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Objective: This study aimed to analyze the causal relationships among guerrilla marketing, risk
aversion, and consumers’ purchase intention for sporting goods in Isfahan, Iran.

Methodology: This applied study employed a descriptive, causal-correlational design and was
conducted using a survey strategy. The statistical population comprised all consumers of sporting
goods in Isfahan. Because the population size was unknown and considered unlimited, the required
sample size was estimated at 384 participants using Cochran’s formula. Ultimately, 371 fully
completed questionnaires were included in the analysis. Participants were selected through
stratified random sampling. Data were collected using standardized questionnaires assessing
guerrilla marketing, risk aversion, and purchase intention, with responses rated on a five-point
Likert scale. The content validity of the instruments was confirmed by experts in sport management
and marketing. Cronbach’s alpha coefficients were 0.87 for guerrilla marketing, 0.79 for risk
aversion, and 0.85 for purchase intention. Data were analyzed using the Kolmogorov—Smirnov test,
one-sample t-test, and partial least squares structural equation modeling. Statistical analyses were
performed in SPSS version 23 and SmartPLS version 3.

Findings: The one-sample t-test indicated that guerrilla marketing was significantly below the
theoretical average, whereas risk aversion and purchase intention were significantly above the
theoretical average (p<0.001). Structural equation modeling demonstrated that guerrilla marketing
had a positive and significant effect on consumers’ purchase intention ($=0.89, t=90.04, p<0.001).
Guerrilla marketing also exerted a positive and significant effect on risk aversion ($=0.52, t=7.87,
p<0.001). Furthermore, risk aversion positively and significantly predicted purchase intention for
sporting goods (§=0.37, t=5.42, p<0.001). The coefficients of determination were 0.80 for purchase
intention and 0.79 for risk aversion. Composite reliability and average variance extracted values
also supported the adequacy of the measurement and structural models.

Conclusion: Guerrilla marketing can strengthen consumers’ intention to purchase sporting goods
both directly and through its relationship with risk aversion. Accordingly, sporting goods
companies and retailers should employ creative, unconventional, cost-effective, and trust-building
marketing practices to reduce consumers’ uncertainty, facilitate purchase decisions, and improve
sales and profitability.

Keywords: Guerrilla marketing; Risk aversion; Purchase intention; Sporting goods; Consumer
behavior; Isfahan.
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EXTENDED ABSTRACT
Introduction

The sporting goods market has become increasingly competitive because of the expansion of
specialized retailers, online purchasing platforms, international and domestic brands, rapid technological
development, and growing consumer awareness. Consumers no longer evaluate sporting goods solely
according to their functional characteristics; rather, they consider a combination of product quality, price,
design, brand reputation, symbolic value, safety, social approval, and compatibility with their athletic
identity and lifestyle. Consequently, sporting goods companies must move beyond conventional
promotional practices and develop creative communication strategies capable of attracting attention,
building trust, and influencing consumer decision-making. Social media marketing has become
particularly influential because it shapes purchase decisions through customer experience and continuous
interaction with brands (Gad, 2026). Its effectiveness may also be explained by its ability to increase brand
awareness, which subsequently improves consumers’ readiness to select and purchase a product
(Simamora, 2025). Moreover, influencer marketing has become a major source of product information and
social endorsement, particularly among younger consumers whose purchasing decisions are affected by
the credibility, attractiveness, and perceived authenticity of online influencers (Srivastava, 2025). Within
this changing environment, guerrilla marketing has emerged as a nonconventional, creative, flexible, and
relatively low-cost approach designed to generate maximum attention and consumer engagement with
limited promotional resources. It differs from conventional advertising by relying on surprise, novelty,
unconventional message placement, emotional stimulation, audience participation, and memorable brand
experiences. Compared with traditional advertising, guerrilla marketing can create stronger consumer
engagement and more distinctive brand perceptions (Jerab, 2025). It may also blur the boundaries among
promotional content, entertainment, journalism, and everyday consumer experience, thereby embedding
the commercial message within contexts that audiences perceive as relevant and engaging (Serazio, 2021).
The integration of guerrilla marketing techniques with social media applications can further increase
consumer interaction, brand awareness, content dissemination, and purchasing behavior (Gindizyeli,
2025). Social media marketing and smart advertising similarly reinforce online purchase intention by
providing personalized, interactive, and targeted messages (Asgharnezhad Amiri & Fattahi, 2023). Guerrilla
marketing may influence purchase intention through several psychological and marketing mechanisms.
Creative and unexpected campaigns can increase perceived marketing innovation, brand trust, and
perceived value, thereby strengthening consumers’ willingness to purchase (Akbiyik, 2025). Ambient,
viral, stealth, ambush, and experiential guerrilla marketing strategies have also been found to improve
brand awareness and purchase intention (Badreldin et al., 2024). Surprise-based guerrilla marketing can
positively affect both customer attitudes toward a brand and purchase intention, although the magnitude
of these effects may differ according to the specific technique used (Alsheikh, 2024). Sensory marketing
provides a complementary explanation because visual, auditory, tactile, and environmental stimuli can
enrich the purchasing experience and influence consumer behavior (VVahabzadeh et al., 2025). In the sporting
goods market, interactive product trials, athletic challenges, creative store displays, experiential events,
and collaboration with athletes can transform advertising into a memorable consumer experience. Brand
mascots can likewise increase brand awareness, brand recall, and purchase intention among sporting goods



consumers (Nasr Esfahani et al., 2022). The usefulness of guerrilla marketing is especially evident for small
and medium-sized businesses with limited promotional budgets. Its flexibility, low cost, audience-
targeting potential, and ability to create differentiation make it a valuable competitive strategy
(Hassanzadeh et al., 2021). When implemented effectively, it can contribute to customer loyalty, brand
equity, and organizational sustainability (Valipour & Ghorbani, 2021), while its effects may extend beyond
consumer attitudes to broader economic evaluations of the company (Davis & Davis, 2021). Nevertheless,
guerrilla marketing cannot be transferred uncritically across markets. Its effectiveness depends on cultural
compatibility, message clarity, ethical implementation, and sensitivity to local consumer expectations. In
developing economies, it offers important opportunities for cost-efficient communication but also
involves challenges related to infrastructure, cultural interpretation, and consumer trust (Nguyen, 2024). In
Iranian sport, organizational conditions, planning, evaluation, promotional capabilities, individual
characteristics, customers, brand-related factors, and the specific nature of sport have been identified as
influential determinants of guerrilla marketing effectiveness (Dourandish et al., 2024). Guerrilla marketing
may also affect purchasing patterns indirectly through perceived product quality and consumption patterns
(Lali Sarabi et al., 2026). In time-limited campaigns and festival sales, fear of missing purchasing
opportunities can further intensify urgency and accelerate consumer decisions (Zeinali Tajani et al., 2025).
Purchase intention, however, is not determined only by promotional attractiveness. Consumers also
consider the uncertainty and possible negative consequences associated with purchasing. Sporting goods
purchases may involve financial, functional, physical, psychological, social, and time-related risks,
particularly when consumers are uncertain about authenticity, safety, durability, size, performance, or
after-sales services. Risk aversion refers to the tendency to avoid uncertain options and prefer alternatives
with more predictable outcomes. Risk-related behavior varies according to individual characteristics,
decision contexts, and organizational or market conditions (Abdi et al., 2021). Perceived value and
perceived risk can affect repurchase intention, while consumer involvement may shape the strength of
these relationships (Ahmadi Kohbanani & Peyvand, 2021). In online purchasing, perceived internet risk,
privacy-related stress, customer self-efficacy, platform trust, and brand trust are particularly important
predictors of continuous purchase intention (Taheri & Garavand, 2024). Internet marketing can reduce
perceived risk and strengthen customer trust when it provides transparent information, credible reviews,
secure payment systems, and reliable guarantees (Fadaei Bazgaleh & Gharibi, 2021). Accordingly, guerrilla
marketing may increase purchase intention not only by attracting attention but also by providing
reassuring cues that simplify decision-making for risk-averse consumers. Therefore, the present study
aimed to analyze the causal relationships among guerrilla marketing, risk aversion, and purchase intention
among consumers of sporting goods in Isfahan.

Methods and Materials

This applied study used a descriptive, causal-correlational design and was conducted through a
survey strategy. The statistical population consisted of all consumers of sporting goods in Isfahan, Iran.
Because no accurate estimate of the population size was available, the population was considered
unlimited, and the required sample size was calculated as 384 participants using Cochran’s formula. After
distributing the questionnaires, 371 fully completed questionnaires were returned and included in the final
analysis. Participants were selected using stratified random sampling from consumers visiting sporting
goods stores in different geographical areas of Isfahan. Data were collected using three standardized
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instruments measuring guerrilla marketing, risk aversion, and purchase intention. All items were scored
on a five-point Likert scale ranging from 1 to 5. The questionnaires were reviewed by university professors
and specialists in sport management and marketing management, and their content validity was confirmed.
Internal consistency was assessed using Cronbach’s alpha, producing coefficients of 0.87 for guerrilla
marketing, 0.79 for risk aversion, and 0.85 for purchase intention. The data collection process was
conducted through the researchers’ direct attendance at sporting goods stores, where eligible consumers
were invited to complete the questionnaires. Descriptive statistics, including frequency distributions,
means, and standard deviations, were used to summarize the data. The Kolmogorov—-Smirnov test was
applied to assess the normality of the variable distributions, and one-sample t-tests were used to compare
the observed means with the theoretical midpoint of 3. Partial least squares structural equation modeling
was used to evaluate the measurement model, structural model, and hypothesized relationships. Composite
reliability, average variance extracted, coefficients of determination, standardized path coefficients, and
t-statistics were examined. The analyses were conducted using SPSS version 23 and SmartPLS version 3
at a significance level of 0.05.

Findings

Of the 371 participants, 208 were women and 163 were men. The largest age group comprised
consumers aged 21-30 years, and most participants held a bachelor’s degree. The largest proportion of
respondents reported between 6 and 10 years of sporting activity experience. The Kolmogorov—Smirnov
test showed that the significance levels for guerrilla marketing, risk aversion, and purchase intention
exceeded 0.05, confirming the normality of the distributions. The one-sample t-test indicated that the mean
score for guerrilla marketing was 2.68 with a standard deviation of 0.74 and was significantly lower than
the theoretical midpoint, indicating an unfavorable level of guerrilla marketing in the sporting goods
market. In contrast, the mean score for risk aversion was 3.64 with a standard deviation of 0.55, and the
mean score for purchase intention was 3.76 with a standard deviation of 0.68; both were significantly
higher than the theoretical midpoint (p<0.001). Evaluation of the measurement model showed that the
average variance extracted values were 0.51 for guerrilla marketing, 0.52 for purchase intention, and 0.61
for risk aversion. Composite reliability coefficients were 0.92, 0.88, and 0.82, respectively, demonstrating
acceptable convergent validity and internal consistency. The coefficient of determination was 0.80 for
purchase intention and 0.79 for risk aversion, indicating that the model explained substantial proportions
of the variance in both endogenous variables. Structural model analysis showed that guerrilla marketing
had a positive and statistically significant effect on purchase intention, with a standardized path coefficient
of 0.89 and a t-statistic of 90.04 (p<0.001). Guerrilla marketing also had a positive and significant effect
on risk aversion, with a standardized coefficient of 0.52 and a t-statistic of 7.87 (p<0.001). Finally, risk
aversion had a positive and significant effect on purchase intention, with a standardized coefficient of 0.37
and a t-statistic of 5.42 (p<0.001). Thus, all hypothesized structural relationships were supported.

Discussion and Conclusion

The findings demonstrated that guerrilla marketing practices were not sufficiently developed in
the sporting goods market of Isfahan, despite consumers reporting relatively high levels of risk aversion
and purchase intention. The unfavorable status of guerrilla marketing may reflect sporting goods
companies’ continued dependence on conventional advertisements, price discounts, direct product
presentations, and repetitive promotional messages. It may also indicate insufficient strategic planning,



limited managerial knowledge, inadequate use of digital platforms, and a lack of systematic campaign
evaluation. Nevertheless, the structural findings showed that guerrilla marketing had a very strong positive
effect on purchase intention. Creative, surprising, experiential, and unconventional promotional activities
appear capable of interrupting advertising clutter, stimulating curiosity, strengthening brand recall, and
increasing consumers’ willingness to purchase sporting goods. Such campaigns may be especially
effective when they allow consumers to interact with products, participate in athletic experiences, share
digital content, or associate the brand with an attractive sporting identity. Guerrilla marketing also
positively predicted risk aversion. This result suggests that creative communication may increase
consumers’ attention to risk-related information while simultaneously directing them toward brands
perceived as safer, more credible, and more predictable. For risk-averse consumers, attractive advertising
alone may be insufficient; the campaign must also communicate product authenticity, functional quality,
safety, guarantees, and seller reliability. When unconventional promotions are supported by credible
information and trust-building cues, they can simplify the consumer’s evaluation process and reduce
uncertainty surrounding the purchase. Risk aversion also positively affected purchase intention. Although
this relationship may initially appear counterintuitive, risk aversion does not necessarily imply avoidance
of all purchases. Rather, it motivates consumers to seek reliable information and select products that
minimize potential losses. Once a trustworthy sporting goods brand provides sufficient evidence of
quality, safety, and value, risk-averse consumers may develop a stronger intention to purchase from that
brand instead of choosing unfamiliar alternatives. Overall, the findings indicate that guerrilla marketing
can influence purchase intention both directly and through its relationship with consumers’ risk-oriented
decision-making. Sporting goods businesses should therefore design culturally appropriate, creative,
interactive, and cost-effective campaigns that combine surprise with transparency and credibility.
Providing authentic customer reviews, opportunities to test products, clear return policies, quality
guarantees, secure payment options, and responsive after-sales services can reinforce the effectiveness of
such campaigns. The study concludes that systematic use of guerrilla marketing, together with effective
management of consumer uncertainty and trust, can strengthen purchase intention, improve sales
performance, and help sporting goods companies develop a more sustainable competitive position.
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