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Abstract 

 

The development of the technologies and the process of digitalization have led to the emergence 

of digital marketing. In a short period of time, digital communication channels have developed in 

the world and in Georgia. Approaches are different in different countries of the world, but the 

goal is the same, to establish communication with customers through alternative channels, 

different from traditional marketing. There is a perception that the Covid Pandemic has become 

a turning point in the refinement/development of digital channels in Georgia and as well as 

around the world. The research on digital marketing and its tendency in the conditions of a 
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pandemic is especially relevant for companies that are trying to position themselves in the 

Georgian market and get the most effective results with small monetary resources. The aim of the 

study is to determine the impact of the Covid Pandemic on the development process and pace of 

digital marketing in Georgia. Has the pandemic become a catalyst for organizations to seize the 

capabilities of digital channels and use its tools? The research covers issues such as an overview of 

budget volumes for digital channels in Georgia, determining the impact of the pandemic on the 

approach of companies operating to digital channels. The document also reviews the attitudes and 

behaviors of the target audience of organizations in the digital space and discusses the 

effectiveness of digital channels and the level of potential utilization in Georgia. 

This research is one of the first studies to assess the level of development of digital marketing in 

Georgia. It provides accurate data on the growing role of digital channels caused by the Covid 

Pandemic and measures the results of digital marketing efforts. The research revealed that the 

interest and activity in digital marketing have increased during the pandemic period and in the 

future, most of the surveyed organizations intend to further refine this channel. 

Search Keywords: Digital Marketing, Social Media, Digitization, Covid Pandemic. 

 

 


