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Abstract

The Covid-19 pandemic catalyzed a rapid transformation in consumer behavior, particularly in
the realm of online shopping. As physical retail options were limited due to lockdowns and health
concerns, consumers turned to e-commerce platforms out of necessity. In the post-pandemic
period, however, the persistence of online shopping trends indicates a deeper behavioral shift
influenced not only by convenience but also by the strategic use of platform-based promotional
offers. This study investigates how these offers—ranging from price discounts and flash sales to
loyalty programs and free delivery options—are influencing consumer purchasing decisions in

Georgia, a developing market with growing digital infrastructure and internet penetration.

By employing a mixed-methods approach that combines quantitative survey data, qualitative
interviews, and secondary data analysis from leading Georgian e-commerce platforms, this
research examines the psychological and economic drivers behind consumers’ continued
engagement with online shopping. It also explores how consumer trust, brand loyalty, and
perceived value have evolved since the pandemic, with a particular focus on how different
demographic groups—such as age, income level, and urban versus rural residency—respond to

various types of e-commerce promotions.

The findings suggest that while the initial spike in online shopping was largely driven by health-
related concerns, ongoing consumer engagement is now being sustained by the appeal of targeted
offers and improved digital shopping experiences. Consumers in Georgia have become more
discerning, price-sensitive, and responsive to promotional cues, with many preferring platforms
that provide personalized deals and seamless user interfaces. The study further identifies a strong
correlation between frequent promotional campaigns and increased consumer retention rates,

particularly among younger consumers and those in urban areas.



Ultimately, this research provides actionable insights for e-commerce stakeholders looking to
refine their marketing strategies in the Georgian market and beyond. It underscores the
importance of adaptive digital marketing, consumer-centric platform design, and data-driven

promotional strategies in fostering long-term e-commerce growth in a post-Covid world.
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