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Abstract

This research paper aims to investigate the effectiveness of internet advertising and its
impact on consumer attitudes, purchase decisions, trust and their perceived brand awareness.
The study is focused on the Georgian context and examines various factors that influence
consumer behavior in relation to online advertising. The data for the research was collected
using the quantitative research method. The results of the study provide information about
the level of exposure to Internet advertising, the types of advertisements, and the association
between brands and online advertising. In addition, the study examines consumer attitudes
toward Internet advertising, including feelings and levels of trust. Also examines the
influence of influencers in the formation of purchasing decisions. The study contributes to
understanding the effectiveness of Internet advertising in terms of brand awareness,
consumer attitudes and purchase decisions. In addition, the paper discusses the ethical
implications of Internet advertising practices, such as data collection and privacy protection.
The research findings provide valuable conclusions for marketers and advertisers for
developing effective Internet advertising strategies and understanding consumer behavior in

the Georgian market.



