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დაყრდნობით, ქართული ბრენდებისთვის, მცირე ბიზნესებისა და სტარტაპებისათვის 
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Abstract 

 

The paper discusses the role of social media marketing in brand success. In modern reality, using 

influencers and content creators is one of the most important and widely used marketing 

strategies. One of the biggest challenges for brands is being able to properly and effectively plan 

advertising campaigns, for which the involvement of influencers and content creator channels is 

often used. Small and medium-sized brands started to use this marketing strategy no less actively; 

therefore, it is interesting and relevant to analyze the involvement of channels of influencers and 

content creators in brand marketing. The purpose of the study was to evaluate the impact of using 

influencer and content marketing based on the experience of brands in the US and Georgian 

markets and to provide additional recommendations for Georgian brands to further develop social 

media marketing based on the US experience. The following aspects were defined as research 

questions: Targeting social media use in the USA and Georgia; how brand activity, sales, and 

awareness change as a result of using collaborations with influencers and content creators as a 

marketing tool; the most frequently and effectively used social media for marketing purposes in 

the USA and Georgia. 

In order to test the validity of the hypothesis, a qualitative and quantitative research method was 

chosen, which involves conducting an in-depth interview with a Georgian marketing agency and 

conducting an empirical study using online survey techniques. 

According to the results of the survey of brands in the US and Georgia market, the hypothesis was 

justified, according to which collaboration with influencers and content creators is one of the 

main tools of social media marketing, and brands in the US and Georgia markets actively use social 

media for marketing purposes. The majority of respondents reported that influencer/content 

marketing has a significant impact on a brand's revenue and overall success. 

Taking into account that the results of the research and based on the experience of the US market, 

appropriate recommendations regarding the use of influencer and content marketing were 

determined for Georgian brands, small businesses and startups. 
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