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ABSTRACT

In today's world, cross-cultural marketing is indispensable for several reasons. Firstly,
globalization necessitates that businesses operate and compete on an international scale.
Understanding diverse cultural preferences empowers companies to penetrate and expand in
new markets effectively. Secondly, with unprecedented migration and cultural exchange, even
domestic markets are becoming increasingly multicultural. Businesses must acknowledge and
address the needs of culturally diverse consumers within their own countries. Thirdly, the
proliferation of digital media and global communication platforms enables brands to reach
audiences worldwide. However, the efficacy of these endeavors hinges on culturally relevant
content that resonates with local consumers. Modern consumers expect international brands to

comprehend and honor their cultural values.

The marketing mix: of product, price, place, and promotion is a fundamental aspect of cross-
cultural marketing and should be thoroughly tailored to the cultural preferences of diverse

audiences.

Considering Georgia's position at the crossroads of Eastern Europe and Western thought,
embodying a blend of various cultural characteristics, the approach of international brands in
the country's local market is particularly intriguing. Consequently, qualitative (in-depth
interviews) and quantitative research were conducted, encompassing interviews with both
customers of international companies operating in Georgia and the marketing representatives of
these companies. During the research, respondents were encouraged to articulate their opinions
on whether the incorporation of Georgian cultural values by the company influences them.
Conversely, they were invited to express their views on the strategies employed by the company

and how it navigates different cultural characteristics.
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