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Abstract

Since the end of the 20th century, with technological development, many new fields and
directions have been formed and developed to meet the demands that have arisen in the world.
Marketing, as a separate discipline, has roots much earlier, however, technology has accelerated
its development and versatilities. The formation of many directions of this field took place in the

present time, in the 21st century.

This master’s thesis’s main topic is one of the directions of marketing, reactive marketing. The
main purpose of the research is to determine the public’s attitude towards reactive marketing

communication created by companies in Georgia.

This discipline and issue has become especially more relevant for companies in Georgia. Socio-
economic and political events and challenges have become a priority for Georgian society. This
has not affected individuals, but it has become important for the private sector to create its

position on the current issues and maintain its image in the eyes of the targeted audience.

Despite its relevance, reactive marketing is not well-researched and utilized in the Georgian
reality. Most of the population, including people working in marketing, do not know the exact
meaning of the term ,,reactive”. However, they like it when companies respond to current
events and stand next to a large part of society. The results of the research carried out within
this master’s thesis provide the opportunity to draw this conclusion. The research tools used in

the work were qualitative and quantitative.

The general attitude of the research target audience towards reactive marketing communication
was determined by employing qualitative research, in particular by using a focus group (2).
Thanks to the analysis of the answers received from 16 people interviewed in the focus group, a
quantitative research questionnaire was created in the second stage of the research, in which

153 people took part.



Finally, the main research question of the study, which meant identifying public attitudes
towards reactive marketing communications, and additional research questions, which
determined the indicators of this type of strategies and the effectiveness of their use, were
answered by this research and the important findings were revealed, which will help marketers

to implement reactive marketing campaigns.

Keywords: reactive marketing; current event; response to current issues.
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