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Abstract 

 

 

Worldwide, the rapid growth of e-commerce has changed consumer behaviors, business models, 

and economic landscapes, making it imperative to understand the marketing dynamics within the 

industry. Especially in developing markets like Georgia. "Georgia's Largest E-Commerce Apps: 

Marketing Strategies and Effectiveness" serves this purpose and focuses on three main platforms: 

Glovo, Wolt and Veli.Store. This study aims to provide an analysis of how these platforms navigate 

the digital market, attract customers and maintain competitive advantages. In order to present the 

e-commerce landscape in Georgia, the research used both quantitative and qualitative research 

methods. 

The study begins with an examination of the fundamental concepts of marketing strategy defined 

by leading scholars such as Philip Kotler, Kevin Leigh Keller, Dave Chaffey, and many more. A 

marketing strategy is a plan that a business develops to achieve its marketing goals and gain a 

competitive advantage. It includes analyzing the market conditions, identifying the target 

audience and developing a unique value that differentiates the brand from its competitors. A well-

defined marketing strategy underpins a company's marketing efforts, ensuring that each step is 

aligned with business goals. 

The importance of the research lies in filling the academic literature on e-commerce in Georgia 

and introducing the current trends to the interested parties. "Georgia's Largest E-Commerce Apps: 

Marketing Strategies and Effectiveness" helps to understand the dynamics of e-commerce in a 

transition economy. In practice, the research provides real-time insights for local businesses and 

startups to help them optimize marketing strategies, improve customer engagement, and 

strengthen overall operations. The study also aims to inform policymakers and industry 

stakeholders about the current state of e-commerce and potential growth opportunities. 

As already mentioned, the methodological approach combines both quantitative and qualitative 

research. In the direction of quantitative research, a survey was conducted with 170 users of 



Glovo, Wolt and Veli.Store in Tbilisi. The survey, which was distributed online via Google Forms, 

was shared on social media. This is how data was collected on customer behavior, satisfaction and 

perception of e-commerce platforms. The qualitative phase included in-depth, semi-structured 

interviews with members of the marketing team of the mentioned platforms. These interviews 

provide rich, contextual insights into each platform's strategies, challenges and successes. In 

addition, interviews were supplemented with content analysis of articles and press releases 

published in Georgian online media, providing additional context and information about the e-

commerce ecosystem in Georgia. 

The results of the study are structured around several main questions. First, the study examines 

the market entry strategies of Glovo and Wolt, analyzes their marketing channels, tactics, and 

compares their types and scales. Second, it assesses the strategies these platforms have used during 

the pandemic to respond to increased demand, including expanding services and partnerships. 

The study then explores the post-pandemic competition between Glovo and Wolt, focusing on 

their strategies to retain customers, including through constant innovation and exclusive 

partnerships. 

Along with this, the study examines Veli.Store's marketing strategy and identifies the key 

components that contributed to its success in attracting and retaining customers. "Georgia's 

Largest E-Commerce Apps: Marketing Strategies and Effectiveness"  assesses customer perceptions 

and satisfaction levels of services provided by Glovo, Wolt's Veli.Store, and compares these 

insights to the platforms' marketing strategies. In addition, the study reviews the role of the 

Government of Georgia and the Georgia E-Commerce Association in supporting the growth and 

regulation of the e-commerce sector, highlighting initiatives and policies that support the 

development of the industry. 

Keywords: e-commerce, marketing strategies, online shopping, digital marketing, consumer 

behavior, digital economy, emerging markets.  

 

 

 


