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Abstract

The purpose of this study is to analyze the impact of the Covid-19 pandemic on the impulse buying
behavior of Georgian consumers in the FMCG sector and to observe the factors influencing or

stimulating impulse buying behavior.

In order to find out the relation between the factors mentioned earlier, a semi-structured
interview, as well as a software survey, was designed and conducted among Georgian consumers
to understand the deepest grounds for their impulse buying behavior in the FMCG sector during

the pandemic.

To achieve research objectives, qualitative as well as quantitative methods were applied. Georgian
consumers have shown that a significant trigger in their impulsive buying behavior is self-
rewarding action to deliver stimulus and happiness to themselves. The results of the study are

summarized and analyzed accordingly in the results chapter.
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