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Abstract

Gen Z is a new generation born in the era of technology, which grew up in the environment of
smartphones and does not know reality without the Internet. This makes it an important target
audience for e-commerce brands. It differs from other generations in many ways, including
values, interests, and behavior in the digital space. Therefore, it is important for people working
in the field of marketing and public relations to research the characteristics of Generation Z to be

able to design a proper and effective communication strategy tailored to them.

Master's thesis is the latest research aimed at studying the communication strategies and tactics
of Georgian e-commerce brands and determining their relevance to the values, interests, and
preferences of Generation Z in Georgia. In this regard, there are practically no Georgian studies,
therefore, it is interesting to know what Gen Z and its behavior are like in Georgia, so that the
companies in the Georgian market have the necessary information to implement correct and

effective communication with this generation.

To achieve the goal, set within the research project, a combined research project was selected,

which includes both quantitative and qualitative research methods.

At the first stage, a quantitative study (n=419) was conducted, within the framework of which
men and women aged 18 to 27 living in Georgia were interviewed. In the 2nd stage, a content
analysis of Georgian e-commerce brands was conducted (n=6), and the last stage was devoted to

in-depth interviews with the representatives of the mentioned brands (n=4).

The research showed that the communication strategies and tactics of Georgian e-commerce
brands are less consistent with the characteristics of generation Z. Also, the main findings were
highlighted, based on which recommendations were developed for the mentioned brands.
Considering the recommendations will allow them to adapt communication strategies and tactics

to the characteristics of generation Z and increase awareness and reliability in this segment.



Keywords: Gen Z, Ecommerce, Ecommerce in Georgia, Ecommerce platforms, Communication
strategy, Communication tactic, Georgian Gen Z, Communication with Gen Z, Gen Z in the

digital space, Gen Z consumption behavior.
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