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Abstract

Increasing consumption of social networks made the efficiency of traditional advertisement under
question. The consumers of television, radio or newspapers moved to social networks. Therefore,
efficiency of advertisement published in traditional media decreased. There have appeared many
new advertismenet opportunities of which efficiency we can compare with the efficiency of
traditional media. Some of good examples are social media and influencer marketing. Influencer
marketing is widely used in cosmetic industry and greately helps with the product promotion and
supports company’s sales efforts. Influencer marketing gives a chance to place advertisement with
less capital and reach the target audience. The aim of this thesis is to research the impact of
influencer marketing on Georgian consumers of cosmetic and self-care products, also on their
capacity and decision making regarding purchases. Research also aims to explore the extent to
which costumers trust the beauty influencers and follow their pages.

In order to research the mentioned issues, a survey was conducted among 265 Georgian

respondents. Respondents were selected through the social network - Facebook segmented



groups. Respondents were interviewed using a quantitative survey method, using a pre-designed
questionnaire.

Based on the research result, we can conclude that Georgian consumers actively follow beauty
influencers. 68.5% of respondents have at least once purchased cosmetic or self-care goods, based
on influencer’s recommendation. Influencers helped 84% of respondents to discover new
cosmetic brand. 83.2% of respondents think that self-care brands should cooperate with
influencers. The quantity of followers of influencers, is the highest in an age range from 18 to 34.
As a result of research, we can conclude that influencer marketing impacts to Georgian consumer
of self-care and cosmetic products. Influencers help costumers to discover new products and also
they encourege them to buy products.

Keywords: Traditional advertisement, discover new cosmetic brand, influencer marketing, social

media marketing, cosmetics and self-care products industry, cosmetic ans self-care consumer.
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