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Abstract

Influencer marketing is a very important transformational element in marketing, especially in the
food and beverage sector. This master's thesis examines the impact and effectiveness of influencer
marketing in Georgian cafes, restaurants, and bars, focusing on how it affects brand awareness
and customer purchase intention. The research question concerns the influence of influencer
marketing on brand awareness and purchase intention of customers in cafes, restaurants, and bars
in Georgia. A quantitative research methodology was used in research. To collect data from the
target population, and a structured survey was conducted. There were four scales in the survey
(1. social media engagement and frequency, 2. attractiveness of influencer content, 3. purchase
intention and decision-making, and 4. brand awareness) and three grouping variables (1.
frequency of visits to cafes, bars, and restaurants, 2. most frequently used social network, and 3.
types of influencers that respondents mainly follow). The results showed a strong positive
correlation between social media engagement and brand awareness, indicating that active
engagement with social media content significantly increases brand recognition and awareness.
In addition, the attractiveness of influencer content significantly affects brand awareness,
highlighting the importance of high-quality, visually attractive content in capturing consumer
interest. Research has shown a strong correlation between brand awareness and purchase
intention, implying that brand recognition positively influences consumers' purchase decisions.
The analysis also revealed Instagram as the most popular social media platform among
respondents, followed by TikTok and Facebook, which indicates that various businesses should
focus on their influencer marketing efforts and improve these social networks. The research has
practical implications for businesses in Georgia's food and beverage industry, suggesting that
influencer marketing can significantly increase brand awareness and sales. Companies should
prioritize collaboration with influencers who create visually appealing, high-quality content that
aligns with brand values. Additionally, influencers should focus on building trust and credibility
with their audience/followers through authentic and transparent content. This study contributes

to the broader academic discourse on influencer marketing by providing insights into its impact
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on consumer behavior in specific regional contexts. The study also identifies areas for future
research, such as examining the long-term effects of influencer marketing on brand loyalty and
customer retention, as well as examining its impact across different geographic regions and

cultural contexts.
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