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Appendix 1: Ambush Marketing 

Appendix 1: Screenshot Nike via Abendzeitung München: http://www.abendzeitung-muenchen.de/inhalt.wer-zog-goetze-
das-t-shirt-an-nike-so-weit-reicht-unser-einfluss-nicht.94bcd0a4-b926-408f-a3ba-3d562dd25e37.html. Accessed: 12.02.2016. 



Appendix 2: Shock Marketing 

Appendix 2: Screenshot Benneton via Wordpress. http://madeleineking58.files.wordpress.com/2013/04/unhate.png. 
Accessed: 12.02.2016. 



Appendix 3: Ambient Marketing 

Appendix 3: Screenshot Frontline via One Xtra Pixel: http://www.onextrapixel.com/2013/10/28/creating-great-guerrilla-
sabotage-and-ambient-marketing/. Accessed: 12.02.2016.



Appendix 4: Sensation Marketing 

Appendix 4: Screenshot Telekom via Youtube: https://www.youtube.com/watch?v=VQ3d3KigPQM. Accessed: 12.02.2016.



Appendix 5: Viral Marketing 

Appendix 5: Screenshot Hyundai via Youtube. https://www.youtube.com/watch?v=Ih4VYnbm6Sw. Accessed: 12.02.2016. 



Appendix 6: Guerilla Marketing principle 

Appendix 6: Screenshot Astra via Astra: http://www.astra-bier.de/thumbCache/03cca09b8cdcfe3022d92827dd343f8d.png. 
Accessed: 12.02.2016.  
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