a purpose to position it as a “hot” car. The touch campaign 
showed a person touching the car, feeling its “hotness” then touching the ground and 
turning winter into summer. To tie it all together, promotion was done in six New 
York and Los Angeles streets where the car was placed in a sort of “melted” envi-
ronment. The promotion was arranged to look like a movie set, were the closest ob-
jects to the car looked as if they had melted from the “heat” of it. This is a great ex-
ample to show how a company can integrate several different media’s into sending a 
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single message. In this particular case the street promotion was not appreciated by 
consumers familiar with the Iraq car bomb scenes (Cuneo, 2004). 

Even though Word-of-Mouth (WoM) has been discussed as an important marketing 
tool, it is important to remember that WoM is always supported by other marketing 
media. Needless to say, a company cannot succeed without media advertising and has 
to always adapt to IMC methods (Levinson, 1998). This supports the example above 
as it explains why the Nissan campaign succeeded as it integrated all their marketing 
efforts into one. 

The UCM connection 
A party was arranged by David Elias, CEO of a marketing company called Soulkool 
for the sake of promoting Turin Vodka. The pitch to the party visitors was not obvi-
ous and there was not a group of people walking around the room telling everyone 
how great this particular vodka is. The tactic was very simple. Turin Vodka was the 
only beverage being served at the party, hence it had no competition. The visitors of 
course did not notice that this was a marketing attempt as the word about the vodka 
started to buzz (WCCO, 2004).  
  
In the example above we can establish that the UCM approach would not have suc-
ceed if Turin Vodka had not established the initial recognition of the brand through 
media advertising. Here we again reinforce that using methods such as UCM to start 
WoM have to be accompanied by other MC media where all the communication 
tools are integrated. 

If a start-up company should lack the capacity of media advertising, WoM can suc-
ceed on its own by offering good quality to the consumers and asking them to spread 
the word to others (Paterson, 1999). The most important thing when using Guerrilla 
Marketing methods is always: to put an element of amazement in your marketing 
and thus create a drama (Levinson, 1998). This is further explained below and illus-
trated by an example connecting it to UCM. 

Guerrilla marketing creates drama 

When you start as a guerrilla it is vital to first have a marketing plan and create a pro-
gram for it. Levinson (1998) suggests to find the inherent drama within your offering, 
translate that inherent drama into a meaningful benefit, get peoples attention, moti-
vate your audience to get involved, be sure you are communicating clearly and meas-
ure your finished advertising effort against your creative strategy. 

The UCM connection 
To illustrate this a bit better we can look at the situation brought up by CBS 60 Min-
utes. In their investigation they came across a team of UCM’s that were employed by 
the company Essential Reality to promote a new product called the P-5 Glove. This 
is a device which can be used to fly planes and fire weapons in computer games with 
a movement of a finger. The inherent drama here was that the team was spread out in 
different coffee bars where they set up a playing station attracting potential customers 
to come and have a look without being apparent about it. They proceeded into trans-
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lating that drama into a meaningful benefit by telling the interested crowd how easy 
it was to use and how it made the gaming so much more interesting. They then mo-
tioned the audience to get involved by offering a test try and communicated clearly 
how wonderful the glove was and how it made the user feel that he/she was in the 
game. During this time, the team naturally acted as they were simple game enthusi-
asts, having a cup of coffee, playing with their new toy without any intention of 
promoting it (CBSNEWS, 2004). 
 
Through this example we can see how a UCM mission has used the approach Guer-
rilla Marketing calls “creating a drama”, thus we have one more time connected the 
UCM approach to a Guerrilla Marketing approach. According to Todd (2004) and 
Levinson (1998) the previous situation was successful simply because guerrillas think 
backwards, placing themselves in the minds of their customers at the moment of pur-
chase and trace back to what led to that particular purchase decision. 

Using mini-media or no media marketing 

The strength of Guerrilla Marketing is the fact that it can focus on being personal, 
friendly, informal and flexible, yet still remain professional (Chacon, 2002; Levinson, 
1998). To do so with low production costs guerrillas use mini-media marketing (Lev-
inson, 1998).  

Burger King, using the advertising agency Crispin Porter and Bogusky, hired a per-
son to dress in a chicken suite and filmed him in a room performing over 400 actions. 
These scenes were later placed on a website named “www.subservientchicken.com” 
in order to illustrate the Burger King slogan “have it your way”. The visitors to the 
site could type in different commands to make the chicken perform some of the 
many actions. In the beginning most of the visitors were amazed as they thought this 
was going on live and recommended it to many of their friends, causing a large spread 
of WoM. Later a cockfight was staged using the same method, which drew a lot of 
viewing visitors as well as the Humane Society of the United States which protested 
against it, asking Burger King to stop promoting cockfighting. Even this negative 
piece of publicity raised awareness for Burger King (Hein, 2004). This showed that 
Burger King was willing to produce a funny and informal campaign that still resulted 
in a large increase in profits. 

The example above is a clear picture of how Guerrilla Marketing can remain profes-
sional yet create an informal, personal and friendly situation at a low cost in order to 
attain a response from the consumers. 

One technique of mini-media marketing is canvassing. Canvassing is one of the most 
inexpensive methods and is done on eye to eye basis by talking on a personal level 
and getting friendly (Levinson, 1998). This is also one important aspect in UCM as 
we have defined in section 3.3. Levinson (1998) further states that this particular 
method makes use of three steps where the first is to make the connection between 
the canvasser and the customer. The second is then the presentation of the canvass of-
fer and the third is the final moment when the sale is completed. Canvassing shows 
instant results and depends on the guerrilla alone, hence the disadvantages are that the 
canvasser can not reach enough potential customers and it takes a lot of time. This 
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problem can thus be dealt with by delegating the tasks. Below is an example of effec-
tive delegation. 

The UCM connection 
CSX, a railroad company in U.S. launched a safety awareness campaign. The purpose 
of it was to prevent accidents on railroad tracks and was inspired by the deaths of 47 
people in 2003. They posted billboards with the text “Cars hitting trains” in cities 
around the country such as Nashville, Tennessee, Mobile, Alabama, Dayton and 
Ohio. The aim was for the employees of CSX to walk around and throw eggs at the 
billboards to symbolize the impact of a car smashing into a train. To make the most 
of it CSX delegated the task to hired people to make sure they were noticed by as 
many as possible (Vranica, 2004). 
 
Here we have connected guerrilla canvassing mentioned above with an UCM ap-
proach. The canvassing connection as well as the presentation here is the billboard 
suggesting safety for the consumer. If the billboard reaches a consumer, making 
him/her consider the dangers of accidents on railroad tracks, it has finalized the sale. 
In spite of the fact that this example shows how delegating is vital to UCM, it fur-
thermore shows that UCM can be used for matters of a social safety. 

Moreover effective canvassers have the capability of being effective sales people 
(Gladwell, 2000; Levinson, 1998). The importance of being an effective sales person is 
discussed further below in section 3.6.  

Thus we continue below with another approach listed beneath Guerrilla Marketing 
yet strongly connected to UCM. Viral Marketing (VM) has been presented by Kai-
kati and Kaikati (2004) as one UCM method, though other authors discuss VM as an 
aspect connected to Guerrilla Marketing yet separated from UCM. This will be ex-
plained in section 3.5, where we will show in which way VM is connected to UCM 
and what are the qualities that they share. 

3.5 Viral Marketing 
Viral Marketing (VM) is marketing compared to a virus (Jurvetson, 2000). One can 
say VM – through creating a virus that builds networks – connects the people to the 
word which is being spread. The means it uses to accomplish this is Word-of-Mouth 
(WoM), which is the fastest way to spread a message in a virus resembling path (Kai-
kati & Kaikati, 2004). Yin (2003) refers to VM as Guerrilla Marketing and the other 
way around without mentioning Undercover Marketing (UCM) as an aspect above 
VM. 

Here we can see that VM thus can be looked upon as a Guerrilla Marketing approach 
and following that path it becomes an approach placed side by side next to UCM. 

VM is connected purely to internet. People hired by various advertising agencies 
would enter a chat room and boost a product or a service to the other participants. 
Another way would be to post a blog, which resembles a diary entrance within dif-
ferent internet communities. In that blog the person would write as a normal cus-
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tomer happy about something he/she purchased, saw or experienced for other blog-
gers to read (Levy, 2003). No matter how the marketer proceeded with his/her task 
the aim was to spread the buzz and create a positive WoM. Like UCM it required the 
same sort of peer-to-peer contact only the contacts were established on the net (Cor-
doba, 2001). 

An example of good VM is that of the spread of “Hotmail”, made real by Steve Jur-
vetson in 1996. The strategy of Hotmail was that of a free e-mail service. This was ac-
complished by getting users to recommend it to their friends where in each private 
message there was a hotmail message appended that read “Get your private, free e-
mail from Hotmail at http://www.hotmail.com” (Kaikati & Kaikati, 2004). In this 
example it was clear to the potential users that it was hotmail that was behind the 
VM campaign and they were aware as well of the marketing attempt.  

Here we can see that VM can be used in situations where the sender of a message dis-
closes his/her purpose and further down we will take a look at examples where VM 
resembles more UCM and uses marketing without disclosing it as marketing. 

Through uses such as the one above VM became a very powerful tool since it at-
tempted to harness the personal recommendation which is considered to be the 
strongest consumer trigger. There is a much higher credibility in receiving a personal 
recommendation via e-mail from someone, a potential user, already knows then if the 
e-mail should simply be anonymous (Kaikati & Kaikati, 2004).  

3.5.1 How exactly does VM connect with UCM?  
While VM is referred to when it comes to contacts made on the internet, UCM is re-
ferred to when it came to face-to-face encounters. The secrecy of the method re-
mained the same. Kaikati and Kaikati (2004) and Cordoba (2001) all state that UCM 
is VM off internet. 

The UCM connection 
An advertising agency SoulKool thought that employing the younger generation to 
go online and flood the internet chat rooms in order to promote the movie “Cowboy 
Bebop” would be a good way to get the interest up. At the same time the “marketers” 
were told not to reveal the real purpose of their enthusiastic recommendations which 
was to promote (WCCO, 2004).  

The UCM connection 
Dr. Pepper aimed to promote their new milk-based soft drink and in order to create a 
nation-wide buzz they recruited bloggers who were in their late teens to early 20s to 
“hype up” the product to the people they knew and at the sites and blogs they visited 
and used, without disclosing their assignment (Kaikati & Kaikati, 2004).  

In both examples above we have a display of VM though in an undercover way, 
hence the marketers did not disclose their identities and acted as regular users. Here 
the connection to UCM is the nature of the approach, meaning that it was hidden. 
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Figure 3-1 VM Connection to UCM 

The above model explains how UCM aims to spread a virus by its actions, thus one 
can say it makes use of the same methods as VM. While both UCM alone and VM 
use Word-of-Mouth (WoM) as a tool to carry out the spreading, they do so in differ-
ent environments (Kaikati & Kaikati, 2004). This is a simplified way to clarify their 
connection. Since UCM is relatively a new term and few know where to place it, 
then we must attach existing terms to it. This makes it evident that since UCM has a 
focus on a virus like spreading of the WoM it must use the same strategies as VM. 
Kaikati and Kaikati (2004) confirm this by the sentence mentioned above meaning 
that UCM is VM off-line. In this last comment we can see further that VM itself be-
comes a learning and a using tool for UCM (Cordoba, 2001). 

All alternative marketing methods beneath Guerrilla Marketing such as VM and 
UCM have one purpose and that is to send a message which will spread from one 
person to another though consumer networks. When a message spreads on a personal 
basis it is known as Word-of-Mouth and below we will explain some of its character-
istics. 

3.6 Word-of-Mouth, how does it get around? 
Word-of-Mouth (WoM) is based on a spread of personal recommendations between 
friends and acquaintances. Spreading WoM is not a simple procedure that follows 
strict rules and regulations. It is a complicated web of unforeseen events. This can be 
very difficult to control yet it is exactly that control, which some marketing compa-
nies of today are attempting to achieve (Gladwell, 2000). Since Undercover Market-
ing (UCM) cannot function without WoM – as it is its main source of success – we 
will investigate further into how WoM is structured. 
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Connectors, Mavens and Salespeople 
Gladwell (2000) explains how WoM, even though uncontrollable, has to follow cer-
tain rules and go through certain kinds of people in order to survive. The first type of 
person it has to go through is a Connector. A Connector is a person with his/her feet 
in multiple worlds.  

To explain this we can take an ordinary student into consideration. Most students 
have a small circle of friends consisting of mostly other students. In a WoM situation 
the student would then just spread the buzz to other students and the buzz would 
travel a straight line which is not very successful and does not have a satisfying 
spread. Now if that same student was involved in football, drama clubs, poetry read-
ings, book clubs, party arranging clubs and art groups, the same student would have 
access to multiple different worlds which usually do not connect. He/she would then 
become a Connector with the possibility of bringing these worlds together for an oc-
casion such as, let’s say, a party (Gladwell, 2000; Marsden, 2004). Connectors are con-
sumers as well and WoM has such a great success simply because it is consumer 
driven (Silverman, 1997). 

The Connector is the one that spreads information, though usually it is someone else 
that gathers it. Gladwell (2000) calls these types of people Mavens. Mavens are de-
scribed as information gatherers and sharers and they do this voluntarily and cost-
free. A Maven could be the guy talking about a party that will happen next month, 
or the girl spreading the word that the expensive brand of jeans is having a sale next 
week. Silverman (1997) supports this statement by saying that people would rather 
find out about something new from someone else then try it on by themselves; hence 
this can be connected to Gladwell’s mavens. Connector can very well have the quali-
ties of a Maven but to simplify it we separate them into different persons.  

A Maven exists in the beginning of a spread process, though there is a third person, 
who is necessary in this chain and it is the Sales person. According to Marsden (2004) 
and Gladwell (2000), a Sales person is one that can convince another person to do 
something. He/she has the ability to make other people want to own or do some-
thing or even go somewhere. The guy talking about the party in the example above 
can be classified as a Sales person if he can convince another person – who is not 
really interested in going to the party – to want to go. Hence the Sales person be-
comes a steppingstone for the Connector. If the Connector does not posses qualities 
of a Sales person, he/she must be in contact with one if the word is to spread.  

Now to make the understanding of this somewhat complicated chain a bit easier, the 
following model inspired by Gladwell (2000) can help. The World 0, can represent 
the world of students, where one student is, as mentioned above, involved in many 
other worlds. If the football club she is attending wishes to have special banners for 
the next game, she can contact the arts club and ask them if they could make them. 
She has in that case connected two worlds (lets say world 2 and 3) through herself. To 
convince the arts club to do this, as well as to convince the football club that the arts 
club is the right choice, she would have to play the part of a Sales person. If the ban-
ner would require some special technique, material or skill, the arts club might have 
to play the connector to get these materials by contacting alternate worlds (world 3 
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contacting worlds 3.1, 3.2 and 3.3). In that case World 0 becomes a Maven for these 
alternate worlds since the information originated there. 

 

Figure 3-2 Connectors, Mavens and Sales People 

Law of the few 

“Law of the few” supports the above theory of Connectors. The law states that it 
does not take large groups of people to start an epidemic spread of the word. This of 
course could mean that if you only have one or two connectors they, themselves can 
cause a large spread. This Gladwell (2000) likes to compare to the spreading of bio-
logical viruses such as HIV. One man infected with HIV can spread it to multiple 
women that can themselves spread it to more men and the circle thus goes on until 
reaching a climax (Gladwell, 2000; Marsden, 2004). We can say that WoM feeds on it-
self and ten people spreading it can easily multiply to a hundred (Silverman, 1997). 
This is the effect WoM should have, though in order to start it a marketer would re-
quire help from a handful of Connectors that have access to Maven information and 
the ability of- or access to- Sales persons. 

Stickiness factor 

The stickiness factor is easy to explain. Gladwell (2000) refers to it simply as the 
point of marketing at which your message sticks with the consumer. The advertising 
messages a consumer has to deal with daily arrive in great numbers. That is why a 
company must reach the stickiness factor and make their message stick (Ives, 2004). 
This would imply that the message must be something of interest to the listener and 
something that could reach him/her on a more personal level.  

This can be connected to Guerrilla Marketing being personal in its attempts and fur-
ther connected to UCM as it shares the same abilities. 

World 0 

Maven Connector 

Sales- 
Person 

Sales- 
Person 

Sales- 
Person 

Sales- 
Person 

Sales- 
Person 

World 2 

World 3 

World 4 

World 5 World 0 becomes a Maven 
for the other worlds 

World 
3.1 

World 
3.2 

World 
3.3 

World 1 

World3 contains Mavens, Connectors 
and Sales Persons for the worlds 3.1, 
3.2, 3.3 and the spread can go on for-
ever. This is also applicable to the 
worlds 1, 2, 4 & 5 



 

 27

Law of context 

Environment plays an important role for the spreading of the buzz (Marsden, 2004). 
If the buzz related to a new fashion comes from Milan, most fashionable people 
would make a connection to the spread word. In this case it is because many regard 
Milan as one of the world centers of fashion.  

Gladwell (2000) uses an example of graphite artists vandalizing New York subways. 
While the subways were spray painted they were attracting criminal activity, such as 
skipping paying for the ticket or further vandalizing the wagons on the subway 
trains. The appearance of the destroyed wagons spread the message that further de-
struction would go unnoticed and is in fact provoked. This violence was later kept in 
check by painting over and repairing the vandalized wagons, giving a picture of 
cleanness, and crime control. The word began spreading how the subway has become 
clean and how the violence was kept in check, thus discouraging the ones doing the 
destruction in the first place. The purpose of the example above was to further 
strengthen the importance of environment when spreading WoM. 

In a marketing situation this could resemble the appearance of the person who is 
spreading the word, or the geographical areas through which the word is traveling. If 
someone is telling you about an expensive store in a bad neighborhood the word will 
not spread so well since the consumers might not be interested in visiting the named 
area. In other situations a person fitting an opinion leader profile might also represent 
an aspect of the environment, thus he becomes the one spreading the word, making it 
sticky (Marsden, 2004; Gladwell, 2000). 

An opinion leader is a person that is looked up to by his surroundings (Chip, 1995). 
Even simpler put an opinion leader is a person whose opinion you trust (Paterson, 
1999). A male opinion leader could be a “cool” guy at your school. As he purchases a 
new cell-phone, other students – looking up to that “cool” guy – might buy it simply 
because he is the one recommending it, and further recommend it to others. The en-
vironment that is characteristic to him in particular can represent cool friends, better 
service when going somewhere and so on (Yin, 2003). As the WoM spreads, each per-
son spreading it is affected by the environment of the origin of the message. In this 
example it is the desire for environment that might represent a higher status. In these 
cases the key for positive WoM can be for the company to locate the local opinion 
leaders and get them to talk about the particular product or service (Walker, 1995). 
The challenge is primarily locating them and secondly persuading them to adopt the 
product/service and spread the buzz (Vence, 2002). This displays the control, envi-
ronment has on the effect of WoM and hence it is placed into Gladwell’s (2000) law 
of context. 

3.6.1 The negative WoM and the UCM connection 
We have mentioned earlier that negative WoM can have disastrous consequences. It is 
a known fact that most people spread a good event to an average of 3 people while a 
negative event is spread to an average of 11 people (Silverman, 1997). This shows that 
most consumers enjoy spreading bad news more then good (Muhamed, 1999).  
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One famous example of negative WoM is that of the PackRat. PackRat was once the 
best personal information management software on the market. At the release of 
their fifth version the PackRat seemed to malfunction. Many of the brand devoted 
customers attempted to help each other through the problems single-handedly. Even-
tually these customers noticed that the company did not deal with these problems in 
a straightforward manner but attempted to circle them. This caused that the custom-
ers – which previously attempted to keep the product and reach a solution to the 
problem – now initiated discussions on which other product could replace the Pack-
Rat. The answer came in the form of the brand Ecco. While the PackRat was dying 
out Ecco took over the market (Silverman, 1997). 

The above example explains to the reader a common reason for a result in negative 
WoM and below we proceed with a negative WoM resulting from an Undercover 
Marketing (UCM) situation. 

UCM, which can be considered as immoral and unethical can be the cause of negative 
WoM. The CBS, 60 Minutes, expose showed this by interviewing people who were 
subjected to UCM (CBSNEWS, 2004). They were surprised in a negative way and 
some even appeared to be angry at the fact that they were tricked in such a dishonest 
manner. Negative WoM can be so devastating that the people spreading it adapt the 
negative experiences of others and spread these as their own reaching a sort of collec-
tive wisdom (Walker, 1995). 

The UCM connection 
Let us assume that Person 1 recommends a great product to Person 2. The first per-
son does not simply recommend it but also describes it as something so fantastic that 
it is hard to measure with anything else. If Person 2 believes enough in Person 1 
he/she might recommend it to others without seeing the product. If Person 2 is as 
good as Person 1 at describing how great the product is, even other people who re-
ceive the recommendation might recommend it further without firstly checking out 
the product. Later it will come a time when they will go to investigate and by that 
time the message would have spread very far. If all people who know about the 
product go check it out and around the same time find out the product is bad, they 
will in turn be aggravated enough to spread negative WoM. This will result in an 
even greater spread due to that the word had reached many people already and nega-
tive WoM as mentioned is spread further then positive WoM. 

Now that we have explained the process of WoM and the consequences of it when 
handled wrongly, we can begin connecting it to the aspects mentioned above and cre-
ating a map of the theoretical position of UCM. 

3.7 Conclusion of the first purpose and answer to Pillar 1 
When attempting to bring the theoretical framework together and come to a few 
conclusions we must first build a map of what we are trying to accomplish. Reading 
the theories above we have attempted to lead you on the way by first presenting the 
traditional methods of Marketing Communication (MC), explaining what it is and 
how it works. Then we led into Integrated Marketing Communication (IMC), show-
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ing that no marketing tool can work alone but all marketing must be a part of the 
same core idea. After this we have our problem Gen Y which is introduced in the 
section 1 and which affects the traditional MC methods and further making IMC in-
complete and unable to reach the consumers it is aiming for. To make it more com-
plete, the use and the effect of alternative marketing methods must be acknowledged. 
Guerilla Marketing is a designated name for all the alternative marketing methods 
which have existed along side of the traditional ones. Undercover Marketing (UCM) 
which is our focus is a term within the Guerrilla Marketing area and the approach 
highlighted with the need of dealing with Gen Y. To explain UCM we have both in-
cluded UCM theories as well as compared it to its on-line friend Viral Marketing 
(VM), also a part of Guerrilla Marketing. We have stated that UCM makes use of the 
same methods as VM though in a different environment, hence we have placed Viral 
Marketing as another term next to UCM. Further we have made clear that Word-of-
Mouth (WoM) is the most vital tool for the success of all Guerrilla Marketing ap-
proaches including UCM and VM. Below is a model which is devised in such a way 
to make the connection between the presented terms more visually understandable 
and also to present the reader with a map of the theoretical placement of the term. As 
we can see by the model the traditional marketing methods lie above the alternative 
ones and are more commonly used. The alternative methods have to integrate with 
the traditional ones in order to make IMC complete and have all methods originate 
from the same core idea. 

 

Figure 3-3 The Theoretical Placement of UCM 

Finalizing the theoretical map we will move on towards an important external aspect 
that has a large influence on UCM as a method. The aspects we are talking about are 
the ethical and moral views of both marketers and consumers faced with UCM 
which we will further cover below in section 3.8 while we answer our second pur-
pose focusing on Pillar 2. 
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3.8 Ethics, moral and UCM 
The aim of Undercover Marketing (UCM) is to plunge into the customers mind 
without them realizing that they have been exposed to marketing and make a little 
nest there (Ahmed, 2000). Rushworth (2003) talks about that a rise in mistrust in 
people and a fall in goodness which can be the result if UCM keeps growing. The use 
of UCM is more common in USA where the people display a higher level of toler-
ance to this type of marketing (C. Peterson, personal communication, 2005-02-07). 

Consumer Alert, an organization organized by Ralph Nader claims that UCM is a 
desperate act in order to gain attention. The members of the organization state that 
UCM is both unethical and as intrusive as telemarketing. They confirm the above 
statement by Rushworth and say that recruited brand pushers might make individu-
als more careful and wary of each other. Other critics say that even the UCM use of 
songs is an invasion in the privacy of music lovers (see section 3.3). Also as men-
tioned previously in section 3.3 some critics believe that it is not appropriate to use 
brand associations in violent video games. Though, some still believe that the public 
is not as innocent as the critics may think. Consumers can sense when they are being 
unnecessarily promoted to and in that case usually tune out and stop playing that 
particular game or stop listening to that particular song which is cluttered with un-
dercover promotion (Kaikati & Kaikati, 2004).  

It is not only consumers that take notice of the moral and ethical issues. Some mar-
keters believe not only that it is wrong, but furthermore that it can be very risky to 
work with. We have mentioned previously that negative WoM can be a very deadly 
and fatal plague. This is something that the companies have to take into consideration 
due to the risk of being responsible for their own downfall by portraying themselves 
as manipulators and creating a negative image (McElgunn, 2004). Other marketers 
agree with this statement since if the people do not know which company is promot-
ing, the company in question thus will breaks the trust between itself and the con-
sumers (Atkinson, 2004). 

3.8.1 VBMA and WOMMA debate 
Today there is a debate in the process between Word of Mouth Marketing Associa-
tion (WOMMA) and the Viral Buzz and Marketing Association (VBMA). VBMA is 
the largest international trade organization in the world for viral, buzz and word-of-
mouth industries. It has 79 members from all around the world including Sweden and 
28 alone in the US. The organization works through a well defined mission statement 
(see appendix 3) (VBMA, 2005b). WOMMA on the other hand is the official trade as-
sociation for the word of mouth marketing industry with a mission to promote and 
improve WoM marketing through a set of guidelines (WOMMA, 2005a). 

February 9th 2005 WOMMA had published a document presenting its “Ethics Code” 
regarding WoM marketing (see appendix 4) (WOMMA, 2005b). This document 
amongst many other things stated that marketers must disclose to consumers who 
they are working for and they must use real consumers – not actors – to talk about 
what they really think about a product (Vranica, 2005). On February 16th VBMA 
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welcomed this code with open arms especially since WOMMA had written the code 
preliminary and offered it up for debate. VBMA encouraged other practicing agencies 
to give their opinions on the code.  

Justin Kirby, VBMA founding member and CEO of UK-based DMC (Digital Media 
Communications Ltd), found the code to be rather narrow to be directed to a large 
group of practitioners and to a wide range of the existing techniques. Kirby felt that 
WOMMA, who represents a very small sub-section of companies in this sector, 
might not have been the best candidate for drafting such a code (VBMA, 2005a). 

Another person that did not agree was Jon Bond, co-founder of Kirshenbaum Bond 
& Partners. He stated that the whole idea of marketing is to make it look like it is 
not marketing. The Kirshenbaum Bond & Partners agency has had previous experi-
ence with Undercover Marketing (UCM) and they do not see anything wrong with 
the method. In the mid- 1990s the agency was hired by Hennessy cognac to employ 
150 actors that would sit and drink at trendy bars and chat up the product with other 
bar patrons (Vranica, 2005). 

To further insure that this particular code had a chance of becoming a representative 
one, VBMA proposed a formation of an ethics coalition with WOMMA which 
would include representatives from the blog community in order to openly discuss 
the “Ethics Code”. WOMMA rejected this suggestion and instead drafted its own 
code without wider industry collaboration (VBMA, 2005a). 

“According to VBMA, the main limitations of WOMMA’s Ethics Code are: 

 - The promotion of an ethical double standard for volunteer agents and paid agents, in 
which volunteers are held to a loose, unenforceable code, which allows for the continued 
use of deceptive practices against consumers.  

 - The absence of real measures to protect minors from exploitation by marketers. 

 - The narrow and non inclusive definition of what constitutes viral, buzz and world of 
mouth marketing” (VBMA, 2005a). 

VBMA moreover states that the code is too complicated and will infuse the market-
place and the consumers within, with more confusion (VBMA, 2005a). 

3.9 Conclusion of the second purpose and answer to Pillar 2 
To conclude we can see that ethics can have a great external impact on the use of 
UCM by marketers and advertisers working in the field and therefore all attempts 
should always be, prior to implementation, carefully thought through. Since UCM is 
considered a very fresh aspect of marketing/advertising it should be dealt with care-
fully and that is why in our next chapter we will begin our investigation of the prac-
tical application of this method within the country of Sweden. 
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4 Field work! Digging for the gold 
In this chapter we will present you with our empirical findings through interviews from 
practicing advertisers, done through a series of questions which will reflect the chosen 
methodology. Here we will begin to answer our Pillar 3 which is presented in the introduc-
tion. We will be addressing certain chosen themes taken from our theoretical foundation 
in order to create clear links. 

4.1 Introducing the actors 
During a seven day period, we the authors have performed five interviews with four 
advertising agencies and one free-lance art-director focused on designing advertising 
messages. These interviews will be presented below in chronological order, each 
summarized under the headlines which we have presented in our frame of reference 
earlier in this thesis. 

4.1.1 Frank Kommunikation AB 
Our first interview was with Christoffer Peterson who works for the advertising 
agency Frank, situated in Jönköping. The agency was founded in the year 2000 and 
currently has 10 employees. Its main focus is business to business advertising with 
both local and national companies. Examples of previous clients include Jönköping 
Energi, Svenska Möten and Husqvarna. They also do the advertising for Miss Sixty 
and Energy within Sweden. Within their premises they develop ideas and design ad-
vertisements. Peterson has been an employee with the agency since the fall of 2004. 

Interview with Christoffer Peterson, Wednesday, 13th of April 2005; 10.00am 

Generation Y 

The general opinion is that Gen Y, as Peterson explains, is more critical then the pre-
vious generations. It also has a larger criticism against advertising and communica-
tion. At Frank they have not directed their advertising directly towards Gen Y since 
it is a seldom used phrase in Sweden. It is more common to name them a critical gen-
eration and to divide them through age groups like 18-25 and 32-34 for example. 
Since Gen Y is also defined through age groups Peterson agrees that Gen Y could be a 
covering term after all. Frank has on the other hand recognized this critical target au-
dience but has not applied any specific adaptations or developed specific campaigns 
towards this group. This is since many agencies still do not have explicit strategies 
due to that the phrase Gen Y is mainly American and there are large differences be-
tween the American society and the Swedish one.  

Guerrilla Marketing 

Peterson recognizes the term Guerrilla Marketing but informs us that it is not some-
thing Frank has worked with since it might be difficult to work with it locally. 
Companies are not ready to use this particular technique. Peterson believes that 
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Jönköping is not developed enough for this method. On the other hand they have 
considered using this particular method since there is potential in its cost efficient-, 
intelligent solutions and creative methods. Peterson states that it is mainly due to this 
reason that he is working at Frank, namely to bring in the more alternative methods 
such as Guerrilla and UCM and bring the whole concept together with the rest of the 
MC. Though it does depend on for which client it is used and for which target group 
in order to find a perfect mach. Regarding this method fitting either small or large 
firms, Peterson feels that Guerrilla Marketing is a good method for small firms that 
do not have a lot of funds in order to put their name out there and a good way for 
large firms to create credibility. The term is still fairly unknown and is still used by 
large, multinational companies which know what it is as well as recognize the poten-
tial Guerrilla Marketing could have in Sweden. The acceptance level of Swedish peo-
ple is relatively high which makes it easy to reach the right people. Why Guerrilla is 
still called alternative marketing even though it has been around for a long time is, 
according to Peterson, to keep the mystical bubble surrounding it and keep the 
magic. If analyzed too much this marketing method might lose its power. 

Viral Marketing and Undercover Marketing 

Peterson is familiar with the term VM and defines it as mostly web-based marketing. 
It involves mostly fictional ads and commercial videos. In spite of the familiarity with 
the term Frank has not applied this method in their advertising, though Peterson 
thinks it might be interesting to release something on the net and carefully follow its 
development. This opportunity has yet to arise since Frank has so far not had a cus-
tomer that has dared to use this approach but an occasional proposal in favor of VM 
has been presented by Frank. The marketing directors of companies are still in the 
ages 50+ meaning that they have a hard time accepting alternative methods. The in-
terest for a pilot study exists but there is no time to actually perform it. Considering 
UCM, Peterson is familiar with this term as well. Frank has not used UCM but Pe-
terson could consider it if the right client asked for it and it was for the right product 
or service. Also Peterson agrees that WoM is an important tool for the use of UCM 
however it is difficult to control. They do not have the time or the man-power, if 
they should hire extra staff in order to create controlled WoM during for example, 
Jönköping Kalajs, the product or service they would be promoting has to draw that 
much attention and be something natural in order for the customer to come looking 
for Frank agents and not the other way around, creating the UCM situation. 

Word-of-Mouth 

When we talk about the need to find connectors to spread the WoM, Peterson agrees 
that finding these kinds of people could speed up the message. Since WoM is difficult 
to control, Frank has not preformed specific attempts to create it. Peterson agrees 
with the description of WoM that Gladwell (2000) has created through connectors, 
mavens and sales people. WoM is also good for creating a chain reaction of events by 
involving the environment. Peterson illustrates it by an example where club visitors 
listen to one type of music and the DJs playing this type of music wear certain 
clothes. Then by buying the clothes the visitors feel identified with the music as op-
posed to if someone should play a different type of music wearing the same clothes. 
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Ethics 

When discussing ethics surrounding UCM, Peterson feels that if the customer ap-
proaches the marketer whether the marketer discloses who he/she is or not, it is not 
unethical but just another method of reaching a target group. When it comes to the 
ethics rules presented by WOMMA, Peterson does not believe that the general public 
is that naive or stupid for the marketing community to need an ethics code. In Swe-
den as opposed to USA, there is more faith in intelligence of people and also in Swe-
den, marketing and advertising agencies believe that the general public is critical and 
has the critical thinking within. He does believe though that such an ethics code 
might appear in the future even in Sweden. An ethics code that might develop into an 
unwritten rule is unlikely though. This is due to that every agency decides on their 
own ethics and moral positions and Peterson describes it as a sort of a gut-feeling 
which tells a person what is right and what is wrong. As unethical, Peterson catego-
rizes advertising cigarettes, alcohol or anything from the weapon industry, while re-
inforcing that UCM is NOT unethical since it allows the customers the ability to ap-
proach or not to approach. 

4.1.2 Miami Advertising Agency AB 
Our second interview was with Gustaf Inger and Fredrik Olsson, both who work at 
Miami, an advertising agency situated in Gothenburg. The firm was founded in 2002 
by the two of them and today they have four employees and hire extra when an as-
signment requires it. They make use of traditional advertising media as well tap into 
alternative ones such as Guerrilla Marketing and are proud to call themselves the 
only true Guerrilla Marketing advertising firm in Sweden. 

Interview with Gustaf Inger and Fredrik Olsson, Friday, 15th of April 2005; 12.00am 

Generation Y 

At Miami they have been in contact with Gen Y and classify it as the indifferent and 
uncaring generation. Today they are working hard in order to find new ways to deal 
with this generation since traditional advertising does no longer surprise it. This par-
ticular generation reads less and less ad-filled newspapers and magazines and watch 
TV-channels that are less cluttered with commercials and they desire products and 
services nobody else has in the search for uniqueness. At the same time the awareness 
for brands is growing but it does not make the people loyal to these new-found 
brands. Gen Y makes it their job to always be on the hunt for something new, to 
jump from brand to brand and from company to company. If a person knows what 
he/she is doing they could start a small store at some back alley and invite only 
friends. These in turn would appreciate being the only one to know about the store 
and would spread it to their friends and thus start a very fast WoM campaign. 

Guerrilla Marketing 

At Miami they try to separate Guerrilla Advertising and Guerrilla Marketing where 
the latter means spending great energy on for example running around the block in-
forming the public of the existence of a brand. Miami is using Guerrilla Advertising 
in order to reach and involve the younger target groups through experiences. They 
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are attempting to create Guerrilla activities that have a bit of event in them while at 
the same time surprising the public. This can be very hard simply because the public 
is very well aware that during their day they will pass a number of commercial mes-
sages. This is why Miami believes that surprising people might get them to remember 
YOUR message above all others. 

The need for Guerrilla Marketing is growing because there is a desire to reach smaller 
groups. To reach these small sectors marketers still must use traditional marketing 
media due to the function they still serve which is to inform the viewers that a prod-
uct or a service exists. The message must also always be relevant to the prod-
uct/service being promoted and the way in which it is being promoted in. In Sweden, 
the larger groups of people still pay attention to traditional marketing media but as 
the younger generations approach, it will be harder and harder to reach them with-
out new methods, specialized channels and media’s that will allow for a greater 
spread of the message. Even Miami’s guerrilla efforts today will become outdated and 
therefore they look for freshness everyday. 

Guerrilla’s growth depends also on the fact that it is cost-saving for both small and 
large companies. If Sony Ericsson would hire 1000 people to walk around the streets 
spreading a message it would still be less-costly then a communication campaign us-
ing all traditional marketing channels. Miami believes that size does not matter when 
using alternative marketing methods, what does matter is if the company is entrepre-
neurial and wishes to stand out from the crowd. 

Viral Marketing and Undercover Marketing 

As we mention VM, Inger and Olsson connect it to internet. They further state that 
this is the most usual way of spreading a message fast and at a low cost with a purpose 
to make promotion not look as promotion. If done properly, this can have a great 
success. Swedish advertisers today might even use or are already using large commu-
nities such as the Swedish “Lunarstorm” in order to spread their messages without be-
ing discovered. When VM is spread it is very difficult for the normal users to know if 
the message is real or fictional and that is where VM gains its power, though VM is 
only a small part of a much larger cake and its purpose is to awaken curiosity and 
later on other complimenting aspects of the advertising campaign are implemented in 
order to paint the rest of the picture. 

An important aspect of alternative marketing methods is respecting people. Ads do 
not need to be pushed into the face of the target group or be designed in such a way 
that every one can tell it is an ad. Advertisers/marketers would do better if they 
would respect the intelligence of people to make their own conclusions. Making an 
ad look like an ad does not guarantee higher brand credibility, leading us to UCM. 
When it comes to UCM, both respondents feel that there is nothing wrong with the 
use of it if it is something that spices up the everyday of a consumer. If an UCM tac-
tic can make a consumer think, smile, laugh then the advertiser might win the sym-
pathy of that consumer. The advertiser has offered something, given something back 
something and thanked for occupying the time of the consumer with this gesture. If 
application of adding value is regularly used, Miami believes that the Swedish popula-
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tion will not have any problems with a method such as UCM. We are informed by 
Miami that today not many know that responsible for show “room-service” on 
channel 5 is the Painters-Union (Målarförbundet). They wanted to attract attention 
to their profession and since the show, the number of painter educations has in-
creased noticeably.  

This can also be considered UCM which means advertisers are already using such 
methods but under different circumstances. UCM according to Miami is the best way 
to reach the cynical Gen Y since there is no other way existing today. They would as 
well consider using UCM if the right customer came along. These are very new con-
cepts and not many in the advertising business know of them and it is this that is 
working against the advertisers since it is hard to suggest something no-one has ever 
heard of. As time passes, alternative methods will be more and more accepted. What 
needs to be done is to get the clients of these methods more willing to try them and 
to accomplish that, the advertisers and the marketers have to develop measures to 
prove that these methods work. Sweden on the other hand is a very small market and 
these methods might not grow as much here as they will elsewhere. The growth of 
these methods will increase due to increasing cost of traditional marketing campaigns. 
UCM is also considered a good way to advertise/market today due to the power of 
avoiding commercial messages a consumer has today with the help of VCR’s and 
large varieties of TV-channels. 

Word-of-Mouth 

When it comes to WoM campaigns people trust more another person then something 
seen on TV, heard on the radio or read in the magazine, especially if that person is a 
family member or a friend, Inger and Olsson conclude. If a friend informs another 
friend of a product which is very good, it is bound to make that person consider buy-
ing it. This might not even be an option if the person only saw a billboard-ad of the 
product. 

Miami states that a WoM campaign is a very difficult thing to plan. In order for 
WoM to succeed a company needs many aspects to function perfectly which are all 
connected in a long chain. One of these is to simply have friendly workers at the 
store, excellent service as well as a high quality product. All of these are dependant on 
each other. If one aspect should fail it can start a negative WoM which can spread to 
maybe ten people as opposed to the positive one that might spread only to two. Mi-
ami moreover believes that WoM can be accomplished by working actively with 
partly crazy things which will cause people to spread it onwards and partly by work-
ing with their target group and their customers, always keeping them in a good 
mood. 

Ethics 

Inger and Olsson firmly state that neither VM nor UCM are unethical. There will 
always be people complaining that advertising should look like advertising but as 
long as advertisers do not insult the intelligence of the people they can do just about 
anything. UCM campaigns are also not considered unethical since it is an advertiser’s 
gamble to attempt an UCM approach. If it succeeds the advertiser has won and if not, 
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he/she has lost and it is as simple as that. During an UCM campaign if the consumer 
makes the approach and not the other way around it can be mostly considered as 
demonstration and not advertising hence it is not unethical. The customer by his/her 
own will shows curiosity towards the product/service and asks the person “playing 
with it” (the P-5 glove example), how it works and what it is in order to satisfy the 
curiosity. The customer has full control over the situation here. According to Inger 
and Olsson critics should look into product placement in movies and music which by 
their standards should be more unethical then the face to face approach by UCM. 
 
When it comes to the debate by VBMA and WOMMA on the ethics code, Inger and 
Olsson believe that a frame work such as the one presented by the code will never be 
of interest since they define the advertising business as a war and advertisers and mar-
keters will do what it takes to stay on top. 

4.1.3 STROBE 
Our third interview was with Mats Ekström and Jonas Hallberg who work at 
STROBE, an advertising agency situated in Stockholm. STROBE uses the whole 
world as a market and creates ideas and global concepts for companies. Previous cli-
ents of STROBE are companies such as Absolute Vodka, Vodafone, Levi’s and Adi-
das. 

Interview with Mats Ekström and Jonas Hallberg, Monday, 18th of April 2005; 
10.00am 

Generation Y 

At STROBE Gen Y is a known concept as most of their work is based on reaching 
this critical group. The way to reach them is to allow the consumer to choose to be 
apart of the brand and the only way for this is for the consumers to invite the adver-
tisers and the marketers and not the other way around. The world today is filled with 
insecurities and these in turn make the consumer much more critical and untrusting 
of anyone outside of their own universe. The critical consumers wish to control their 
own world and in order to enter that universe a marketer must enter as a friend and 
must offer something consumers can add to their identity. The commercial also must 
do the same thing as the product, which is to add a value and this can be done in the 
form of entertainment or similar things. The added value on the other hand must 
have something to do with the brand itself. STROBE’s attempts at reaching the cyni-
cal target group are so far going well but they notice that the hardest part is to create 
the viral, buzz and underground cultures. 
 
Guerrilla Marketing 

STROBE is familiar with Guerrilla Marketing but they feel that there are too many 
different images which try to explain what it really is. Hallberg and Ekström also feel 
that Guerrilla Marketing is still done on very basic and small levels to be of great im-
portance. They do though feel that it can be a good method but they do not believe 
that it is the key to the future. Guerrilla marketing can be a good method as long as it 
is supported by traditional media. 
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Viral Marketing and Undercover Marketing 

Hallberg and Ekström inform us that they are attempting to create buzz and viral 
campaigns though on a different level then it is done today. Instead of sending out 
funny messages and video’s to circle the net, STROBE attempts to create activities to 
involve the target group and make them create contacts throughout the world which 
they can use even after the activity is finished, thus adding value. The brand must al-
ways be on the side of the consumer.  

UCM is a familiar concept at STROBE but they believe that it is difficult to make a 
method like that effective. They refer to the Sony Ericsson “fake tourist” example 
and state that in order to accomplish a campaign like that, a large group of people is 
required and not all companies can perform such an activity. They feel that with a vi-
ral campaign, regarding the creation of an activity for the consumer, they can still in-
volve traditional marketing to support that campaign. What is important to realize is 
that mass communication is still very necessary since these small alternative methods 
like VM cannot promote the product alone. Hallberg feels that what we call UCM is 
actually what they do but with a twist. They take it to another level and connect it to 
a core idea while in some way still disclose who they are in the process. The con-
sumer always knows what is going on. 

Word-of-Mouth 

STROBE has attempted planned WoM campaigns but as mentioned previously, the 
main obstacle is creating an underground subculture. What comes prior to that is the 
need to tell people that they exist and for that there is a need for traditional advertis-
ing, a need for commercials and a need for PR agencies, all requiring large funds. This 
enforces the fact that Guerrilla campaigns can not be primary ways of reaching the 
audience. 

The most important thing when starting a WoM campaign is to make a person think 
that something is important or fun enough as to create a reason for the consumer to 
continue spreading the message to others. This is a large difference from paying a per-
son to spread the word around. It is all about not tricking people but getting them 
involved in spreading a message which is “nice”. Honesty is the most important thing 
in all levels of communication and it is they only way to succeed. Everything which 
is dishonest and unethical STROBE simply strikes. 

Ethics 

STROBE has strong opinions regarding what is and what is not ethical. They do not 
condone certain types of Guerrilla Marketing such as UCM as we present it. They 
present us with an example of a clothing company in the USA picking the leader-
type children at a grammar-school and giving them free “cool” clothes to wear in or-
der to start a WoM surge, making other children want the same type of clothes. Ek-
ström states that STROBE is always honest in their communication and always dis-
closes their methods making these recognizable as promotional attempts. 
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Due to that STROBE has been involved in questions regarding viral and buzz mar-
keting is why they had been invited to join the VBMA association. Ekström and 
Hallberg felt that it would be interesting to see how the debate would evolve. The 
ethics code which are presented are unfinished and people all over the world are send-
ing in their opinions in order to build a frame-work around guerrilla, viral and buzz 
marketing which will tell advertisers and marketers what is and what is not accept-
able. The code might in the future become an edge for competitors working within 
the same country. The ones that follow the code might be one step ahead. At 
STROBE they do not quite know yet if they agree with the way things are going 
right now. Even though every country has already marketing controlling entities 
such as Etiska Reklamations Nämnden (ERK) in Sweden, the ethics code might de-
velop into an international frame of how to work in the future. In the end every firm 
bases its own feelings on what is ethical by following that gnawing feeling  which in-
forms the advertiser/marketer that something is wrong. 

4.2 Silvia 
Our fourth interview was with Magnus Karlsson who works at Silvia which is situ-
ated in Stockholm. This firm was founded year 2004 and is relatively young. Today 
there are six people working at Silvia. Amongst Sivlia’s clients are Svenska Volks-
wagen and AMF Pension. At Silvia they work for creating value between the compa-
nies and the consumers. 

Interview with Magnus Karlsson, Monday, 18th of April 2005; 13.30pm 

Generation Y 

Regarding Gen Y Karlsson feels that the world is a bit too complicated for such a 
large group to be placed under a single name. He does agree though that the younger 
generations have been bombarded with commercial messages and therefore have 
shielded themselves against these, meaning Karlsson could consider labeling these as 
Gen Y. Silvia on the other hand has not considered changing their market-
ing/advertising strategies in order to satisfy this group because they believe it is hard 
to direct themselves towards one age group since even a 45 year old person can have 
the same critical values. Everything depends on the context and on what advertising 
is attempting to sell and to whom. 
 
Guerrilla Marketing 

Karlsson states that new ways of advertising/marketing are always needed but they 
do not have to be alternative ones. The important thing is that it is relative to the 
message that is being sent. When it comes to Guerrilla Marketing, Karlsson thinks 
that this method is only able to make small changes and is not suitable for every 
product. It can be successful though for a product that can reach the trend-setters and 
they later could spread the word on. According to Karlsson, mobile phones can be a 
product suited for Guerrilla Marketing. Also at Silvia they do not classify Guerrilla 
Marketing as a new method since it has been around for a long time. Karlsson ex-
plains that Guerrilla Marketing is simply a symbol for finding new ways to perform 
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their advertising efforts by taking a step further from the traditional methods. This is 
the most important part of the work for an advertiser/marketer, to find new, differ-
ent ways of reaching their targets. Also when using Guerrilla Marketing it must be 
woven into the rest of the traditional marketing media to create a full picture. It is 
good if as many as possible communications channels are rooted into the same core 
idea. 

Karlsson furthermore states that starting an alternative campaign can prove to be too 
much work for a company and thus occurrences of these are isolated events. Guer-
rilla Marketing is though looked upon as a cost-efficient way for small business to in-
troduce themselves into a market in order for them to get on their feet fast so that 
later they can focus more on building consumer relations. Therefore, Karlsson be-
lieves that in the future clients of advertising firms might demand alternative methods 
to accompany the traditional ones. Today unfortunately the clients are still afraid, 
meaning that it is up to the advertising firm to push for the development. The clients 
do not know as much and would never ask for something explicitly alternative so it 
is up to the advertising firm to suggest it. Today, Karlsson suggests, only large com-
panies such as Sony Ericsson and Vodafone will be the only ones using these meth-
ods. 

Viral Marketing and Undercover Marketing 

Karlsson does not recognize the term VM but as we explain, he recalls what it is. He 
continues by telling us that VM can be a very dangerous method since it can make 
consumers even more cynical then they already are. He feels that people in Sweden 
are still trustworthy but if such methods continue, the Swedish people will turn to 
extreme skepticism. He continues by stating that since VM is mostly about personal 
recommendations, advertising performed in such a way can be more successful then 
advertising messages coming straight from the producer, thus showing that some-
times there is no other choice but to use such methods. 

An UCM campaign such as the ”fake tourist” campaign Sony Ericsson performed is 
something Silvia could consider doing all though it depends on the product, the tar-
get group and how it would fit into the core concept. The decisive parts for perform-
ing such a campaign are: if it is practically possible and not too troublesome to per-
form. Karlsson informs us that Silvia has planned but not yet performed such cam-
paigns, meaning that they are confidential and can not be discussed. According to 
Karlsson, UCM which allows the consumers to approach the advertiser is acceptable. 
 
Word-of-Mouth 

Regarding the spread of WoM, Karlsson states that finding people that are connected 
to more then one universe can speed up the spread. It is also important to find the 
“stickiness” in a product message to make the consumer receive a message in the exact 
way the producer wants him/her to. 
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Ethics 

Karlsson begins by saying that if there would be an ethics code regarding marketing; 
firms would in the end follow it. This is due to that firms are generally careful not to 
upset their clients and if the client feels that the ethics code protects the rights of the 
consumers, he/she will look for an advertising agency also protective of these rights. 
Although today firms are not dependant on any kind of ethics rule printed on a pa-
per, most of them have a feeling of what is wrong and therefore do not attempt such 
an activity as they are afraid it might back-fire on them. Karlsson also ensures us that 
even though an ethics code is formed, if a client is willing to use an alternative mar-
keting method which is not illegal – only considered unethical by the named ethics 
code – Silvia would still perform it. Customer is always the most important. 

4.2.1 Mikael Larsson 
Our last interview was with the free-lance art director Mikael Larsson, who works 
with graphic design and the visual communication in commercials and ads. He has 
been working for advertising agencies since 1992. He has worked with World Aids 
Day in Sweden, American Express, Cosmonova and Sony Music amongst other 
things. 

Interview with Mikael Larsson, Tuesday, 19th of April 2005; 10.00pm 

Generation Y 

Larsson has both heard of and noticed Gen Y. He has previously attempted to reach 
this generation during an assignment of his for the Worlds Aids Day. The assignment 
required a great deal of effort and its purpose was reaching girls in the age group 15-
25 in order to provide them with information on safe-sex and venereal diseases. Lars-
son believes that in order to reach Gen Y an advertiser/marketer must involve them 
in some sort of an activity which led to his proposal of an alternative campaign. The 
aim for the Worlds Aids Day group was to affect people with their message and this 
could not be done through traditional media. Having a hard time designing the cam-
paign for the Worlds Aids Day, Larsson developed an idea which would involve sev-
eral grade-nine classes to design an advertising campaign themselves as a class project. 
They would be told to create a message that would reach other children their age, 
which Larsson feels would have been the best method to market towards this most 
important consumer group of today. The whole thing with involving the classes 
would be a part of that campaign. Every step they took when working with their 
ideas on how to affect people their own age was a step in another more alternative di-
rection of advertising/marketing. The result of it would have drawn attention from 
Svenska Dagbladet, Jönköpings Posten, Göteborgs Posten and all possible larger 
communication sources. Unfortunately this idea was not accepted by everyone in the 
group and therefore could not be completed. Larsson reinforces though that to reach 
Gen Y traditional marketing media is not enough. 

Guerrilla Marketing 

Larsson is also familiar with the phrase Guerrilla Marketing but does not have any 
experiences in using it as an advertising- or a marketing method. He also informs us 
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that he has had Guerrilla Marketing ideas that he has presented to his clients but for 
different reasons these ideas never got off the ground. One of the reasons was time 
and money. He states that a Guerrilla campaign is very time consuming and even 
though it is considered low-cost or even cost-free, the funds are spent on other places. 
The clients that have been offered Guerrilla Marketing solutions have declined due to 
those reasons. Guerrilla Marketing is also a scale effort, meaning that if done on 
smaller scales it will not have large effects. It is also hard to show the clients what 
they will receive back for their invested money. This is due to that this kind of 
method is difficult to measure although not many have attempted such measure-
ments. Larsson does believe that Guerrilla Marketing can be a very measurable mar-
keting channel when the clients get more accustomed to it. He further states that he 
will continue developing alternative ideas for different clients.  

Being that it is very difficult today to catch the attention of the consumers it is very 
possible that alternative advertising/marketing methods will grow. In five years, 
Larsson believes, even Guerrilla will become a marketing commodity and will lose its 
ability to surprise. In the future there might even be Guerrilla agencies that employ 
hordes of people who can be dispatched to different locations and for different as-
signments. These changes – according to Larsson – might be closer then anyone 
might expect. Still – he enforces – the traditional marketing media is very important 
in order to inform the person exposed to Guerrilla of what is going on. Traditional 
marketing increases also the reliability of the existence of the 
brand/company/product/service. Larsson believes that traditional advertising will 
always be something important even though new methods are introduced in the fu-
ture. 

Viral Marketing and Undercover Marketing 

As we mention VM we notice that Larsson is not familiar with the concept but does 
mention an aspect of it, which is the back and forth emailing of “funny” movies on 
the internet, which in turn are made in order to create a reaction. This is one of the 
uses of VM, Larsson does not mention using it though. 

When we move to UCM, Larsson feels that the idea of creating an interesting activity 
which would draw the customer to the marketer is ingenious. It allows the consumer, 
in a form of a demonstration, to see the product, feel it and use it without the sterile 
supervision of the store. Larsson who has worked for a lot of fundraising organiza-
tions believes this would be a great method for the Swedish “Rädda Barnen” or “Am-
nesty”. Usually volunteers for these organizations have a difficulty stopping people 
on the streets long enough to explain their purpose. Larsson could therefore defi-
nitely consider using this method and has already thought about it in several different 
contexts. 

UCM is still mysterious since analyzing it might rid it of its magical effect and make 
the message look flat. This is what will happen with all the alternative methods in the 
future – Larsson fears – since the people sitting on different boards will always re-
quire results and those results must be proven prior of implementation and therefore 
different theorists, marketers and advertisers will cut these methods into pieces in or-
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der to study them and in turn make them as flat and unsurprising as traditional mar-
keting media is today. 

Word-of-Mouth 

Larsson believes in the power of a planned WoM campaign. He also believes that 
there are such things as Mavens, Connectors and Sales people. He also feels that the 
environment is a very crucial factor. He tells us of an example where a restaurant 
opened in Stockholm at Kungsholmen. The restaurants name was “Allmänna Gal-
leriet” and it was a very difficult place to find. Once there, the place was not very 
classy and the interior was disorganized and clashed. The restaurant did not use any 
advertising media besides inviting the subscribers of a special magazine to attend the 
opening night. This particular magazine was sent out to wealthy people with a cer-
tain yearly salary. The same night they arranged a screening of a new Mercedes Benz 
model. All the visitors that night felt very privileged to be the only ones invited and 
the first ones to see the new car model. The fact that the restaurant was so difficult to 
find was even more interesting and in turn all of the aspects surrounding the place 
sent out a massive wave of positive WoM. 

Larsson agrees that attempting planned WoM should be done carefully because set-
backs can be very dangerous. The ambassadors of WoM must be carefully chosen. 
Today celebrities are still chosen as spokespersons for different companies, though 
tomorrow’s spokespersons might be chosen because of their connections which 
stretch over vast networks and their charismatic personalities. 

Ethics 

Larsson does not feel that working with UCM is unethical and places instead his un-
ethical limits at working with alcohol- brands, cigarette brands or any kind of brands 
or products which can lead to dangerous addictions. When it comes to setting up 
rules for ethics such as those WOMMA is suggesting, Larsson feels that they should 
only pose as guidelines. The whole purpose of VM, UCM and Guerrilla Marketing is 
that it is breaking through conventional ways which is what makes it exciting. The 
guidelines might help the marketer along the way to recognize the limits but it is 
he/she that in the end must make his/her own decision and at times bend those lim-
its and push them forward. 

UCM as Larsson sees it is no different then the product placement in movies and 
therefore he feels if someone is going to question the ethical nature of UCM they 
should look into the latter mentioned as well. 
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5 The gold analysis 
In this chapter will connect our empirical findings to the theoretical framework and to our 
problem discussion in the introduction chapter. 

5.1 Generation Y 
According to Frank, Gen Y is a very critical generation which is supported by Yin 
(2003) whose statement earlier in this thesis has explained how Gen Y avoids com-
mercial messages and look upon these with very cynical eyes. This is reinforced as Pe-
terson also states that the particular generation has large criticism towards promo-
tional communication.  

Frank has not directed their promotional attempts towards Gen Y due to the unfa-
miliarity of the terminology itself. This can be interpreted as a difficulty in directing 
an effort towards an aspect which has not been properly defined yet. Peterson men-
tions the differences in Swedish and American society which has labeled this particu-
lar generation putting a frame around it. The Swedish society being different has not 
yet reached this level and thus can not properly define the meaning of the term Gen 
Y. The result of this unfamiliarity of the term creates limits as clients of market-
ing/advertising firms do not ask for special measures in order to reach Gen Y because 
they do not know what Gen Y is, who the members are and how they affect market-
ing. Peterson states that these measures should be in forms of alternative marketing 
methods. 

Miami who has been in contact with Gen Y agrees with Frank regarding the need for 
alternative methods. Syrett and Lammiman (2003) mention how this generation has 
grown out of their brand loyalty. We interpret as this loyalty is something that can 
be regained as Inger and Olsson are working for the purpose of reinstating that loy-
alty and creating connections between brands and consumers. 

STROBE on the other hand has not only noticed Gen Y, Ekström and Hallberg 
state that their mission is to catch them as well. Their concept being similar to that of 
Miami which is to create a bond between the consumer and the brand has become a 
mission statement. Gen Y has at STROBE been recognized as the most important 
consumer group of today. To reach this group they have applied what they call alter-
native methods though these are mainly existing ones transformed into ways of pro-
ducing value to the consumers through activities, making STROBE stand out from 
the previous two opinions by Miami and Frank.  

Since Gen Y are so critical in trusting promotional attempts (Paul, 2001), Ekström 
and Hallberg have devised plans that are based on consumers inviting the market-
ers/advertisers into their worlds instead of having marketers/advertisers attack these 
worlds uninvited. Which we interpret could be successful as Gen Y does not wish to 
have promotional attempts attack them. The hardest part though, they feel is to cre-
ate underground cultures. These cultures symbolize small groupings of converted 
Gen Y. Syrett and Lammiman (2003) support this by stating Gen Y’s need for build-
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ing own networks. STROBE believes that the answer lies in building these little 
communities which would later spread a message to other Gen Y communities. 

At Silvia Gen Y is passing by unnoticed. Karlsson states that one term is a bit to sim-
ple to define a personality which can be applied to a consumer not being born some-
where between the year 1977 and 1994 as stated by Paul (2001). Karlsson opens an in-
teresting question by stating that even a 45 year old can have the same preferences 
and beliefs which we have defined as characteristic to Gen Y. What he implies is that 
Gen Y is a state of mind and not a range of birth dates. When attempting to interpret 
this we can see that Karlsson feels that the repulsive feelings Gen Y has towards pro-
motion, are a result from a natural development, hence those that have experienced 
the increase in commercial messages can feel the same way as this generation, inde-
pendent of their age. In spite of this he goes against the majority opinions stated in 
this thesis, which recognize this generation as a very cynical group for which it is vi-
tal for marketers to devise special marketing strategies.  

Larsson is familiar with Gen Y as he has attempted to reach this group during an as-
signment and thus recognizes the difficulties this attempt brings. Larsson suggest that 
involving Gen Y in activities can capture their interest, agreeing with STROBE. If ac-
tivities can create opportunities to build these communities, reaching Gen Y might 
become a reality. Being that one of Larsson’s assignments was starting up a class-
project, makes it evidence of an attempt of asking a group of people to work together 
in order to build bonds in-between them. Larsson himself classifies an activity such as 
this one as alternative promotion and thus supports the need for alternative methods 
in order to reach Gen Y as stated by Yin (2003). 

5.2 Guerrilla Marketing 
Frank firstly states that Guerrilla Marketing is something that they have not used 
due to that this method is also a new concept and thus not recognized or adapted in 
small communities such as Jönköping. Peterson states that they have intention of us-
ing it due to its cost-efficient nature which is supported by Levinson (1998). This 
means that the use of Guerrilla Marketing methods can be regarded as purely cost 
saving.  

Peterson further implies that Guerrilla Marketing brings intelligent solutions and 
creative methods by bringing concepts together. Belch and Belch (2001) have devel-
oped this idea into intelligent marketing where all marketing follows one core idea. 
We see now how the need for IMC is growing, though alternative marketing meth-
ods such as Guerrilla marketing should be included within this idea.  

Moreover even though Levinson (1998) believes that Guerrilla Marketing is suitable 
for mainly small businesses, Peterson states that this is also a good way for a large 
company to create credibility. We interpret this by following an opinion by Levin-
son (1998) and Todd (2004) who both state that Guerrilla has the ability to be per-
sonal, friendly yet stay professional. By creating these friendly and personal situations 
companies are able to build long lasting bonds to their consumers, thus create credi-
bility. Peterson in one way also disagrees with the Levinson (1998) idea that guerrilla 
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is mainly suited for small companies when he says that larger companies can see the 
true potential of this approach as they have more time to investigate alternative 
methods. These companies could also recognize the potential Guerrilla Marketing has 
in the Swedish market. 

Miami uses Guerrilla Marketing and puts a bit of an event in the approach in order 
to surprise the consumers. This can be compared to Levinson’s (1998) “creating a 
drama in the offering, where usually consumers are involved in some kind of benefit 
that catches their attention and motivates them to get involved. This can be further 
connected to Gen Y as earlier statements say that Gen Y is accessible through activi-
ties and events which involve the participants.  

Inger and Olsson believe that Guerrilla Marketing is growing due to that it is a good 
method if there is a desire to reach smaller groups. This can further be connected to 
Peterson statement above where he says that Guerrilla Marketing has potential on 
the Swedish market.  

STROBE has earlier stated the difficulty of creating underground cultures composed 
of Gen Y. Combining the two could imply that Guerrilla marketing is a solution for 
reaching these smaller groups and out of them create underground cultures support-
ing a company/brand. In spite of this Miami makes it clear that alternative methods 
have to be supported by traditional ones in order to create recognition since in Swe-
den the majority still pays attention to traditional marketing and through this we re-
turn to the importance of IMC where even a supporter of Guerrilla Marketing such 
as Levinson (1998) clearly states that there is a strong need for traditional media sup-
port and the fact that all media must come from the same core idea.  

STROBE has a difficulty placing a definition on Guerrilla Marketing and thus does 
not comment in-depth on this aspect. Ekström and Hallberg do note that Guerrilla 
Marketing as such can not succeed without support of other marketing media and 
give one more assurance that IMC is vital for all MC approaches. However through 
their statements regarding Gen Y we can interpret their methods as Guerrilla Market-
ing due to that they fit into certain descriptions of these methods. Levinson’s (1998) 
“creating a drama” can be compared to STROBE’s creation of activities for the con-
sumers, thus we can see Guerrilla Marketing can be used without recognition of it. 

Regarding the growth of Guerrilla Marketing, Ekström and Hallberg do not feel that 
it is the key to the future and thus go against the previous beliefs of Frank and Mi-
ami. 

At Silvia Guerrilla Marketing has never been a new method but always symbolized a 
search for new promotional channels and marketing ways which transcend the tradi-
tional ones, according to Karlsson. Silvia’s view can be compared to that of Gobé 
(2001) who states that when talking about alternative methods, practitioners and re-
searchers refer to these as Guerrilla Marketing. We can connect this to Karlsson’s 
statement above and say that Guerrilla Marketing is a term for all new ways that take 
an alternative form and take a step away from traditional methods. Here Silvia differs 
from STROBE’s opinion which intends to place Guerrilla Marketing into fixed 
boundaries. According to STROBE Guerrilla Marketing is a term describing specific 
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methods and does not stand as an overall name for all alternative approaches. These 
two opinions collide on a very small though important level as one gives freedom and 
the other limit. This resembles Karlsson’s view on Gen Y as he feels that it is a too 
narrow term and should have more freedom in its description. Silvia appears to be 
careful when putting limits on any terms.  

Furthermore Karlsson has previously stated that Guerrilla Marketing might be more 
suitable for high-involvement product such as those connected to technology and 
therefore he suggests that today only companies such as Sony Ericsson and Vodafone 
will have a use of these methods. The examples we have presented in this thesis have 
already mentioned Sony Ericsson while Vodafone is a client of STROBE to which 
we had previously connected elements of Guerrilla activities, thus Karlsson might 
have the correct idea regarding which products are suited for guerrilla.  

Moreover, Karlsson, several times reinforces the need for IMC and the support of 
traditional media as well as a core idea, on which every single marketing channel 
should be based. In the future clients might ask for Guerrilla Marketing and therefore 
it has growth potential, according to Karlsson. This is similar to the opinion of Frank 
and Miami and therefore it has a strong chance of coming true. Moreover Karlsson 
mentions that an alternative campaign might be too much work for a company but 
does not evolve the statement therefore we will connect it to a similar statement be-
low made by Larsson. 

Larsson being familiar with Guerrilla Marketing has attempted such methods but has 
never gotten these off the ground as they are very time- and money consuming ac-
cording to him. Here we can see a large difference from the view of Levinson (1998) 
who explicitly states that using Guerrilla Marketing requires very little or no funds. 
Larsson states that these funds are spend on other places then the actual Guerrilla 
campaign. We can make a conclusion that Guerrilla Marketing must be supported by 
other marketing media channels in order to succeed, thus perhaps the funds Larsson 
was talking about are spend on these channels which require large budgets also ac-
cording to Levinson (1998). This might be also what Karlsson meant above by saying 
that an alternative campaign is a lot of work He might have been referring to the 
work a traditional marketing campaign requires as he has stated that one is needed as 
support for Guerrilla activities.  

Larsson believes that Guerrilla Marketing’s growth is imminent and will happen in 
the near future and this is further a connection to the opinions of Frank, Miami and 
Silvia, leaving STROBE behind. The growth of Guerrilla Marketing will, Larsson be-
lieves, depend on development of methods for measurement which can prove that 
such a marketing approach is successful. In spite of the growth of Guerrilla Market-
ing, Larsson believes that there will always be a place for traditional marketing media 
and the practice of IMC in the future, thus agreeing to the statements regarding IMC 
made by the other firms above. 
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5.3 Viral Marketing and Undercover Marketing 
Frank has presented VM activities to their clients however it is an equally unknown 
concept as Guerrilla Marketing, which was Peterson comment in section 5.2. An in-
terpretation would be that since, theoretically we have placed UCM beneath Guer-
rilla Marketing making that connection and earlier made the connection between 
UCM and VM, we can say that VM is beneath Guerrilla Marketing. Since Guerrilla 
Marketing is an unknown concept to most consumers of today, the methods beneath 
Guerrilla Marketing should suffer the same consequence.  

There is an interest for a pilot study at Frank, though Peterson states that there is no 
time. The problems with time and effort have been analyzed regarding Guerrilla 
Marketing and again since VM is beneath the previously mentioned, the same can ap-
ply for it. The same reasons can further be applied to UCM regarding why Frank has 
not applied this method yet. There is a desire to test UCM and the requirement is 
that it is for the right product and the right client. Here we interpret that UCM is 
not only problematic regarding time and effort but also regarding the choice of prod-
ucts. 

Silvia stated in the previous chapter that technological products might be best suited 
for Guerrilla Marketing which can also be applied to UCM because of the connection 
between the two. This can be further strengthened by the examples in section 1.1 and 
3.4.1, where the examples of UCM regarding technologically based products such as 
the P-5 glove and the Sony Ericsson mobile-phone are presented. What is important 
is that the product is something that draws attention, making consumers come to 
marketers and this is also supported by Kaikati and Kaikati (2004). STROBE has pre-
viously mentioned that in order to reach Gen Y the marketer must be invited by the 
consumer into their world. The description of UCM as we can see above follows the 
same core idea. 

Inger and Olsson at Miami believe that UCM has a large success and is already used 
and accepted in Sweden. According to Miami the purpose of VM is to awaken curios-
ity which can be interpreted as creating an opportunity to entice the consumer. This 
exact tactic is believed to be successful with an UCM approach – according to Peter-
son – which is mentioned above.  

Furthermore Miami believes that UCM can be an equally accepted and valid method 
in Sweden if it can offer something to the consumer thus making him/her think, 
smile or laugh. STROBE has mentioned regarding Gen Y that the most important 
part of marketing is to offer a value to the consumer. This can be interpreted that 
UCM can be a method to satisfy the needs of Gen Y since value can be interpreted as 
making a consumer think, smile or laugh.  

Miami feels the same way as Frank regarding that UCM must be matched with the 
right product and client in the case they were to use it. Again the right client is diffi-
cult to find as most are unfamiliar with the term the same way they are with Guer-
rilla Marketing. This could mean that educating clients in these methods could in-
crease their usage. Miami’s belief that consumers are intelligent and marketing does 
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not have to be thrown in front of them in order for them to notice it can be an an-
swer as to why UCM will be successful.  

UCM has the potential to grow in the future though Inger and Olsson believe that in 
Sweden it will not grow as much as the market is relatively small and the methods of 
measuring the success of such a method are still underdeveloped. This supports Lars-
sons view regarding Guerrilla Marketing, thus making the connection that all meas-
ures of methods beneath Guerrilla Marketing might be equally underdeveloped and 
hard to accept by the clients. 

Ekström and Hallberg at STROBE are using VM to create activities which add value 
to the consumer. This again supports their opinions on Gen Y stating that marketing 
must offer something extra. By creating activities through a VM campaign one can 
interpret this as an attempt to raise curiosity, which fits to Miami’s idea on how to 
make such a campaign function.  

STROBE believes that only large companies have the ability to perform UCM. This 
can be supported by previous statements regarding Guerrilla Marketing made by Lev-
inson (1998) who states that larger companies are better equipped to deal with alter-
native methods as they can afford the support of traditional media. Since UCM is an 
alternative method one can say the same applies and thus we see that UCM might be 
ill equipped for companies that can not afford support by other promotional media. 

STROBE will not condone the use of a method such as UCM due to a belief that 
honesty in a marketer vs. consumer relationship must be maintained. This com-
pletely contradicts the opinion of Miami which places faith in the intelligence of the 
consumer and places a belief that UCM is a method the Swedish people will not op-
pose, thus creating two completely separate opinions regarding this matter. 

Karlsson at Silvia states that VM might make Swedish consumers even more cynical 
in the future. Rushworth (2003) states that UCM can make people distrustful and 
through its close connection to VM the same can apply for the latter. This is com-
pletely opposite of Miami where they feel that consumers can appreciate this method.  

Karlsson further states that VM can be successful since it is based on personal rec-
ommendations. We can interpret this as: VM creates closeness in its approach which 
is characteristic for Guerrilla Marketing according to Levinson (1998). Through the 
connection between Guerrilla Marketing, VM and UCM we can say that the last two 
mentioned create the same closeness.  

Karlsson has in spite of his opinions regarding both VM and UCM planned to per-
form similar activities. An interpretation is that even though marketers/advertisers 
do not agree with some alternative ideas, they can still see enough potential success in 
them to make an attempt at performing these.  

Further he agrees with Frank and Miami with the statement that UCM is acceptable 
and that it depends on which product and concept the method is associated with as 
well as if the approach allows the consumer to come to the marketer and not the 
other way around. STROBE still is against this idea even though their other state-
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ments in section 5.1 support the use of a method where the marketer is invited by the 
consumer. 

Larsson though unfamiliar with the term, feels that VM is used primarily to provoke 
a reaction. This is similar to the idea of Miami where Inger and Olsson state that it is 
to create curiosity which in turn is a strong reaction. This can be again tied to 
STROBE’s adding a value to an offering.  

When it comes to UCM, Larsson feels it is a form of a demonstration that allows the 
consumer to approach the marketer and look at the product. Kaikati and Kaikati 
(2004) refer to this as a method that makes the consumer feel like he/she has stum-
bled upon the product him/herself, thus making it more interesting. This connection 
becomes clearer since demonstrations in UCM cases are performed by what is 
thought to be other consumers.  

5.4 Word-of-Mouth 
At Frank, Peterson feels that if a connector is a member of Gen Y, then it would also 
fit STROBE’s view of a consumer inviting a marketer. As the marketer’s message is 
accepted in the Gen Y world, the person/people accepting it become connectors and 
spread it to other Gen Y worlds. 

The problem with creating controlled WoM is that most companies do not have the 
manpower or the resources, according to Peterson. This further can be connected to 
the previously stated effort requirements regarding Guerrilla Marketing which were 
supported by Silvia and Larsson.  

Levinson (1998) has previously stated that one of the important tools of Guerrilla 
Marketing is WoM. Peterson names WoM as an important UCM tool and since 
UCM is a part of Guerrilla Marketing we can say that Levinson supports that state-
ment.  

Miami feels that WoM is something that functions best when the person spreading it 
is a normal consumer or someone the other consumers know and trust. This can be 
connected to Kaikati and Kaikati’s (2004) idea which claims that UCM and VM de-
pend on personal recommendations which usually are recommendations from friends 
and acquaintances and recommendations as such are a base of WoM according to 
Gladwell (2000). This we interpret that WoM should be spread by normal consumers 
in order to reach a success in an UCM situation. 

Miami supports the opinions of Frank regarding WoM being a difficult aspect to 
plan. Inger and Olsson add that for WoM to succeed internal marketing must be 
woven into the rest of IMC in order to avoid negative WoM which spreads to more 
people supported by Silverman (1997). We interpret that to make WoM successful 
many surrounding aspect must function together in order for it to have a positive re-
sult. 

STROBE feels that the main difficulty with creating planned WoM is to create their 
previously mentioned underground cultures. These have previously been connected 
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to Gen Y, Guerrilla Marketing, UCM and VM, thus we interpret this by saying that 
a planned WoM campaign is vital to all the above mentioned marketing methods in 
order to reach Gen Y. STROBE attempts to create WoM campaigns that spread a 
message which people find interesting enough to further spread it on. We connect 
this to the ideas of Miami as they were talking about how the purpose of a viral cam-
paign is to create curiosity. Since VM and WoM are connected through a previous 
statement of Kaikati and Kaikati (2004) regarding personal recommendations, we can 
say STROBE agrees with Miami’s vision of VM, in spite of the fact that their previ-
ous statements have shown a negative view on this approach. The reason for 
STROBE’s negativity is that they require total honesty in all their approaches to-
wards the consumer and thus the undercover nature of VM does not fit this descrip-
tion. Here we can see that creating a reaction is a strong factor, though some firms 
place a strong value on honesty, thus restricting the process of creation. 

Karlsson at Silvia strengthens the opinions of Peterson and Gladwell (2000) when 
saying that people who are connected to more then one world can spread a message 
fast through WoM. What is important is to send a message that is received exactly 
how the company has intended it and this according to Gladwell (2000) is called 
stickiness. Stickiness is when a message sticks to the consumer and does not simply 
pass him/her by. We can connect this stickiness to creating a message that creates cu-
riosity which has been mentioned together with VM by Miami earlier in section 4 
and 5.  

Larsson primarily focuses on the importance of the environment which is named vi-
tal to WoM by Gladwell (2000) as well. Planned WoM campaigns are possible but 
should be performed carefully due to risk of setbacks, according to Larsson. These 
setbacks can be the previously, by Silverman (1997), mentioned number of people a 
negative message reaches. Larsson therefore states that ambassadors of WoM should 
be chosen carefully.  

Marsden (2004) states that opinion leaders can be a part of the environment vital to 
WoM since other consumers might desire specific attributes attached to the person 
representing that leader. The problem with choosing Larsson’s ambassadors and 
Marsden’s opinion leaders is to persuade them to adopt the message and spread the 
buzz according to Vence (2002). One way to do this can be to let the opinion leaders 
invite the marketers going back to STROBE’s philosophy regarding Gen Y in section 
5.1. 

5.5 Ethics 
Peterson at Frank discusses how marketers need to put more faith in people’s intelli-
gence and does not consider UCM to be an unethical method. Miami has previously 
discussed the need for marketers to take the intelligence of other consumers into con-
sideration and thus agrees here with Peterson.  

Regarding the WOMMA code (see appendix 4), Peterson states that in Sweden mar-
keters believe that people are more critical and capable of making their own deci-
sions. We interpret this by noticing that unethical views can be directed more to 
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products such as alcohol beverages, products from the tobacco industry and the 
weapons industry instead of marketing methods due to a belief in people. 

At Miami, UCM and VM are not considered unethical in accordance to Peterson’s 
previous statement as they also refer to the faith in people’s intelligence. Inger and 
Olsson also feel that UCM can be regarded as a sort of a demonstration which was 
Larsson’s opinion stated in the section 5.3. Miami also believes that in such a situa-
tion, the consumer is the one in control as he approaches the marketer and invites 
him/her. Inger and Olsson consider product placement in movies a much more un-
ethical aspect. According to Kaikati and Kaikati (2004), product placement is a part of 
UCM. This is difficult to interpret as Miami does not feel UCM is unethical but feels 
a method beneath it is, thus we interpret that some methods beneath UCM might be 
more ethical then others. 

An ethics code such as the one presented by WOMMA is one that will never become 
a reality according to Miami. They somewhat agree here with Peterson above though 
they take it a step further and call marketing a war where such a code does not be-
long, not even in the future. Kirby at VBMA (2005a) feels that the code is too narrow 
and will not succeed long. 

STROBE is the first to disagree and feels that UCM and viral methods are unethical. 
At STROBE they put honesty first and foremost. Kaikati and Kaikati (2004) support 
this view and call UCM an invasion of privacy, while Atkinson (2004) feels that 
companies using such undercover methods break the trust between themselves and 
the consumers.  

Ekström and Hallberg believe that the ethics code might become an edge in the fu-
ture. According to WOMMA (2005a) this code is meant to improve WoM marketing 
through a set of guidelines. When Ekström and Hallberg talk about an edge, this edge 
might be a step up for the companies using the WOMMA guidelines as clients might 
prefer these in the future. In the end STROBE agrees with Peterson that every firm 
has their own feelings and views on ethics and bases decisions on these. This could 
mean that even though a firm might follow a set of guidelines, exceptions can occur if 
the guidelines crash with the views of the firm regarding a case.  

Karlsson at Silvia begins by agreeing with STROBE’s view on the ethics code and 
their belief that if a client desires the code, firms will eventually adapt it in the future 
as it will become a competitive edge. He further agrees that firms will always go by 
their own feelings of what is right and what is wrong which is consistent to the opin-
ions of STROBE and Frank. Karlsson continues by saying that if a client desires an 
approach which is against the ethics code, the firm will perform it because the client 
should always get what he/she desires. This is somewhat similar to the vague opinion 
of STROBE which states that exceptions from the rule might occur as firms both fol-
low their views and a set of guidelines. 

Larsson brings up the beliefs of what is unethical as Peterson previously did, which 
are alcohol brands, cigarette brands and other product that lead to dangerous addi-
tions, hence he leaves UCM out. As a method, Larsson states, UCM is not unethical 
and agrees with Frank, Miami and Silvia. Karlsson at Silvia has though a bit of an in-
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different opinion on this matter as he does not care about what method it is as long as 
it is in the frame of the law and in the desire of the customer, while Frank and Miami 
have fixed opinions regarding the matter. This in turn might be due to the differences 
knowledge regarding the subject. 

The WOMMA ethics code, Larsson feels, should not become a fixed code but remain 
as guidelines which companies can ignore if the occasion requires it. He feels that the 
purpose of UCM, VM and Guerrilla Marketing is to break through conventional 
ways which is supported by Bond in Vranica (2005), who states that the purpose of 
all marketing is to make it look like it is not marketing. Larsson shares the belief of 
all the previous firms who state that the marketer must as well abide by his/her own 
moral views. Larsson feels that UCM is no different then product placement, while 
Kaikati and Kaikati (2004) place product placement under UCM. By this Larsson at-
tempts to say that UCM should not be regarded any different then a method such as 
product placement, which all consumers are aware of and accept. This contradicts the 
view of Miami who state that product placement is much worse then UCM.   
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6 Is the gold worth the excavation? 
Here we will make a final conclusion based on our analysis. The conclusion will answer 
Pillar 3 from the first chapter our third purpose. 

We will start off by discussing briefly Gen Y which is, as we interpret is present in 
Sweden. Through our analysis we have shown that Frank, Miami, STROBE and 
Larsson agree that Gen Y is a cynical target-group that exists. According to the re-
spondents above, they all agree that alternative marketing methods must be applied 
in order to reach the members of this generation. With the support of the theory 
which has a similar view on Gen Y we can draw a logical conclusion that the previ-
ous statements are true. Due to that Silvia does not agree with the above, we interpret 
this as evidence that there most likely are still firms that do not recognize the particu-
lar term Gen Y and do not see the need for alternative marketing in order to reach 
the group and some may even apply the term to a state of mind and not a range of 
dates which brings forth interesting questions. 

The need for alternative methods brings forth Guerrilla Marketing to which we in-
terpret is very possibly the overall name for all alternative methods. This is due to 
both, statements in our frame of reference and opinions of our respondents, of which 
most can consider using it or are already using it, thus making it a more or less com-
mon term in the world of marketing. Guerrilla Marketing and UCM, as the method 
below it, should not be considered especially cost-saving methods due to our research 
results which show that traditional marketing methods must accompany the alterna-
tive ones. Therefore, additional funds are required to cover the expenses of these tra-
ditional methods which are most likely to be afforded by larger companies. This is 
why we believe that perhaps it is not suited for small companies if used correctly in-
tegrated with other methods. Further the need for the alternative methods to join in 
with the traditional ones can be seen as recognition for the need of IMC, thus we in-
terpret this as alternative methods such as UCM must integrate fully with traditional 
ones and base themselves upon the same core idea.  

Moreover we conclude that Guerrilla Marketing methods such as UCM will proba-
bly grow in the future. This is due to that Gen Y are defined as a group that searches 
involvement and individuality and this can be reached by offering value which we 
can interpret from our empirical data. This value can be seen as activities, so we make 
a logical conclusion that to reach Gen Y, alternative marketing methods must involve 
consumers into creative activities or offer them value in some other way. We propose 
that UCM is a method that does just that. The growth of alternative methods involv-
ing UCM is considered by some of our respondents as imminent, while some others 
see future in it but do not include Sweden in this future. We make an interpretation 
that generally most practitioners believe in the growth of such methods in Sweden 
while some do it more and some less. Regarding STROBE who had a completely op-
posite opinion, we have in our analysis come to a realization that some of their 
methods fall beneath Guerrilla Marketing however not UCM and by using these 
methods they are supporting the growth of alternative methods.  
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Due to that not many clients are familiar with alternative marketing methods we can 
conclude that this is most likely due to the lack of measuring methods which are able 
to prove these methods as successful. An interpretation of this would be that if 
proper methods are developed, approaches such as UCM might have a faster increase 
in usage in Sweden as well as the rest of the world. Through our analysis we can see 
that the majority are both familiar with the terms VM and UCM and this implies 
that the terms are slowly becoming more common. When it comes to the respon-
dents that did not recognize the term, in that case they recognized the characteristics 
surrounding it and thus admitted to the existence of such a method.  

Moreover the majority of the respondents feel that UCM is the answer to the prob-
lem of reaching Gen Y and consider using it or have attempted similar methods but 
state that it depends on the client and the product. We can see through our analysis 
that suitable products are of a technological nature and through our frame of refer-
ence also are mainly alcoholic beverages and tobacco brands. We can conclude that 
UCM might be perhaps best suited for high-involvement- and what are considered 
taboo products.  In a situation where a marketer must be invited by the consumer, 
we have shown that UCM can function as a demonstration providing the consumer 
with the power to approach or not. A conclusion could be made that UCM will be 
successful due to its ability to make the consumer feel like he/she is in control.  

Regarding WoM we can see that it is a vital tool for UCM as it depends on it. Creat-
ing a planned WoM campaign which has positive results we conclude, is a difficult 
matter for companies according to most respondents. We assume that in order to cre-
ate a good WoM campaign a company must have the required resources which are 
mainly man-power as well as the ability to support the campaign with other tradi-
tional marketing media. Personal recommendations appear very important for such a 
campaign as Gen Y might most likely respond to these in a positive way, thus com-
panies preferably should make sure they have chosen the right ambassadors to spread 
their message. Other important aspect is that the ambassador for spreading should if 
possible be connected to more then one world as the message according to our con-
clusions, appears to spread faster then. The message being spread, we interpret, 
should also be interesting and natural enough in order to make people want to spread 
it forward which could, through UCM, reach Gen Y easier. 

Our conclusions on ethics are that UCM, according to most firms, is not unethical 
due to its nature to appear as a demonstration and due to that it allows people to ap-
proach the marketer and not the other way around. The respondents who feel UCM 
is unethical, we assume, represent a section of people that will always have negative 
opinions regarding such approaches. The general opinion though might be more ac-
ceptable as the belief in people’s intelligence and faith in their acceptance is high. Re-
garding the ethics code our conclusions are that such a code might arise in the future 
but marketing practitioners will abide by their own views on ethics as long as these 
are in the boundaries of the law and in the wishes of the clients. What might make 
the code more powerful is if it becomes something desired by the clients. In such a 
case the ethics code might become a competitive edge and an obstacle to UCM. 
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7 The miners’ discussion 
In this final chapter we will discuss our chosen subject and present you with some of our 
personal views and our concerns for what we might have missed during our work. 

One difficulty with the subject of this thesis is the variety of different opinions re-
garding the different terms presented earlier. This made it difficult to define some of 
the terms regarding both Guerrilla Marketing and UCM. Another aspect was that a 
great deal of variation was found in a small amount of earlier research. This means 
that there was no large amount of previous research we could use when researching 
these terms, which made the work process slightly vague. 

Due to the difficulties of defining the methods, we encountered a few authors which 
had devoted a whole article on the same subject and these were the authors Kaikati 
and Kaikati (2004). The article they wrote follows their definition of what we call 
UCM and what they choose to call Stealth Marketing. In the descriptions methods 
that fall beneath UCM they have listed six methods out of which VM was excluded 
with an explanation earlier in section 3.3 and 3.5. The aspects left were: Brand Push-
ers, Celebrity Marketing, Bait-and-tease Marketing, Marketing in video games and 
pop and rap music. Out of these, the main focus of this thesis was on Brand Pushers. 
This is due to the same reason as in section 1.5, where we have explained that the 
other named methods of marketing fall more beneath product placement which is a 
known method, while our purpose was to investigate a less known method which has 
a focus on face-to-face encounters. 

The weakness of this thesis is hence that the previous mentioned methods were ex-
cluded from our analysis and our conclusion as they were not taken into the inter-
view guide during our gathering of empirical data. Mentioning these methods could 
have given us a set of very different results and therefore there is a possibility for 
those who are interested in taking this thesis further. The opportunity lies in investi-
gating these subjects that were left out in order to receive a more fair and complete 
picture of the whole concept of UCM. We must remind the readers though that 
UCM is a theoretically unknown method and thus the opinion of Kaikati and Kai-
kati (2004) is just one opinion as there are many others. This means that if majority 
disagrees with their opinion it can be disregarded. 

Further we have certain critics against our empirical gathering of data. The first in-
terview was a new approach for us, the authors. Here we had a trial and error ap-
proach as we learned by doing which questions should be asked and in what way, in 
order for us to receive the answers we were looking for. This is why our interviewing 
skills improved along with the increasing number of performed interviews and this 
could have had an influence on our results. Moreover the interviews were conducted 
in Swedish and some misinterpretations could have occurred as they were translated 
into English. 

Moreover the reason for the current recognition of UCM, as we have concluded is 
Gen Y. Here we can discuss if UCM is a method only fitting Gen Y or if it can be 
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applied to older generations that have also reached a certain cynical disposition to-
wards commercial messages. Another aspect could be more research on VM as 
method next to UCM which we have excluded in our final conclusion in order to re-
strengthen our focus and because we did not feel it was necessary to repeat what was 
already stated in sections 3, 4 and 5. To conclude we state that the research performed 
in this thesis regarding UCM can hopefully open the door to further investigations 
which might offer a valuable addition to the field of marketing. 



 

 58

References  
Ahmed, S. (2000). Stealth may be the only future marketing has. Marketing, London: 

Nov 2, pg. 32. 

Atkinson, C. (2004). Marketers, weigh efficacy and ethics of guerrilla efforts. Adver-
tising Age.  Chicago: Feb 16, Vol. 75, pg. 8. 

Belch, G.E., & Belch, M.A. (2001). Advertising and Promotion: An integrated Mar-
ket-ing Communications Perspective (5th ed.). Boston: Irwin/MaGraw-
Hill. 

Brewerton, P. & Millward, L. (2001). Organizational Research Methods. SAGE Publi-
cations Ltd, London. 

Bryman, A. (2001). Social Research Methods. Oxford University Press Inc, New York. 

Bryman, A. & Bell, E. (2003). Business Research Methods. Oxford University Press Inc, 
New York. 

Casell, C. & Symon, G. (2004). Essential Guide to Qualitative Methods in Organiza-
tional Research. SAGE Publications Ltd, London.  

CBSNEWS (2004). Undercover Marketing Uncovered. Retrieved 2002-02-02, from 
http://cbsnews.com/stories/2003/10/23/60minutes/main579657.shtml 

Chacon, R. (2002). Small Business; Guerrilla tactics all fair in unconventional market-
ing. The Business Press. Ontario: Aug 12, pg. 10. 

Chip, W. (1995). Word of mouth. American Demographics. Ithaca: Jul, Vol. 17, (pg. 38-
44). 

Chura, H. (2004). How to calculate word-of-mouth. Advertising Age. Chicago: Vol. 75, 
(pg. 4-5). 

Cordoba, E.L. (2001). The View from Taft. Viral marketing, BusinessWorld, Manila, 
Jun 21. 

Cuneo, A.Z. (2004). Nissan plays with fire. Advertising Age. Chicago: Vol. 75, pg. 6. 

Duncan, T. (2002). IMC-Using Advertising & Promotion to Build Brands. McGraw-
Hill, New York 

Fernando, A. (2004). Creating Buzz: New Media Tactics Have Changed the PR and 
Advertising Game. Communication World. San Francisco: Nov/Dec, Vol. 
21, (pg. 10-11). 

Gladwell, M. (2000). The Tipping Point. Abacus, London. 



 

 59

Griffin, C. (2002). Identity check. Sporting Goods Business, San Francisco: Sep, Vol. 35, 
pg. 20.’ 

Gobé, M. (2001). Emotional branding. New York: Allworth Press. 

Hammersley, M. (1998). Reading Ethnographic Research: A Critical Guide (2nd. Ed.). 
Addison Wesley Longman Limited, Harlow, Essex. 

Hein, K. (2004). Burger King Tastes Like Chicken, Smells Like Guerrilla Marketing. 
Brandweek, New York: Vol. 45, pg. 27. 

Holme, I , M. & Solvang, B, K. (1986). Forskningsmetodik: Om kvalitativa och kvanti-
tativa metoder. Studentlitteratur, Lund. 

Jurvetson, S. (2000). What is Viral Marketing? Retrieved, 2005-03-15, from 
http://www.ogilvy.com/viewpoint/pdf/v4_blair.pdf 

Ives, N. (2004). Guerrilla campaigns are going to extremes, but will the message stick? 
New York Times: June 24, pg. C.6 

Kaikati, A.M & Kaikati, J.G. (2004). Stealth Marketing: How to Reach Customers 
Surreptitiously. California Management Review, Berkeley: Vol.46, No. 4. 

Levinson, J. (1998). Guerrilla Marketing. Houghton Mifflin Company, New York. 

Levy, S. (2003). Flogging on a blog. Newsweek. New York: Mar. 10,  Vol. 141, pg. 10 

Marsden, P. (2004). The Tipping Point : From Dream to Reality. London School of 
Economics/Brand Genetics. London, January 

McElgunn, J. (2004). Child’s Play. Canadian Business, Toronto: March 15-28, Vol. 77, 
(pg. 42-45). 

Miller, J. (1993). Marketing Communications. Cornell Hotal and Retaurant Admini-
stration Quarterly, Ithaca: Oct, Vol. 34, (pg. 48-53). 

Moerke, A. (2004). IT’S A JUNGLE OUT THERE. Sales and Marketing Manage-
ment. New York: May, Vol. 156, pg. 12 

Mohawkpaper (2005). Glossary. Retrieved 2005-05-12, from 
http://www.mohawkpaper.com/resources/html/glossary.htm  

Moskowitz, D. (2003). Is it real, or is it stealth?: it may be a little sneaky, but stealth 
marketing could be the last best way to get trial from ad-weary consum-
ers. Marketing Magazine, Toronto: Sep 15, Vol. 108. 

Muhamed, M. (1999). Generating word-of-mouth. Businessline. Chennai: May 27, pg.1. 



 

 60

Paterson, K. (1999). Giving a boost to word-of-mouth advertising. Rough Notes. Indi-
anapolis: Apr, Vol. 142, (pg. 84.85). 

Paul, P. (2001). Getting inside Gen Y. American Demographics, Ithaca: Sep, Vol. 23, 
(pg. 42-49). 

Rushworth, K.M. (2003). Undercover Marketing: What’s Wrong with Pretending 
Not to be Who You are? Retrieved 2005-03-04, from 
http://www.globalethics.org/newsline/members/issue.tmpl?articleid=11
030316084736 

Silverman, G. (1997). How to harness the awesome power of word of mouth. Direct 
Marketing. Garden City: Nov, Vol. 60, (pg. 32-37). 

Syrett, M. & Lammiman, J. (2003). Catch then if you can. Director, London: Oct, Vol. 
57, pg. 70. 

Taylor, J. (2003)- Word of mouth is where it’s at. Brandweek, New York: Jun 2, Vol. 
44, pg. 26. 

Todd, H. (2004). FUTURE OF…GUERRILLA MARKETING. Beverage World. 
New York: (pg. 14-15). 

Tufel, G. (2004). Guerrilla Marketing Replaces Advertising? Tradeshow Week. Los An-
geles: Vol. 34, (pg. 13-14). 

Varey, R.J. (2002). Marketing Communication : An Introduction to Contemporary Is-
sues, Routledge, London. 

VBMA (2005a). Viral+Buzz Marketing Association Questiones Ethics Behind 
WOMMA’s “Ethics Code”. Retrieved 2005-03-16, from 
http://biz.yahoo.com/prnews/050216/dcw032_1.html 

VBMA (2005b). Who’s here? Member Statements. Retrieved 2005.03-16, from 
http://www.vbma.net/members.html 

VBMA (2005c). VBMA Manifesto 1: Mission and Affiliation. Retrieved 2005-03-16, 
from http://www.vbma.net/mission.html 

Vence, D.L. (2002). Word of mouth. Marketing News. Chicago: Jul 22, Vol. 36, pg. 19. 

Vranica, S. (2002). That Guy Showing Off His Hot New Phone May Be a Shill --- 
New Campaign For Sony Ericsson Puts Actors in Real-Life Settings; 
Women Play Battleship at the Bar. Wall Street Journal, New York: Jul 31. 

Vranica, S. (2004). Guerrilla Marketing Takes a Soft-Boiled Approach; Public-Service 
Campaigns Are Now Using the Tactic; Smashing Eggs for Safety. Wall 
Street Journal. New York: pg. B. 4. 



 

 61

Vranica, S. (2005). Getting Buzz Marketers to Fess up. Wall Street Journal. New York: 
Feb 9, pg. B.9 

Walker, C. (1995). Word of mouth. American Demographics. Ithaca: Vol. 17, (pg. 38-
44). 

WCCO (2004). Uncercover Marketing Uncovered. Retrieved 2002-02-02, from 
http://wcco.com/topstories_story_207214604.html 

WOMMA (2005a). WOMMA is…Word of Mouth Marketing. Retrieved 2005-03-16, 
from http://www.womma.com/about.htm 

WOMMA (2005b). The WOMMA Code of Ethics. Retrieved 2005-03-16, from 
http://www.womma.com/about.htm 

Yin, S. (2003). Degree of Challenge. American Demographics, Ithaca: May, Vol. 25. pg. 
20. 

 

 

 

 

 



 

 62

Appendices 

Appendix 1 - Interview guide in Swedish 
Pelare 1 

Generation Y 

1. Känner ni till begreppet Generation Y? 

2. Tycker ni att man har fått ändra marknadsföringen med tanke på Generation 
Y? 

3. Strävar den ändrade marknadsföringen mer mot alternativ marknadsföring? 

4. Har denna generation påverkat hur ni arbetar? 

Gerilla Marknadsföring 

5. Känner ni till begreppet Gerilla Marknadsföring? 

6. Vilka typer av metoder anser ni platsa inom ramen för Gerilla Marknadsfö-
ring? 

7. Anser ni att Gerilla Marknadsföring bäst lämpar sig för stora eller små företag, 
eller är det ett bra verktyg som lämpar sig för alla storlekar på företag? 

8. Tycker ni att Gerilla Marknadsföring har ökat i användande och varför? 

9. Hur vanligt tror ni det är att man använder Gerilla Marknadsföring? 

10. Har ni använt er av Gerilla Marknadsföring, och i så fall vilka tekniker har ni 
använt? 

11. Om svaret på föregående fråga är nej, varför har ni valt att inte arbeta med 
denna marknadsförings metod? 

12. Hur vanligt är det att ni använder er av Gerilla Marknadsföring? 

Viral och Undercover Marknadsföring 

13. Viral Marknadsföring kan anses vara en del av Gerilla Marknadsföring. Kän-
ner ni till detta begrepp? 

14. Har ni använt er av Viral Marknadsföring? 

15. Viral Marketing anses vara närbesläktat med Undercover Marknadsföring, 
känner ni till detta begrepp? 

16. Har ni använt er av Undercover Marknadsföring? 
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Om Ja på föregående fråga: 

17. Vilka tekniker har ni använt? 

18. Kan ni förklara hur ni har gjort när ni har använt Undercover Marknadsfö-
ring? 

Word-of-mouth och dess spridning 

19. Tycker ni att word-of-mouth är viktigt för framgång av Undercover Mark-
nadsföring? 

20. Håller ni med om Gladwells åsikter som rör de nödvändiga personerna vid 
spridning av Word of Mouth? 

21. Tycker ni att word-of-mouth beror på de omständigheterna Gladwell presen-
terade så som: law of the few, stickiness och law of context? 

22. Anser ni att word-of-mouth kan vara ett farligt verktyg med tanke på risken 
med bakslag? 

23. Skulle ni fortfarande anse att word-of-mouth är ett bra verktyg om det var ni 
som råkade ut för ett bakslag? 

Pelare 2 

Etiska aspekter 

24. Vad har ni för åsikter kring de etiska och moraliska aspekterna som rör Un-
dercover Marknadsföring? 

25. Tycker ni att WOMMAs och VBMAs debatt är av stor vikt för marknadsfö-
ringsvärlden i så fall hur tycker ni debatten kan påverka marknadsföringen i 
framtiden? 

26. Om ni kan ta ställning, på vilken sida i debatten skulle ni befinna er och var-
för? 

27. Vilken sida i debatten tror ni troligast vinner, eller spelar det kanske ingen 
roll? 

28. Är de etiska och moraliska aspekterna någonting som skulle kunna hindra er 
från att arbeta med Undercover Marknadsföring och varför? 
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Appendix 2 - Interview guide in English 
Pillar 1 

Generation Y 

1. Are you familiar with the term “Generation Y”? 

2. Do you feel that marketing has changed considering the influence Generation 
Y might have on it? 

3. Is there currently a shift in process from traditional marketing to alternative 
marketing methods considering Generation Y? 

4. Has this particular generation affected the process of your own work? 

Guerrilla Marketing 

5. Are you familiar with the term ”Guerrilla Marketing”? 

6. Which types of marketing methods do you feel are best suited within the 
frame of Guerrilla Marketing? 

7. Do you feel that Guerrilla Marketing is best suited for either large or small 
companies or is it a tool that is suitable for all company sizes? 

8. Do you feel that Guerrilla Marketing is a marketing technique which is grow-
ing in the world and why? 

9. How common do you feel is the use of Guerrilla Marketing? 

10. Have you used Guerrilla Marketing and in that case which techniques have 
you used? 

11. If the answer to the previous question is no, why did you choose against this 
type of marketing? 

12. If the answer to question 10. is yes, how common is your personal use of 
Guerrilla Marketing? 

Viral and Undercover Marketing 

13. Viral Marketing is presumed to be a part of Guerrilla Marketing. Are you fa-
miliar with this term? 

14. Have you used Viral Marketing in your own work? 

15. Viral marketing is supposedly closely connected to Undercover Marketing. 
Are you familiar with this term? 

16. Have you used Undercover Marketing in your own work? 

If the answer to the previous question is yes: 
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17. Which techniques did you use that are related to Undercover Marketing? 

18. Can you explain in which ways you have used Undercover Marketing? 

Word-of-mouth and its spread 

19. Do you feel that world-of-mouth is a vital for the success of Undercover Mar-
keting? 

20. Do you agree with Gladwell’s opinions regarding the necessary people in or-
der to spread word-of-mouth? 

21. Do you feel that word-of-mouth is dependant on the circumstances presented 
by Gladwell such as law of the few, stickiness and law of context? 

22. Do you feel that word-of-mouth can be a too dangerous tool to deal with and 
to control regarding the risk for a negative backfire? 

23. Would you still feel that word-of-mouth – which became negative as a result 
from the use of Undercover Marketing in your own work – is still a good 
tool? 

Pillar 2 

Ethical aspects 

24. What are your opinions regarding the ethical and moral aspects connected 
with Undercover Marketing? 

25. Do you feel that the WOMMA and VBMA debate is of a great importance to 
the marketing world and in such a case you do you think this debate will af-
fect marketing in the future? 

26. If you could choose a position, on which side in this debate would you find 
yourselves and why? 

27. Which side in the debate do you feel is most likely to win or do you feel that 
this does not matter? 

28. Are the ethical and moral aspects something that might prevent you from 
working with Undercover Marketing today or will be in the future and why? 
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Appendix 3 - VBMA Manifesto 1: Mission and Affiliation 
All members of the VBMA share the conviction that Viral Marketing, Buzz Market-
ing and Word-of-Mouth Marketing (and other related marketing approaches that 
harness network-enhanced word of mouth) are based on the principles outlined be-
low, and that we work constantly on improving these marketing techniques:  

1) We strive to: 
a) identify only those people who will be interested in a particular marketing 

message,  
b) deliver the message to them in a way that makes it an enjoyable or valuable 

experience, 
c) provide it in a manner that encourages them to share it with others. 

 
We will therefore be providing a benefit to our audiences and their acquaintances 
and in so doing, to the brands for which we work.  

2) Our goal is to foster genuine enthusiasm about brands and brand communica-
tions, which can spread through networks in a way that is enjoyed, appreciated and / 
or valued.  

3) We believe that network-enhanced word of mouth has a critical role to play in the 
future of integrated marketing communications. Marketers need to offer content in 
the media and through one-to-one connections that the recipients themselves choose 
to propagate to those that they deem appropriate, thereby eliminating irrelevant, 
untimely and (as a consequence) annoying marketing messages. 

4) We believe that whatever our target, we will always be dealing with educated 
people who detect when they are being deceived.  

a) These people appreciate brands that find smart ways to entertain, educate or 
inform them. 

b) They are well-informed in the area of marketing, peer-to-peer exchange and 
consumption, enabling them to function as partners and stakeholders in mar-
keting communication activities. 

c) As partners, we treat these people with care and respect. We will not only 
develop or send information or content to them, but will also listen to their 
opinions. We value their contributions. 

d) Our audience-centric vision of connected marketing seeks to put the target 
networks at the centre of marketing. 

 
These positions are unifying principles shared by all members of the VBMA. We 
agree that working in this field is considered acceptable, professional and valuable 
when these principles are respected. Companies or individuals who do not adhere to 
these principles are not considered to be carrying out viral/buzz/word-of-mouth 
marketing by the VBMA. 

(Extracted from VBMA, 2005c) 
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Appendix 4 - Word of Mouth Marketing Code of Ethics 
Summary  

1. Consumer protection and respect are paramount 

2. The Honesty ROI: Honesty of Relationship, Opinion, and Identity 

3. We respect the rules of the venue 

4. We manage relationships with minors responsibly 

5. We promote honest downstream communications 

6. We protect privacy and permission 

Purpose  

WOMMA members believe this Code is a foundation for an ethical, pros-
perous industry. To survive and succeed, word of mouth marketing must earn 
the trust of consumers by protecting their right to open, honest communication.  

The WOMMA Code establishes guidelines when planning and executing 
word of mouth marketing campaigns. Its purpose is to help define best prac-
tices, unacceptable practices, and baseline rules of the road. It is a tool for ethical 
marketers to understand where the lines are drawn and how to do the right 
thing. Word of mouth that occurs naturally through the process of serving and 
satisfying customers isn't addressed here, because it is fundamentally genuine. 

This is a work in progress. Word of mouth marketing is a new profession, and 
we are still in the formative stages of this new relationship with consumers. The 
environment is changing rapidly, the rules are unclear, and ethical practices are 
still being defined. We will continue to improve the WOMMA Code as the 
practice of word of mouth marketing evolves.  

This is a code that WOMMA members choose to live by. We hope all ethical 
marketers will do the same. 

The WOMMA Code 

1. Consumer protection and respect are paramount 

We respect and promote practices that abide by an understanding that the con-
sumer – not the marketer – is fundamentally in charge, in control, and dictates 
the terms of the consumer-marketer relationship. We go above and beyond to 
ensure that consumers are protected at all times. 

2. The Honesty ROI: Honesty of Relationship, Opinion, and Identity 

Honesty of Relationship 
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•  We practice openness about the relationship between consumers, 
advocates, and marketers. We encourage word of mouth advo-
cates to disclose their relationship with marketers in their com-
munications with other consumers. We don't tell them specifi-
cally what to say, but we do instruct them to be open and honest 
about any relationship with a marketer and about any products or 
incentives that they may have received.  

• We stand against shill and undercover marketing, whereby people 
are paid to make recommendations without disclosing their rela-
tionship with the marketer.  

• We comply with FTC regulations that state: "When there exists a 
connection between the endorser and the seller of the advertised 
product which might materially affect the weight or credibility of 
the endorsement (i.e., the connection is not reasonably expected 
by the audience) such connection must be fully disclosed."  

Honesty of Opinion 

• We never tell consumers what to say. People form their own honest 
opinions, and they decide what to tell others. We provide infor-
mation, we empower them to share, and we facilitate the process -
- but the fundamental communication must be based on the con-
sumers' personal beliefs.  

• We comply with FTC regulations regarding testimonials and en-
dorsements, specifically: "Endorsements must always reflect the 
honest opinions, findings, beliefs, or experience of the endorser. 
Furthermore, they may not contain any representations which 
would be deceptive, or could not be substantiated if made directly 
by the advertiser."  

Honesty of Identity 

• Clear disclosure of identity is vital to establishing trust and credibil-
ity. We do not blur identification in a manner that might confuse 
or mislead consumers as to the true identity of the individual with 
whom they are communicating, or instruct or imply that others 
should do so.  

• Campaign organizers should monitor and enforce disclosure of iden-
tity. Manner of disclosure can be flexible, based on the context of 
the communication. Explicit disclosure is not required for an ob-
viously fictional character, but would be required for an artificial 
identity or corporate representative that could be mistaken for an 
average consumer.  

• We comply with FTC regulations regarding identity in endorse-
ments that state: "Advertisements presenting endorsements by 
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what are represented, directly or by implication, to be "actual 
consumers'' should utilize actual consumers, in both the audio 
and video or clearly and conspicuously disclose that the persons in 
such advertisements are not actual consumers of the advertised 
product."  

• Campaign organizers will disclose their involvement in a campaign 
when asked by consumers or the media. We will provide contact 
information upon request.  

3. We respect the rules of the venue 

We respect the rights of any online or offline communications venue (such as a 
web site, blog, discussion forum, traditional media, live setting, etc.) to create 
and enforce its rules as it sees fit. We never create campaigns or encourage behav-
ior that would violate or disrespect those rules.  

4. We manage relationships with minors responsibly 

• We believe that working with minors in word of mouth marketing 
programs carries important ethical obligations, responsibility, and 
sensitivity.  

• We stand against the inclusion of children under the age of 13 in any 
word of mouth marketing program.  

• We comply with all applicable laws dealing with minors and mar-
keting, including COPPA and regulations regarding age restric-
tions for particular products.  

• We ensure that all of our campaigns comply with existing media-
specific rules regarding children, such as day-part restrictions.  

5. We promote honest downstream communications 

Recognizing that we cannot control what real people say or how a message will 
be presented after multiple generations of conversation, we promote the Hon-
esty ROI in downstream communications. In the context of each program, we 
instruct advocates about ethical communications and we never instruct or imply 
that they should engage in any behavior that violates the terms of this code.  

6. We protect privacy and permission 

We respect the privacy of consumers at all times. All word of mouth marketing pro-
grams should be structured using the highest privacy, opt-in, and permission stan-
dards, and we comply with all relevant regulations. Any personally identifiable in-
formation gathered from consumers through their participation in word of mouth 
marketing programs should be used only in the confines of that particular program, 
unless the consumer voluntarily gives us permission to use it for other purposes. 

(Extracted from WOMMA, 2005b) 


