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ABSTRACT

This study investigates the impact of guerrilla marketing strategies on the growth of small business enterprises in Ilorin Metropolis. Guerrilla marketing, an unconventional and cost-effective marketing approach, is gaining popularity among small businesses due to its creativity, flexibility, and strong potential to engage consumers. The research focuses on evaluating the effectiveness of guerrilla marketing in enhancing consumer satisfaction, increasing sales, and promoting business expansion, particularly within the bakery industry in Ilorin. A survey design was adopted, utilizing a structured questionnaire administered to owners and managers of 40 selected small-scale bakery businesses. Data collected from 150 valid responses were analyzed using descriptive statistics, correlation, and multiple regression analysis via SPSS. The findings indicate that guerrilla marketing significantly contributes to business growth by improving consumer awareness, satisfaction, and loyalty. Furthermore, risk-taking, as an element of guerrilla marketing, also showed a positive relationship with enterprise growth. The study concludes that guerrilla marketing plays a vital role in enhancing the visibility and profitability of small businesses, especially in competitive and resource-constrained environments. It recommends that small enterprises adopt guerrilla tactics such as word-of-mouth promotion, use of logos and stickers, and innovative communication methods to reach and retain customers effectively. Government support through funding and training initiatives is also encouraged to bolster the effectiveness of such strategies.

CHAPTER ONE
INTRODUCTION

1.1 Background to the Study

“If Marketers stop advertising to save the expenses is just like stopping the clock to stop time”. Marketing means promotion of product or services of business also include marketing research and advertising (distribution) marketing is a vast field it is about the consumer needs and satisfaction of consumer.
Marketing means right product, on right place at right time for gaining of high profit increase efficiency and product development. Its not just only publicity of your product or business, it’s about finding and understanding what is consumer want.

In today’s competitive business environment where businesses struggle for customers. Most of the flourishing companies recognized the importance of customers life time value because customer satisfaction is observed as a key differentiator. Advertising is the essential medium of communication which is used as a transformative means and commercial tool all around the globe. Guerrilla marketing is one type of communication which contains the power to get the customer concentration quicker than any other kind of advertising.
Guerrilla marketing is an essential marketing technique which consists a chain of strategies that can be applied with a little budget in the company.

The spirit of any business accomplishment lies on its marketing. It is the practice with the help of which a product or a service is supported and introduced to the possible customers. The purpose of marketing is to collect and satisfy target customer’s wants and needs. The present marketing concept creates customers the center phase of organization efforts.
Customer is the blood of any organization and if there is no customer no business can exist for that mostly companies spent their lot of time to satisfy their customers by providing a quality product and services. Captain Cook Company tried their best to please their customers to stay alive in the market place with the help of Guerrilla marketing strategy. Customers satisfaction is very important because a satisfied customer is probably to drive more business back to the company. It also tends to increase the frequency of buying the same product and also increase the product demand which is an admirable forecaster of customer demand.
Customer loyalty is a fundamental part of any business. Businesses make strong relationship with their loyal customers, as they buy their goods and services again and again. It can also bring a new customers over the time and the customers which have a good relationship with companies tend to talk about their good experiences and they will attach to a brand because they trust the brand and the firm
Guerilla Marketing made first official appearance by an American Author named Jay Conrad Levinson in 1984. It is an unconditional way to pursue conventional goals a proven method to achieve profits with minimum money. It is the battle to conquer the customers’ mind. Guerrilla marketing was first born for small and medium  sized companies (SMEs) as it helps them to itemoralize their rivals with small, periodical and surprising attacks requiring swift action and utilizing creativity and imagination. Also, guerrilla marketing uses a combination of tools including public relations, advertising and marketing into an offensive promotion strategy to reach consumers through a variety of mean, attention getting, street graphics, strange occurrences, memorable events, buzz and product placement are choices of a guerrilla marketer.
The purpose of media planning is to reach the optimum prospects with optimum frequency and minimum waste within a budget. So does that of guerilla communication with such notion not only SME but also global players increasing find guerilla marketing attractive and apply it at some stages of their strategy.
The popularity of guerilla marketing enhanced when modern technology changes consumer behavior rapidly reflecting through the accelerating interest usage and the overall declining exposure young audience to traditional TV advertising. Online advertising has developed into the fastest growing type with its tremendous promotional contents. However, the proliferation of advertisement leads to problems of advertising clutter which reduces consumer attention to promotional messages impact negatively consumer attitude towards the ads and reduces memorability of the act and the promoted brand. Also, the audiences themselves have higher literacy because of exposing too much to advertisements.
1.2 Statements of the Problem
The problem is that firstly the other marketing techniques is very costly rather than Guerilla marketing and in other marketing techniques, consumer cannot properly watch or hear advertisement many people ignore and avoid the advertisement e.g like on television, radio, internet and that is why they cannot know about the product in the market. In term of undelivered message to market or consumers.
1.3 Objectives of the Study
The major objectives of this research work is to change the psychological and social perception while the objectives are:
i. To explore risk taking in guerilla marketing
ii. To examine the impact of guerilla marketing on growth of small scale enterprises

iii. To identify the key characteristics of guerilla marketing on the effect of consumer satisfaction.

1.4 Research Questions
i. To what extent does guerilla marketing influence the growth of small scale business
ii. Does risk taking have significant impact on growth of small scale business?

iii. To what extent unconventional tool can achieve purchase intend in target market?

1.5 Research Hypotheses
Ho:
There is no relationship between risk taking and Guerilla  Marketing
Hi:
There is relationship between risk taking and Guerilla  Marketing

Ho:
There is no significance that guerilla marketing have impact on the growth of small scale enterprise
Hi:
There is significance that guerilla marketing have impact on the growth of small scale enterprise

Ho:
There is no significance that guerilla marketing improve consumer satisfaction
Hi:
There is significance that guerilla marketing improve consumer satisfaction

1.6 Scope of the Study
The conceptual framework of this study covered concepts that related to guerilla marketing, online advertising, social media and mouth
The study focused on small business in Ilorin various kind of small businesses were focused in the study. However, medium business were excluded in this study. All information and data collected were basically on small business enterprises.

The study took place in Ilorin township, questionnaire were distributed to mangers/owners and consumers of these small business enterprises located and operating in Ilorin.
The study covered three years, 2015-2017 only the records of business events within the stipulated period were considered in the research work.

1.6 Significance of the Study
The study revealed among other things the importance of guerilla marketing in the area of information delivery. This information do affect decision making. Guerilla marketing do have positive effect on customers decisions and as a result of this firm enhance sales, revenue and profitability.

In essence, the study is very significant to firms. Health firms normally fulfill social obligations by giving employment to people, for this, the study also significant to government because it will create job opportunity. Its significant to academic because the study enriched literature on entrepreneurial marketing and guerilla marketing to be specific.
1.7 Limitations and Constraints to the Study
Research work of this nature requires some money for logistics. Moving from one place to another looking for information and typing and distribution of questionnaire all required money. The research work was not sponsored by any group of people or even government. The situation was compounded because the researcher still depend on parents. For this, finance became constraint.
It could have hindered the study but the problem was overcame by assistance of parents, siblings and other members of my family that rendered financial assistance.


The other area of problem was poor attitude of respondents . majority of respondents doubting the reason of research and thinking that the researcher could leak their strategies to other competitors. However, the issue was over, when the researcher presented letter of introduction from the school and also show the identity card that bearing school name and address. These evidences made the respondents change their attitude towards support of the study and necessary information were given.
1.8 Definition of Terms

Guerilla Marketing is an advertisement strategy concept designed for businesses to promote their products or services in an unconventional way with little budget to spend. This involves high energy and imagination focusing on grasping the attention of the public in more personal and memorable level. (Jay Conrad Levinson , 1984).
A small business is an independently owned and operated company that is limited in size and in revenue depending on the industry.

A small business enterprise is a business that employs small number of workers and does not have a high volume of sales.

Marketing: This is any human activities that is directed satisfying need and wants through exchange process . Kotler, P. 1998.
Market: This is a set of all potential buyers and sellers of a product in a particular market.

Communication: This is the sharing of meaning and require five central elements, a source, a message, a receiver and the processes of encoding and decoding. Kerin, 1986. Fintetal (1983) see communication as the transferring of thought or a message to another party so that it can be understood and acted upon.

Marketing Communication: is an extension of interpersonal communication because it is the process through which marketers may and are able to send out meaningful message from their end to target customers.
Research:
is a scientific method of investigation with the aim of discovering truth of fact about an issue, so as to improve human knowledge, so that principles theories and generalization may be developed.

Marketing Research:
This is a systematic gathering recording analyzing and interpreting fact for purpose of arriving at a marketing decision. Trusov, Bucklin & Pauwel, 2009.
Marketing Mix:
This is the term used in describing the combination of the four input that constitute the core of the marketing unit or department.

Marketing System: This is the products the price structure the promotional activity and distribution system. Cundari Aido, 2015.

CHAPTER TWO
LITERATURE REVIEW

2.1
Conceptual Review

Although, definitions of guerilla marketing are various, its core concept lies in the unconventional locations that it facilitates to attach the right customers at impracticable moment in an original but relevant way so that the impact will be long lasting and unforgettable.
This thesis work was present the Guerrilla marketing as a valued marketing technique for medium and small companies. The thesis is based on literature and case studies. The practically use of theory is established in the marketing plan based on Guerrilla marketing approach. Marketing plan was written based. The place of the company in Oslo Norway The thesis provide clear and complete definitions of Guerrilla marketing and differentiate the main difference of Guerrilla marketing and traditional marketing approach (Zujewska, 2014). 

The research purpose was to examine Guerrilla marketing effects on consumer behavior. It is based on previous Guerrilla marketing literatures and proposed model of advertising. The research evaluates perception of consumer through their experience to twenty guerilla advertisements. The multiple regression and factor analysis techniques are used in this research to examine such effects. The results shows that creativity, emotion arousal and message clarity had significant results on purchase intention on the other hand surprise and humor didn’t (Tam, 2015). 

In fast changing conventional world it is a need of hour of doing conventional things unconventionally. Advertising does not demand anything but creativeness and budget which Guerrilla marketing does not. Guerrilla marketing means to get maximum profit at minimum cost to the company Guerrilla marketing term is used to define rare way to permute the business at very low cost. 
The paper tells about the uses and needs of Guerrilla marketing method and how they differ and superior from other traditional marketing technique. The related marketing techniques of advanced marketing in the modern time of cost cutting but bearing high impact on the consumer will also be highlighted. This research also be try to understand the terminology, literature, application to the small business and profitability (Jose, 2047613).

Advertising is a form of communication whose satisfy the audience like viewers, readers and listener’s it convey message to consumer to purchase or take an action upon products, information and services etc. The purchase procedure is a decision making process under risk. This research paper is tells about the relationship between independent and dependent variables. Which is expressive answer with attitudinal and behavioral aspect of consumer buying behavior by typing the results of One hundred and ten respondents? The basic objective of this research is that to assess the buying behavior and attitude the influence of advertising between male and female. (Raju, 2013). 
It is a rising technique in marketing which used in firms. The most common technique used in guerrilla advertising is stealth marketing. In stealth marketing many techniques are used. In other advertising method use many tools such as radio, internet, magazines, newspaper, social media and television but in guerrilla marketing cannot used that techniques. This paper tries to find the significant effect of Guerrilla marketing on the consumer perceptions. 
This research design on quantitative analysis to check in what way celebrity marketing which is used in ad industry I cellular industry in Pakistan efficiently used in molding the perception of consumer in reaching buying behavior. (Shakeel, 2011).
2.1.1
Marketing Communication Concept
Marketing communication is a critical component of any marketing activities. Effective marketing communication will ensure that the right messages are conveyed to the right audiences through the right channels. The measure of effectiveness  will occur through the achievement of goals and objectives that may focus on such things as raising awareness increasing preference and of course generating leads and sales.
Types of Marketing Communication Concepts includes:

Clearly identifying and understanding the target audience, differentiating oneself against the competition, developing key messages to address potential audience questions and concerns and selecting communication channels designed to reach audiences at an optimum time.
A critical marketing communication concept is having a very clear and thorough understanding of the desired target audiences. It is not enough to define the audience in general terms, such as women age 25 to 55, instead, marketers should attempt to further refine the market definition to provide them with a focus for their communication efforts. For instance, college educated women living in XYZ area, single, making an average income of $100,000 per year who are interested in fine food and wine. The more specific marketers can be the better they will be able to develop appropriate messages that will be delivered through appropriate communication channels. Trusou,Bucklin & Pauwel 2009).
It is important for marketing communicators to understand who the competitors are, what they have to offer and how they can position what they are offering in ways to attract buyers.
Competition may be both direct and indirect. Target is direct competitor of Walmart, for instance. But target’s indirect competitors could include the entire broad range of retail stores that sell the same types of product they sell. To position themselves effectively against the competition, marketers will draw both upon their understanding of the competition and their understanding of their target market and its desires and preferences.

To effectively  connect with target audiences, marketing communicators must develop key messages designed to emphasize the main points about their products and services that will meet audience needs and position them against the competition. Key messages should be direct, benefit-oriented and limited to no more than three to five. The more specific and impactful, the marketing communicator can be the more likely he or she will be able to get their points across in an increasingly cluttered communication environment. Cunitar, Aido (2015).
Today’s marketing communicators have a wide range of communication channels to choose from which can be a good thing. It can also present challenges in terms of narrowing the options and selecting those most likely to connect with the target audience at the right time. Marketers must select communication channels because they are the right channels and not simply because they are trendy.
2.1.2
Concept of Guerrilla Marketing

In a nutshell guerilla marketing is conducted with very low budgets, as it Chief Mission is to capture consumers’ attention as well as to make them interact with the campaigns themselves with the product itself.
In 1984, the term guerilla marketing was introduced by Lei Burnett’s creative director Jay Conrad Levinson in his book Guerilla Marketing. The term itself was from the inspiration of guerilla warfare which was unconventional warfare using different techniques from usual and small tactic strategies used by armed civilians. Thus, companies with insufficient financial resources for investing in traditional marketing tools for guerilla techniques that is, cheaper and more effective weapons, based on creativity and innovation to achieve market exposure and positioning.

As the years went by and considering the previous premise, guerilla marketing started being used not only by small companies (with few financial resources) which needed to gain notoriety, but also by large firms and brand. (Rodrigues, 2010, P.52).

According to Levinson, entrepreneurs appreciate guerilla marketing in so far as it’s simple and direct (Levinson, 2011. P. 32). This could be considered a competitive edge, when the idea is to achieve swiftness and profitability. Levinson, Levinson, 2011. P.32.
2.1.3
Concept of Small Business Enterprises 

Small business enterprises is a business that employs a small number of workers and does not have a high volume of sales such as operated sole proprietorships, corporation or partnerships. The legal definition of a small sscale enterprise varies by industry and country.
Size


The small business administration states that small scale enterprise generally have fewer than 200 employees within a 12 month period in manufacturing industries. A company must consider any individual on its payroll as an employees. A small scale enterprises is one that has fewer than 15 employees on payroll as defined by the Fair Work Act.
Financial Measures


In some countries, the definition of a small scale enterprise is bond by financial measures such as net profits, balance sheet totals, the value of assets and annual sales financial measures can vary by industry as annual receipts may be higher for industries that have higher overhead cost to operate. In general small-scale enterprises are businesses that do not dominate their respective industry.

Economic Impacts


Small-scale enterprises help stimulate local economics by providing local individual with jobs as well as products and services to community members. Moreover, such enterprises help diversify and grow the respective industries as many women and minorities make significant contributions to the small business World. When there is arise in small-scale enterprises, countries may see reforms in basic rights.

Types of small business enterprise small-scale enterprises exist in almost every industry. They can range from momand-pop convenience stores to small-scale enterprises can include privately owned restaurants law firms, bakeries, architectural and engineering firms, dry cleaners and construction contractors.
2.2 Theoretical Review
Large-sized and small and medium-sized companies use more and more different kinds of alternative ways of marketing communication. Experiential marketing has become part of corporate marketing strategy especially of large-sized companies. Experiential marketing is defined as „a process of identifying, satisfying customer needs and aspirations, profitably, by engaging them through two-way communications that bring brand personalities to life and add value to the target audience“ (Smilansky, 2009). 
Next, Smilansky added that experiential marketing is an integrated methodology and its marketing campaign is built around one big idea involving two-way communication between the target audience and the brand, therefore creates its core, a live brand experience. Alternative types of customer experiences are mentioned in Schmitt (1999) and Alkilani, Ling, Abzakh (2013) researches where the authors use this approach to create a concept of strategic experiential modules. These experiential modules managed by the experiential marketing include: sensory experiences (sense); affective experiences (feel); creative cognitive experiences (think); physical experiences, behaviors and lifestyles (act) and social identity experiences that result from relating to a reference group or culture (relate). 
Schmitt (1999) and Smilansky (2009) add that the purpose of experiential marketing is to create holistically integrated experiences that possess, at the same time, sense, feel, think, act and relate qualities. Lee, Hsiao and Yang (2011) mention that experiential marketing can be related to the customer satisfaction. Customers can be influenced and attracted by aesthetics function perceived by their sense experience that helps companies to sell their product (Schmitt, 1999). Feel experience includes range from a little positive moods attached to a brand to powerful emotions (happiness, satisfaction, joy etc.). Creative involvement with costumers and encourages them to have in the mind a creative way how brand communicate with them through surprises, provocation, etc. is used by think experience. Act experience targets alternative ways of consumers’ behavior especially in lifestyle, social interactions etc. 
The aim of the act experience is to enrich social interaction pattern, improve physical experience and to give impression upon lifestyle and behavior pattern of consumers. Internships with products, social connections in using products and be found in “relate experience”. Campaigns in relate experience fulfil individual’s desires (Schmitt, 1999; Alkilani, Ling, Abzakh, 2013). Online marketing tools enable to target all customers through cell phones, tablets, laptops and improve all online marketing communication on many kinds of social media websites where many campaigns can become viral (Jánská, 2011; Shih, 2009).

2.2.1
Communication Theory

Communication can be defined a process of using word, sound or visual cues to supply information to one or more people. A communication process is defined as information that is shared with the intent that the understands the message that the business intended to send. The communication process was once thought of as having the source of the message which is then encoded put through the chosen communication channel which is then decoded by the recipient and then received. Throughout the middle of the channel, there is the potential for noise to distort the message being sent. Once the receiver has the message, they then give feedbacks to the original source, where they then find out whether the campaign has been successful or not. (Cundari, Aido 2015).

In present times with the prevalent use of technology customers are seeking out information about brands products and businesses prior to purchase. This means that there is a need for an additional channel within the communication process, so it is a more accurate representation of the current business environment. Businesses are now having to take into consideration that both opinion leaders and opinion formers who have a great influence over today’s society and their perceptions.(Trusov, Bucklin & Pauwel, 2009).
Source:
The source is an individual or organization that has information to share. The source (or sender) creates and sends the information to another person or group of people. The source may be an individual (e.g. a sales person or spokesperson) or a non-personal identity (e.g. a corporation or organization). The communication process begins with the source, marketers must carefully choose a source as it affects how the message will be perceived by the target audience.

Encoding:
This is transposing the intended meaning of the message with words, symbols or pictures to show a message. Encoding is the development of the message that contains the information the source hopes to convey. It is putting together the thoughts ideas and information into a symbolic from that can be transmitted and understood by the receiver.


Encoding the message is the second step in the communication process. The encoding process leads to development of a message that contains the information or meaning the source hopes to convey. Encoding is extremely important, it is brain activity that takes effect when the receiver makes sense of a brand message or idea used to convey meaning, words, colour, pictures, signs, symbols or even music. The message may be verbal or non verbal, oral or written, or symbolic. There are methods the sender can use to make sure the receiver interprets the message correctly, these methods include; channel decoding occurs when the message reaches one or more of the receiver’s senses. Consumers both hear and see television ads, other consumers handle (touch) and read (see) an advertising offer (e.g. coupon). According to Belch & Belch, this process is deeply influenced by the receiver frame of reference or field of experience, which refers to the experiences perceptions attitudes and values he or she brings to the communication situation. For effective communication to occur, the message decoding process of the receiver must match the encoding of the sender. Over this entire means the receiver comprehends and correctly translates what the source is trying to communicate. Effective communication is more likely to emerge when there is more common ground between the two parties. The more familiarity the sender has about the receiver the better the sender can understand their needs, commiserate with them and over all communicate more effectively. Shimp, (2010).
2.2.2
Entrepreneurship
1.
Innovation Theory by Schumpeter

The Innovative Theory is one of the most famous theories of entrepreneurship used all around the World. The theory was advanced by one famous scholar, Schumpeter, in 1991 and he concluded that the theory was wrong.


Schumpeter believes that creativity or innovation is the key factor in any entrepreneur’s field of specialization. He argued that knowledge can analyze a long way in helping an entrepreneur to become successful.

To Schumpeter, entrepreneurs are individuals motivated by a will for power; their special characteristics being an inherent capacity to select correct answers, energy will and mind to overcome fixed talents of thoughts and a capacity to withstand social opposition. The factor that contribute to the development of entrepreneurship would essentially be a suitable environment in grasping the essential facts.
2.
X-Efficiency Theory by Liebenstein was Ukrainian born American Jewish economist. One of this most important contributions to economics was the concept of X-efficiency. The concept of X-efficiency is also used in the theory of Bureaucracy.
This theory originally developed for another purpose, has recently been applied to analyze the role of the entrepreneur. Basically, X-efficiency is the degree of inefficiency in the use of resources within the firm. It measure the extent to which the firm fails to realize its productive potential.

2.3
Empirical Framework


Saira Iqbal and Samreen Lothi 2015 conducted a project research on the impacts of guerrilla marketing on consumers' buying behavior in the beverage industries of Karachi Pakistan. Guerrilla marketing has been taken as an independent variable were consumer buying behavior as a dependent variable and its sub-variables are loyalty, frequency of buying the same product and demand of buying the same product again and again. This research was quantitative in nature. The sample size was 204 and questionnaires were distributed randomly to get the data on primary level. The responses of the respondents were obtained both electronically and manually. it has been conducted that guerilla marketing has a positive significant impacts on consumers’ buying behaviour in industries.
Dinh Duc Tam and Mai Ngoc Khuong (2015) conducted a project research on the effects on consumer behavior. Based on previous literature of guerrilla marketing and proposed model frameworks of advertising, the research evaluated consumer perception through their exposure to 20 guerrilla advertisements. Factor Analysis and Multiple Regression were employed to examine such effects. The results showed that creativity, emotion arousal and message clarity had significant effects on purchase intention whereas humor and surprise did not. Academicians may have some insights into the applicability of guerrilla marketing in Vietnam and managers, especially those working in advertising industry, may make use of the results to develop effective marketing strategy to attract and persuade their customers to buy their products.  The conclusion, may make use of the results to develop effective marketing strategy to attract and persuade their customers to buy their products.
Ahmad Nawaz and Jahangir Areeb (2014) conducted a research to investigate the effect outdoor guerrilla advertising campaigns have on the brand engagement of Irish male millennials. The research will be focusing specifically on guerrilla marketing campaigns conducted by Irish betting company, Paddy Power.  There were three objectives to be addressed. The first objective was to investigate the effect of guerrilla marketing on brand engagement, while also identifying the factors that influence brand engagement amongst Irish male millennials. The second objective aimed to investigate whether guerrilla marketing influenced the participants purchase intention, while also identifying the factors that attributed to this. The third objective aimed to examine the role word-of-mouth marketing plays when it comes to raising awareness of guerrilla marketing campaigns. This research took a qualitative approach by using semi-structured interviews in order to answer the research objectives. The sample was young Irish male millennials. A total of seven in-depth interviews took place. A series of questions were asked and participants were shown three separate guerrilla marketing campaigns conducted by Paddy Power.  The data collected was analysed using a thematic analysis approach. The findings show that brand engagement is encouraged by guerrilla marketing campaigns with humour, design and creativity being the influencing factors. The campaigns increased the participants purchase intention and all participants claimed they would partake in word-of-mouth advertising after being exposed to the campaigns.
Naeem Akhtar and Hammad Ahmad (2016) conducted a project research on the impacts of Guerilla Marketing on Consumer Buying Behaviour. The purpose of this study is to check the impact of guerrilla marketing on consumer buying behavior. The variables are involved in this study one is Guerrilla marketing and other is Consumer buying behavior. Guerrilla marketing is the independent variable and consumer buying behavior is dependent variable. In these variables positive relation are occurs. The study which is conducted quantitative in nature in this study sector is tobacco industry and area is Okara Pakistan with 200 sample sizes. The study will be analyzed by linear regression analysis using SPSS software the survey is conducted with the help of questionnaire technique the study is exploratory and five points likert scale is used (1-5) 1 is given by Strongly Disagree and 5 is given to Strongly Agree.

v.
Mohsin  Shakeel, Muhammad Mazhar Khan (2011) conducted a project research on the impact of Guerilla Marketing on Consumer Perception. The objective of this study is that Guerilla marketing is one of the growing marketing techniques which are used in advertising industry. Stealth marketing is also a most popular technique use in the Guerilla marketing. There are number of techniques are used in stealth marketing in which one technique, celebrity marketing is in practice mostly by the market leaders. This paper seeks to find the significant effect of the Guerilla marketing on the consumer perception. The Methodology reviewing the literature of celebrity marketing and consumer perception, we develop a questionnaire for the population of 300 graduate and post graduates’ students of universities and colleges in Islamabad and we select a random sample of 60 students. We take the consumer perception as a dependent variable and celebrity marketing as an independent variable. We use the simple regression model to check the significant effect of celebrity marketing on consumer perception. For the study we get the value of “R” is 0.945. Findings : The value of “R” which is 0.945 which shows that celebrity marketing has a significant effect on consumer perception. Originality/ Value : This paper design on quantitative analysis to examine in what way celebrity marketing which is used in ad industry in cellular industry in Pakistan effectively used in molding the perception of a consumer in reaching buying decision.
Eimear Dempsey, 2016 conducted a project research to investigate the effect outdoor guerrilla advertising campaigns have on the brand engagement of Irish male millennials. The research will be focusing specifically on guerrilla marketing campaigns conducted by Irish betting company, Paddy Power.  There were three objectives to be addressed. The first objective was to investigate the effect of guerrilla marketing on brand engagement, while also identifying the factors that influence brand engagement amongst Irish male millennials. The second objective aimed to investigate whether guerrilla marketing influenced the participants purchase intention, while also identifying the factors that attributed to this. The third objective aimed to examine the role word-of-mouth marketing plays when it comes to raising awareness of guerrilla marketing campaigns.  This research took a qualitative approach by using semi-structured interviews in order to answer the research objectives. The sample was young Irish male millennials. A total of seven in-depth interviews took place. A series of questions were asked and participants were shown three separate guerrilla marketing campaigns conducted by Paddy Power.  The data collected was analysed using a thematic analysis approach. The findings show that brand engagement is encouraged by guerrilla marketing campaigns with humour, design and creativity being the influencing factors. The campaigns increased the participants purchase intention and all participants claimed they would partake in word-of-mouth advertising after being exposed to the campaigns.
Sandra Belic and Emelie Jonsson 2012 conducted a project research on the effect of guerilla marketing on consumer behavior in Kristianstad University. The purpose of this thesis is to explore how the use of guerrilla marketing affects consumer behavior in terms of brand attitude, brand image and purchase intention. Moreover, the effect on Word-of-Mouth will be explored, as this is a crucial implication if the guerrilla campaign is to be perceived as successful. Based on marketing theories and consumer behavior theories, an experiment is conducted through a focus group seminar, to determine if guerrilla marketing campaigns are perceived as being more creative and credible than traditional marketing campaigns. Furthermore, these determinants are used as instruments to study the effect on brand attitude, brand image and purchase intention. The study is exploratory and the chosen method is a qualitative data collection. The findings indicate that guerrilla marketing campaigns affect all consumer behavior elements, studied in our thesis, more than their equivalent traditional marketing campaigns. Suggestions for further research include studying if there is a cultural difference in how guerrilla marketing is perceived. This thesis may be useful in increasing companies’ understanding of the concept of guerrilla marketing and how this can be used in a successful way.

Gideon Alabi 2014 conducted a project research on the impact of Guerilla Marketing on Consumer’s Buting Behaviour in University of Nigeria, Nsuka. The main aim of this study is to investigate the association of guerrilla marketing on consumer buying behavior. Guerrilla advertising is one of the growing marketing techniques which are used by advertising industry that makes a use of unusual or unconventional means of promoting the product to the market. Questionnaires are utilized and administered in the process of collecting data on the primary level. We floated a total of 230 questionnaires out of which we got appropriate answers of 200 questionnaires that consumer-buying behavior is greatly affected by guerrilla advertisement. The nature of this research is causal. The buying behavior of consumer is taken as a dependent variable and guerrilla advertising as an independent variable. We have two variables Dependent and Independent variable. We alienated independent variable into their sub variables as marketing activities, promotional activities, man vs. information, annoyance, low budget ads and ads. Dependent variable sub divided into convincing power, billboards and buying behavior, according to the questions present in our questionnaire. Response rate of 86.95% was reported. This is a causal research therefore we will use the simple regression model to check the significance effect of guerrilla marketing on consumer buying behavior. On the basis of our research it has been found that there is a significant impact of guerrilla advertising on consumer buying behavior.

Kendal Cinnamon 2014 conducted a project research on the efficacy of Guerilla Advertising Campaigns on Public Health Issues in Elon University. The purpose of this study is to assess the perceived efficacy of guerrilla advertising tactics, specifically as applied to public health issues. Based on fear appeal, sensory involvement, and environmental circumstances, three important components for measuring the efficacy of advertisements, the author created a measurement instrument called the Resonance and Impact Analysis (RIA) Scale that was used to measure three guerrilla-style public health advertisements. The study found that advertisements that incorporated a clear fear appeal and an enclosed environment garnered higher scores on the RIA Scale than those in a more traditional presentation, resulting in a presumed higher impact, resonance, and efficacy with the public.


Nwackukwu Anabeki 2000 conducted a project research on impact of Guerilla Marketing on Consumer Behaviour in Ilorin The company under consideration of this study is Coca-cola which is a popularly known producer of a product of the same name. However, the company grew over the years and managed to create a multinational operation handling a diversified range of products. Apparently, it made used of various marketing techniques to entice more customers and lure them to buy the myriad of products offered by the company. Guerrilla marketing originated from guerrilla warfare operations where the armed group utilized unconventional techniques in fighting the enemy, even to the point that violates the ordinary rules of engagement. In the case of marketing, the techniques are designed to create a buzz among consumers and consequently turn the advertising into something that is viral. Guerrilla marketing is one of the growing marketing techniques which are used in advertising industry. Stealth marketing is also a most popular technique use in the Guerrilla marketing. There are number of techniques are used in stealth marketing in which one technique, celebrity marketing is in practice mostly by the market leaders. This paper seeks to find the significant impact of the Guerrilla marketing on the consumer’s buying behaviour.

CHAPTER THREE

3.0
Research Methodology


Research methodology is the process involved in collecting, analyzing and interpreting data used in carrying out the research.
3.1
Research Design


Research Design is a scientifically developed systematically organized programme which direct the researcher on the conduct of his work, therefore, the best research design are those that efficiently in procedure.

In order to achieve the objective of the study, the research design used in the study was questionnaire. It was designed to sample respondents’ view about the question asked on the impact of guerilla marketing on growth of small business.


This study however, adopted the survey research deign. The survey research design method was used in the study by collecting data through questionnaire from population of interest. It involved using a self designed questionnaire in collecting data from respondents. This data collection method collects the opinion, view and perspective of respondents regarding the issues of research interest. It allows collection of data which was analyzed quantitatively. This was chosen in order to make reference to phenomena as they exist in real life and it is relatively economical in terms of time and resources. This is because of the large sample size of the study and sample size comes from a wide geographical area.
3.2
Population of the Study


Research population refers to the total numbers of people or thing or organization in a geographical area. In research, the meaning of population goes beyond human beings alone.


Population implies group of people or object which are similar in one or more ways and which from the subject of the study in a particular survey.

Olaitan and Nwoke (1988) conducted a research on the population of a study is defined as the aims and objectives on the study. The population of this research work was the entire small business enterprises in Bakery Industry in Ilorin Metropolis that are duly registered with National Association of Small and Medium Scale Enterprises or registered with National Association of Bakery Kwara State Chapter.
3.3
Sampling Techniques


Sampling Techniques can be either probability sampling or non-probability sampling techniques under probability. Sampling techniques, each element has to know probability of being induced the sample, but non-probability sampling technique do not allow the researcher to determine this probability.

Probability sampling technique include sample random sampling systematic sampling while non-probability sampling technique include convenience sampling, judgmental sampling and quota sampling techniques. However, this study used both convenience and random sampling in selecting the sample size of the study. The selection was based on convenience and assessment to the respondents.
3.4
Sample Size Determination


Forty Bread Bakery operating in Ilorin were selected on the basis of convenience and easy accessibility. The following bakery businesses were considered: Captain Cook, Ostrich Bakery, Omu Iyadun Bakery, Sisi Bakery, Fortunate Bakery, Aquila Bakery, Shoprite Bread, Oluwatosin Bakery, Tobi Bakery, Alaba Bread, Opeyemi Bakery, Abanise Ni Oluwa Bakery, etc. two Hundred Questionnaire were prepared and distributed to these businesses.
3.5
Method of Data Collection


There are basically two ways of sourcing data:
Primary Source: These are first hand information that was refined for the purpose of this project. Questionnaire was used for collection of primary data in this study.

Secondary Source: This refer to that information already in existence having been collected originally for some other purposes. These sources form the bedrock of information and used for this project. This include of reviewing of Journal information from textbooks e.t.c.
3.6
Method of Data Presentation and Analysis

This study shall employ descriptive method on the first part of data analysis. The descriptive analysis involves the use of frequency tables and percentage in presenting the data collected from questionnaire administered to the respondents.
The second part of the data analysis shall involve the use of correlation and regression analysis using SPSS version 23. The rational for using Regression Analysis was because it is a statistical tool that does not only explore the relationship between two or more variables but also assessing the contribution of individual predictors in a given model.
3.7
Reliability and Validity


Reliability was defined by Owojori (2002) as the degree to which a test consistently measures whatever is measures test reset method was employed for ascertain reliability of the instrument in this research work. The instrument i.e. questionnaire were giving to the same group of respondents.

The reliability was the correlation between the scores or result on the two instruments. The tests were carried out several times at different time and the results were similar. This shows that the instrument used is reliable.

CHAPTER FOUR

DATA PRESENTATION AND ANALYSIS

4.1
Introduction


This chapter deals with data presentation, analysis, interpretation and discussion of finding as regards to the topic. The researcher administered Two Hundred (200) Questionnaires to the respondents within Ilorin, One Hundred and Fifty (150) of the Questionnaire were fully completed and retrieved from respondents.
4.2
Data Presentation and Analysis


This chapter primarily deals with the presentation of data collected, analysing and interpret data lead to results.
Mode of analysis was the use of frequency count which were converted into percentage although the researcher studied newspapers, magazines and browse internet to get related information.

Two Hundred (200) Questionnaires were administered on subject to gather the needed information to have brilliant analysis of subject responses to the research questions. This chapter has been divided into two (2) sections. One hundred and Fifty are completed and returned by respondents.
Section A: Personal Data

Table 1: Sex Distribution of Respondents
	
	Frequency
	Percent
	Valid percent
	Cumulative percent

	Valid Male
	46
	30.7
	30.7
	30.7

	Female
	104
	69.3
	69.3
	100.0

	Total
	150
	100.0
	100.0
	


Source: Research Survey, 2025

The table above shows that 46 which equivalent to 30.7% of the respondents were Males while 104 which is made up of 69.3% of the  respondents were Females. Therefore, Female respondents are higher than that of Male respondents.
Table 2:
Marital Status distribution of respondents

	
	Frequency
	Percent
	Valid percent
	Cumulative percent

	Valid Single
	49
	32.7
	32.7
	32.7

	Married
	81
	54.0
	54.0
	86.7

	Others
	19
	12.7
	12.7
	99.3

	Total
	150
	100.0
	100.0
	100.0


Source: Research Survey, 2025

The table above shows that 49 which is made up of 32.7% of the respondents were single, 81 which is made up of54.0% of the respondents were married, while 19 made up of 12.7% of the respondents were others. Therefore, married respondents are higher than that of single and others.

Table 3:
Working Experience Distribution of Respondents
	
	Frequency
	Percent
	Valid percent
	Cumulative percent

	Valid 1-5 years
	76
	50.7
	50.7
	50.7

	6-10 years
	48
	32.0
	32.0
	82.7

	11-15 years
	26
	17.3
	17.3
	100.0

	Total
	150
	100.0
	100.0
	


Source: Research Survey, 2025

The table above indicated that respondents between 1-5 years has 76 which is made up of 50.7% while respondents between 6 to 10 years was 48 which is made up of 32.0% and 11-15 years was 26 were made up of 17.3%. therefore, majority of the respondents were between 1-5 years.
Table 4:
Educational Qualification Distribution or Respondents

	
	Frequency
	Percent
	Valid percent
	Cumulative percent

	Valid SSCE
	27
	18.0
	18.0
	18.0

	HND
	28
	18.7
	18.7
	36.7

	Bsc
	35
	23.3
	23.3
	60.0

	NCE
	40
	26.7
	26.7
	86.7

	Others
	20
	13.3
	13.3
	100.0

	Total
	150
	100.0
	100.0
	


Source: Research Survey, 2025

The table above shows that 27 which equivalent to 18.0% of the respondents were SSCE holders, while 28 are made up of 1.7% are HND certificate holders and 35 was made up of 23.3% of Bsc holders, 40 are made up of 26.7% of NCE, while 20 were made up 13.3%. therefore, the majority of respondents were NCE.
Table 5:
Years of Operation Distribution of Respondents
	
	Frequency
	Percent
	Valid percent
	Cumulative percent

	Valid 5-10 years
	93
	62.0
	62.0
	62.0

	11-15 years
	28
	18.7
	18.7
	80.7

	16-20 years
	29
	19.3
	19.3
	100.0

	Total
	150
	100.0
	100.0
	


Source: Research Survey, 2025

The table above indicated that respondents between  5-10 years has 93 which made up of62.0% while respondents between 11-15 years was 28 were made up 18.7% and 16-20 years was 29 which is made up of 19.3%. therefore, majority of the respondents were between 5-10 years.

Section B

Question 1:
Does Advertising influence sales volume of an organization
Table 6

	
	Frequency
	Percent
	Valid percent
	Cumulative percent

	Valid Strongly Agreed
	132
	88.0
	88.0
	88.0

	Agreed
	18
	12.0
	12.0
	100.0

	Total
	150
	100.0
	100.0
	


Source: Research Survey, 2025

The table above revealed that 132 respondents representing 58.0% were strongly agreed, while 18 made up of 12.0% merely agreed.
Finding


Hence, majority of the respondents strongly agreed that advertising influence sales volume of an organization.

Question 2:
Does Company gain more Customers due to use of Website

Table 7

	
	Frequency
	Percent
	Valid percent
	Cumulative percent

	Valid Strongly Agreed
	102
	68.
	68.0
	68.0

	Agreed
	48
	32.0
	32.0
	100.0

	Total
	150
	100.0
	100.0
	


Source: Research Survey, 2025

The table above shows that 102 is made up of 68.0% of the respondents strongly agreed with the assertion above while 48 made up of 32.0% agreed to it.

Finding, majority of the respondents strongly agreed that company gain more customer through the uses of website.

Question 3:
Does Guerilla Marketing have influence on the growth of small business?

Table 8

	
	Frequency
	Percent
	Valid percent
	Cumulative percent

	Valid Strongly Agreed
	90
	60.0
	60.0
	60.0

	Agreed
	60
	40.0
	40.0
	100.0

	Total
	150
	100.0
	100.0
	


Source: Research Survey, 2025

The table above obviously shows that 90 respondents which represent 60.0% strongly agreed that Guerilla Marketing have influence on growth of small business while 60 respondents are made up of 40% of the total respondents agreed to it.
Finding: therefore, the study revealed that respondents strongly agreed that guerilla marketing have influence on the growth of small business.
Question 4:
Does Logo of our firms promote our goodwill?

Table 9

	
	Frequency
	Percent
	Valid percent
	Cumulative percent

	Valid Strongly Agreed
	114
	76.0
	76.0
	76.0

	Agreed
	36
	24.0
	24.0
	100.0

	Total
	150
	100.0
	100.0
	


Source: Research Survey, 2025

The table above revealed that 114 respondents , represent 76% strongly agreed that logo of our firms promote our goodwill, while 36 respondents are made up of 24% agreed.
Finding:
Hence, majority of the respondents strongly agreed that logo of our firm promote our goodwill.
Question 5:
Does guerilla marketing examine the impact of growth on small scale enterprises?

Table 10
	
	Frequency
	Percent
	Valid percent
	Cumulative percent

	Valid Strongly Agreed
	114
	76.0
	76.0
	76.0

	Agreed
	36
	24.0
	24.0
	100.0

	Total
	150
	100.0
	100.0
	


Source: Research Survey, 2025

The table above shows that 114 respondents is made up of 76% strongly agreed to the assertion above, while 36 made up of 24% agreed.
Finding: Majority of the respondents strongly agreed that guerilla marketing examines the impact of growth on small business.
Question 6:
Consumer tend to be loyal to a product due to the adequate knowledge on guerilla marketing 
Table 11

	
	Frequency
	Percent
	Valid percent
	Cumulative percent

	Valid Strongly Agreed
	102
	68.0
	68.0
	68.0

	Agreed
	42
	28.0
	28.0
	96.0

	Undecided
	6
	4.0
	4.0
	100.0

	Total
	150
	100.0
	100.0
	


Source: Research Survey, 2025

The table above shows that 102 respondents which represent 68% strongly agreed that consumer tend to be loyal to a product due to adequate knowledge about guerilla marketing, while 42 respondents are made up 28.0% agreed, 6 respondents  are represents 4% are undecided
Finding: hence, majority of respondents strongly agreed that consumer tend to loyal to a product  through the adequate knowledge about guerilla marketing.
Question 7:
Consumer appreciate guerilla marketing because it reduces the risk

Table 12

	
	Frequency
	Percent
	Valid percent
	Cumulative percent

	Valid Strongly Agreed
	96
	64.0
	64.0
	64.0

	Agreed
	48
	32.0
	32.0
	96.0

	Undecided
	6
	4.0
	4.0
	100.0

	Total
	150
	100.0
	100.0
	


Source: Research Survey, 2023

The table above revealed that 96% respondents which are made up of 64% strongly agreed to the assertion above, 48 made up of 32.0% agreed while 6 respondents are made up of 4% were undecided.

Finding:
majority of the respondents strongly agreed that consumer appreciate guerilla marketing because it reduces the risk.

Question 8:
Does Consumer have improved our sales due to the help of sticker. Logo, etc?

Table 13

	
	Frequency
	Percent
	Valid percent
	Cumulative percent

	Valid Strongly Agreed
	102
	68.0
	68.0
	68.0

	Agreed
	48
	32.0
	32.0
	100.0

	Total
	150
	100.0
	100.0
	


Source: Research Survey, 2025

The table above reveals that 102 respondents represents 68% strongly agreed to the assertion above while 48 respondents represent 32% agreed.

Finding:
Therefore, majority of the respondents strongly agreed that consumer have improved the sales due to the help of sticker, logo e.t.c.

Question 9:
Does Guerilla Marketing leads to customer satisfaction?

Table 14

	
	Frequency
	Percent
	Valid percent
	Cumulative percent

	Valid Strongly Agreed
	102
	68.0
	68.0
	68.0

	Agreed
	48
	32.0
	32.0
	100.0

	Total
	150
	100.0
	100.0
	


Source: Research Survey, 2025

The table above reveals that 102 respondents represents 68% strongly agreed to the assertion above while 48 respondents represent 32% agreed.

Finding:
Therefore, majority of the respondents strongly agreed that guerilla marketing leads to customer satisfaction.
Question 10:
Does Guerilla Marketing influence on the growth of business enterprise?
Table 15

	
	Frequency
	Percent
	Valid percent
	Cumulative percent

	Valid Strongly Agreed
	114
	76.0
	76.0
	76.0

	Agreed
	36
	24.0
	24.0
	100.0

	Total
	150
	100.0
	100.0
	


Source: Research Survey, 2025

The table above shows that 114 respondents is made up of 76% strongly agreed to the assertion above, while 36 made up of 24% agreed.

Finding: conclusively, majority of the respondents strongly agreed that guerilla marketing influence the growth of small business enterprise.
Question 11:
Does risk taking explore in any ventures?

Table 16

	
	Frequency
	Percent
	Valid percent
	Cumulative percent

	Valid Strongly Agreed
	96
	64.0
	64.0
	64.0

	Agreed
	48
	32.0
	32.0
	96.0

	Undecided
	6
	4.0
	4.0
	100.0

	Total
	150
	100.0
	100.0
	


Source: Research Survey, 2025

The table above revealed that 96% respondents which are made up of 64% strongly agreed to the assertion above, 48 made up of 32.0% agreed while 6 respondents are made up of 4% were undecided.


Finding:
majority of the respondents strongly agreed that risk taking explore in any ventures.
Question 12:
Does risk taking have any significant impact on guerilla marketing?

Table 17

	
	Frequency
	Percent
	Valid percent
	Cumulative percent

	Valid Strongly Agreed
	84
	56.0
	56.0
	56.0

	Agreed
	48
	32.0
	32.0
	88.0

	Undecided
	18
	12.0
	12.0
	100.0

	Total
	150
	100.0
	100.0
	


Source: Research Survey, 2025

The table above revealed that 84 respondents which are made up of 56.0% strongly agreed to the assertion above, 48 made up of 32.0% agreed while 18 respondents are made up of 12.0% were undecided.


Finding:
conclusively, majority of the respondents strongly agreed that risk taking have any significant impact on guerilla marketing.
Question 13:
Does Effective and Efficiency of Guerilla Marketing reduces the Risk in Small Scale Business

Table 18

	
	Frequency
	Percent
	Valid percent
	Cumulative percent

	Valid Strongly Agreed
	78
	52.0
	52.0
	52.0

	Agreed
	60
	40.0
	40.0
	92.0

	Undecided
	6
	4.0
	4.0
	96.0

	Disagreed
	6
	4.0
	4.0
	100.0

	Total
	150
	100.0
	100.0
	


Source: Research Survey, 2025
Table above revealed that 78 respondents which represent 52.0% strongly agreed to the assertion above and 60 were represents 40% merely agreed while 6 made up 4% were undecided and 6 are made up of 4% disagreed 
Finding:
Therefore, majority of the respondents strongly agreed that effective and efficiency reduce the risk in small business.

Question 14:
Does Risk Taking providing adequate information to the consumer in a small scale business?
Table 19
	
	Frequency
	Percent
	Valid percent
	Cumulative percent

	Valid Strongly Agreed
	102
	68.0
	68.0
	68.0

	Agreed
	42
	28.0
	28.0
	96.0

	Undecided
	6
	4.0
	4.0
	100.0

	Total
	150
	100.0
	100.0
	


Source: Research Survey, 2025

The table above shows that 102 respondents which represent 68% strongly agreed that consumer tend to be loyal to a product due to adequate knowledge about guerilla marketing, while 42 respondents are made up 28.0% agreed, 6 respondents  are represents 4% are undecided
Finding: therefore, majority of respondents strongly agreed that risk taking providing adequate information to the consumer in small business.
Question. 15:
Does Guerilla Marketing enlighten Consumer on the risk of a particular product in a small enterprises?
Table 20

	
	Frequency
	Percent
	Valid percent
	Cumulative percent

	Valid Strongly Agreed
	102
	68.0
	68.0
	68.0

	Agreed
	42
	28.0
	28.0
	96.0

	Undecided
	6
	4.0
	4.0
	100.0

	Total
	150
	100.0
	100.0
	


Source: Research Survey, 2025

The table above shows that 102 respondents which represent 68% strongly agreed that consumer tend to be loyal to a product due to adequate knowledge about guerilla marketing, while 42 respondents are made up 28.0% agreed, 6 respondents  are represents 4% are undecided.

Finding: majority of respondents strongly agreed that guerilla marketing enlighten consumer on risk of a particular product.
4.3
Test of Hypotheses


The table below shows thee mean and standard deviation of the impact of guerilla marketing on growth of small business enterprises whereby GR means growth, CS means Consumer satisfaction, RT means Risk taking and it is represented in the table 21 below.

Table 2.1:
Mean and Standard Deviation
	
	GR
	CS
	RT

	Valid 

Missing 

mean
	150
0

1.2720
	150
0

1.3280
	150
0

1.4480

	Std Deviation
	.27736
	.31025
	.45858

	Minimum
	1.00
	1.00
	1.00

	Maximum
	2.00
	2.20
	2.40


2.1
Mean and Standard Deviation

The most common measure of central tendencies, the mean, which is referring to the average value of the data set (Sekaran and Bougie, 2010). Standard deviation is a measure of spread or dispersion, which provides an index of variability in the data set and it is the square root of variance. Both mean and standard deviation are fundamental descriptive statistics for interval and ratio scale. This study used five point Likert scale and Nik, Jandan and Taib (2010) interpretation of the level of score is adapted. They recommended that scores of less than 2.33 are low level, 2.33 to 367 are moderate level and 3.67 and above are regarded as high level. Table 2.1 above presents the mean and standard deviation of the entire variables used in this study. Growth reconduct the highest mean (m=1.2720, SD. 27736) follow. Consumer satisfaction with (m=1.3280, S.D. = .31025), Risk Taking (m=1.4480, S.D. = .45858). conclusively, the entire variables means were in the range of high level.
Table 2.2
Correlations
	
	GR
	CS
	RT

	GR Pearson Correlation

Sig (2-tailed) 

N 
	1
150
	.585
.000

.150
	.543
.000

150

	CS Pearson Correlation

Sig (2-tailed) 

N
	.585

.000

.150
	1

150
	.455

.000

150

	RT Pearson Correlation

Sig (2-tailed) 

N
	.543

.000

150
	.455

.000

150
	1

150


Correlation is significant at the 0.01 level (2-tailed)
2.2
Correlation Test


Correlation analysis is used to explain the strength and direction of a linear relationship between two variables (Pallant, 2011). Pearson correlation was employed to assess the interrelationship between study variables. The table below shows that the interrelation among firm growth, consumer satisfaction and risk taking. Pallant 2011 asserted that a correlation of 0 indicated no relationship at all, a correlation of 1.0 is indication of positive correlation and a value of -1 is a pointer of a perfect negative correlation. Cohen (1988) suggested the following guidelines as : r=0.10 to 0.29, small: r = 0.30 to 0.49 medium, and r = 0.5 to 1.0 large.
Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate
	Decision rule

	1
	.662a
	.438
	.431
	.20926
	2.200


a:
Predictions (Constant), RT, CS
b:
Dependent Variable: GR

Anovaa
	Model
	Sum of Squares
	Df
	Mean Square
	F
	Sig

	1 Regression

Residual

Total
	5.025
6.437

11.462
	2
147

149
	2.513
.044
	57.380
	.000b


a:
Dependent variable: Growth
b:
Predictors (Constant), Risk taking, consumer satisfaction

Hypotheses Testing
Hypothesis 1
Ho:
There is no significance that Guerilla Marketing improve consumer satisfaction
Hi:
There is significance that Guerilla Marketing improve consumer satisfaction
Model Summary
	Statement
	t-value
	Sig
	Decision rule

	Consumer satisfaction
	6.142
	.000
	supported


Dependent variable: Growth
Decision Rule


The result of the regression analysis above revealed that Hi = 6.142. therefore, we can reject the Null hypothesis that there is no significance that guerilla marketing improve consumer satisfaction.
Hence, we accept the alternative hypothesis which stated that consumer satisfaction is significantly elated to guerilla marketing that is “the more customer are satisfied, the higher the  growth of an organization.

Hypothesis 3

Ho:
There is no relationship between risk taking and guerilla marketing

Hi:
There is relationship between risk taking and guerilla marketing

Hypothesis 3


The finding of the hypothesis: is that there is relationship between risk-taking and guerilla marketing, hence, we accept the alternative hypothesis which stated that risk-taking have relationship related to guerilla marketing. That is “The more the organization can assumed risk, the greater or higher organization performance. Therefore, hypothesis Hi and H3 are supported.
Model Summary
	Statement
	t-value
	Sig
	Decision rule

	Risk-Taking
	5.025
	.000
	supported


Dependent variable: GR
Decision Rule


The result of the regression analysis above revealed that Hi = 5.025. therefore, we reject the null hypothesis that there is no relationship between risk taking and guerilla marketing.

Hence, we accept the alternative hypothesis which stated that Risk-taking have relationship with guerilla marketing. That is “The more the organization can assume Risk, the greater or higher organizational performance.
Coefficienta
	Model
	Unstandardized coefficients
	Standardized coefficients
	t
	sig

	
	B
	Standard error
	Beta 
	
	

	1 (Constant)
	.461
	.079
	
	5.840
	.000

	CS
	.381
	.062
	.426
	6.142
	.000

	RT
	.211
	.042
	.349
	5.05
	.000


a:
Dependent variable: Growth
2.3.4
Direct Multiple Regression Analysis and Hypotheses Test between Growth, consumer satisfaction, risk taking and firm performance.

Multiple regression analysis was conducted in determining the relationship between Growth, consumer satisfaction, risk taking and firm performance. The  results as indicated in 2.3 with predictors that were significant, R = .662a , R2 =.438, Adj. R2 =.431, f = change = 57.380. the multiple correlation variable was 662a the predictor accounted for .438 of the variance in the firm performance. Cohen (1988) classified R2  into three as: 1 0.02 as weak; 2 0.13 as moderate; 3 0.26 as substantial. Based on the Cohen and Cohen (1983) and Cohen (1988) classification the value of R2  is moderate. The generalization of this model in the population was .438. the significant of t-test shows that the relationship (57.380, P<0.001) signifies the overall significant prediction of independent variables to the dependent variable, but did not explain the relative contribution of each independent variable to the dependent variable (Green & Salkind, 2008).
4.3
Discussion of Findings


The study revealed that consumer satisfaction can increase the growth of an organization using quality product, set price that match the quality of the product and promotion, organization can satisfy their target customer by offering quality product that suit their need at a particular point in time, price can also be used to satisfy consumer by offering price that is affordable enough and match the quality that the product offer, promotion can also be used to satisfy customer by offering good/quality messages to the customer, make the product available where and when needed.

The study revealed that risk taking can increase organizational growth, this indicates that the level at which organization can assume risk would determine their level of development in the industry. Some of the risk are giving credit to customer, avoid selling damage goods, free delivery, etc.
Organization can assume risk by giving out their goods to some of their loyal/core customers which will give them a sense of belonging there make them to buy more of that particular product, more also, organization can assume risk by avoid not to sell damage goods to their customers and make sure all the damage goods are been removed out of the store to avoid error.

Hence, the study revealed that both in dependable variable (risk and consumer satisfaction are significantly related to the growth of an organization which happen to be the dependable variable.

The study also further revealed that Guerilla Marketing play a significant role in small scale business with the use of Customer Relation Management (CSR).
The study revealed that Guerilla Marketing influence growth of small scale business in Ilorin metropolis with the key use of emphasis on word of mouth, personal selling which motivate and draw the attention of target audience/ customer
CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS

5.1
Summary of Findings


Consumer satisfaction can increase the growth of an organization using product quality, set price and promotion since product quality suit their needs, set price that match quality of the product, promotion can be used to satisfy customer by offering good or services and product available where and when needed.

Consumer appreciate guerilla marketing because it reduces the risk, guerilla marketing reduce the risk because there would not be fraud in an organization, then guerilla marketing make the organization to know their loyal/core customers in an enterprises.


Risk taking explore in any venture, risk can increase organization growth of an enterprise, since the level at which organization can assume risk will determining their level of development in the industry, organization can assume risk by giving out good to their core customers on credit.
Guerilla marketing leads to customer satisfaction because guerilla marketing increase the level of growth in an organization by using word of mouth advertising, logo and sticker to promote their product in the market.

Guerilla marketing influence the growth of small scale business enterprise because the small scale using product quality and market share in an organization.

5.2
Conclusion


Based on the study and the findings of guerilla marketing have impact on small scale enterprises in Ilorin metropolis and Nigeria in general.

The study concluded that consumer satisfaction can be enhanced and the growth of an organization can be also achieved through various guerilla marketing strategies.


In addition, guerilla marketing can enhance the sales of bread because product quality and avoidable price. All these will increase the profitability and market share of bread. Finally, guerilla marketing will guarantee the survival of small scale enterprises in Kwara State in particular and Nigeria in general.
5.3
Recommendations


The study recommended based on findings and conclusion that guerilla marketing as marketing strategy can enhance the profitability and survival of small scale enterprise.
1. The owner/manager should borther  or avoid to take necessary and calculated risk.

2. Small scale should try to employ guerilla marketing strategies: word of mouth, logo, sticker in order to provide maximum satisfaction to their customers.

3. Guerilla marketing as a strategy in growth of small scale enterprise product should be handled with care so that the benefit can be achieved by the enterprises.
4. Government should try to assist small scale enterprise on loan and other business infrastructures.

5. The bank should try to include the development of small scale enterprise in their curium through soft and moderate interest rate.
6. Small scale enterprise should employed effective message delivered to their target market or people in their competitive environment

7. Small industries should train their staff in order to employ guerilla strategy
8. The economic climate is changing hence the small scale enterprise must adopt their marketing programme to suit the phenomenal change in the competitive environment.

9. The NAFDAC should testify their effort to examine bread so that will teach the taste of the buyer/customers.

10. The government should give out incentive and fringe benefits by encouraging the small scale industries to alleviate some of the problems encountered in discharge of their marketing tasks or duties in their to reduce the high cost of production.
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Appendix






Department of Marketing,






Kwara State Polytechnic,

Ilorin,

Dear Sir/Ma

Research Questionnaire on the impact of Guerilla Marketing on the growth of small scale business enterprises


I am a final student of the above named Department and Institution, presently carrying out a research work on the topic “Impact of Guerilla Marketing on the Growth of small scale business enterprises.


The questionnaire is drawn to extract the necessary information about your firm to enable we to write a project on the above topic in partial fulfillment of the requirements for the award of Higher National Diploma (HND) in Marketing.

I will be very grateful if you could assist me in this direction. I hereby attach the questionnaire for your completion. Thanks for your anticipated co-operation.








Yours faithfully,









HND/21/MKT/FT/
Section A: Personal Data

Instruction:
Tick the appropriate box and give answer where necessary.

1. Sex:


Male (    ) Female (    )
2. Marital Status:

Single (    ) Married (    ) Others (    )
3. Working Experience:
1-5 years (    ) 6-10 years (    )11-15 years (    )
4. Educational Qualification: SSCE (    ) HND (    ) Bsc (    ) NCE (    ) Others (    )
5. Years of Operation:
5-10 years (    ) 11-15 years (    ) 16-20 years (    )
Section B

Please tick as:

AS
=
Strongly Agreed

A
=
agreed

D
=
Disagreed

SD
=
Strongly Disagreed

U
=
Undecided

	s/no
	Statement: Growth
	SA
	A
	U
	D
	SD

	1
	Does Advertising influence sales volume of an organization?
	
	
	
	
	

	2
	Does Company gain more Customers due to use of Website?
	
	
	
	
	

	3
	Does Guerilla Marketing have influence on the growth of small business?
	
	
	
	
	

	4
	Does Logo of our firms promote our goodwill?
	
	
	
	
	

	5
	Does guerilla marketing examine the impact of growth on small scale enterprises?
	
	
	
	
	


	s/no
	Statement: Consumer Satisfaction 
	SA
	A
	U
	D
	SD

	6
	Consumer tend to be loyal to a product due to the adequate knowledge on guerilla marketing?
	
	
	
	
	

	7
	Consumer appreciate guerilla marketing because it reduces the risk?
	
	
	
	
	

	8
	Does Consumer have improved our sales due to the help of sticker. Logo, etc?
	
	
	
	
	

	9
	Does Guerilla Marketing leads to customer satisfaction?
	
	
	
	
	

	10
	Does Guerilla Marketing influence on the growth of business enterprise?
	
	
	
	
	


	s/no
	Statement: Risk Taking
	SA
	A
	U
	D
	SD

	11
	Does risk taking explore in any ventures?
	
	
	
	
	

	12
	Does risk taking have any significant impact on guerilla marketing?
	
	
	
	
	

	13
	Does Effective and Efficiency of Guerilla Marketing reduces the Risk in Small Scale Business?
	
	
	
	
	

	14
	Does Risk Taking providing adequate information to the consumer in a small scale business?
	
	
	
	
	

	15
	Does Guerilla Marketing enlighten Consumer on the risk of a particular product in a small enterprises?
	
	
	
	
	




