TikTok 0bgevgblighgdol 8gmBgzol 36sgd@Gogs Lsgds®mgguemBo: Z momdols
5M©0EHMMH05HY mH0gbGH0MgdMo 300G IM0Igdols s dgEMm03gd0l
333¢gdLGo sbserobo

sbo omliydmgo

bs8sgobder b5IHdo pseroggbomos ogrost bsbgerdhoger «1bogzgdlodgdob 8obbybol,
A97602¢a300b5 ©5 356500¢19800 35379 AIAD B9 Us Bagoomgbsliorsb ymomogmombob
ds30UH®ob 535099029650 bsHolbol 8obo,3980lL 8mobmz6960b dgbsésdobso

LOBMYSMYGOLMID MOPOYODMDS

1599360960 bgeddm3zs69w0: JomeMao dobstsdg, dmfizgmewo wgddmeo

003l bsbgerdfogm Mboggmlodgdo

odogrolo, 2025



39bsgboo

g3 o600 bsdsgol®er bsdbmdol s3¢9mGo, 356050098, Hmd bsdemdo
ps&dmsggblb gl cogobseray bsdwpdgzs6l s sG dgogsgl bbgs s3¢9m®980L doge

37507 350029599698 8592bog399098¢3@ 0By b @sbspi3@ [3o@3gbocn
Isbsem9gdl, GmBemgdog bsdGmIdo st stol dmbligbogdeicro sb 3009870 bsosbsqom
paligdol dgbisdsdobsco.

sbo o335

19.06.2025



S0LEMogEHo

GOBROMOo 93mdol gHo-9gmHmo Yz9wsbg 293960560 LME0IWMMO XAMBO - Z 050D
390m0Mbg3s  MboIowmo  W0MOMgdomo  LobGgdom s 3m3Nbozsgool
3obLbge390 Mo B3939%0m, M3 SMLYOOMI© (33Ol GHGMOOEOMEo 356 39G0bymwo
36543039906 989JGH0BMBL.  Momds,  OHMIgEoE  Jo0BIO©s  0bFHIMbgEOoLs o
bemEosMo  gEool  490M9dmdo, 30M5EJLMdL  960FgOL  JgMbmbswobgdme o
©0M9dMgdadbg  ©oxdbgde  3m3b03o3osk.  Tgbodsdols,  s©0bodbmemo
0530899390 90930L  A5mM35¢oL{iobgdom, Z ™Mmds BIMYs0dS gOHm-9mHo Y39wsby
3939bosb s LE®sBHIR0Mmo 36003690 ™m356  LsdoBbg 9O BHMO05,
396537909300 OGN0 3EOGHBRMOIOLMZ0L, OHMymEOO03ss TikTok.

15330930 9oL 5dBH¥YOEMBOEID Q9dMIObIMY, m3gdmwo Lodsaol@®mm bsdmmdo
doBbo  obsbogl  Lodo®mgzgwwmdo  TikTok  3wodBm@IsHg  0bxzwgblig@gdmsb
05659d6OMAMd0L BEGHMGIF0900L 9b5eoDBL, 39MHAM, FobolsDPIOML, vy HMIgEo
36003H9MH0M39d0  ©s 393039005  3M0MOOGHIGHMo  dM9gbogdolbomgol  TikTok
0653¢09bLigmH9d0L dgMbg30L 3O MEgLdo 35306, MMEgLE BLsdoBbY 5IPOEHMM0S Z MoMdL
0o00mo9bl. dovmbgogs 0dobLy, MM Lods®mgzgwmdo 0bywmablg®H ds639EH0bao
339 0593300060900 36530399, JoOIMNMWO 5350900 [gomrmgdo s 3393900 53
809500 gd00 IFom0s, Mg 2obLIBW3M3L bsIMMAoL F93609MHMw @S 3MOdEH03Mw
36083690 mdss.

33w930bm30L 3990my9gbgdmem 0gbs 303d0boMgdmwo, MOLIRGHMO0560
3900MEOMEMYoMMo  Joamds, Mo3 3IolbImMdl Mom©gbmd®030 ©s ™30L93M030
3900mq00L 06&gaMo30sL. 306039 9B93BY BOBHIMS MOM©IbMdMH030 33935 (n=447)
18-28 ierob Z momdob TikTok dmdbdscgdergddo, dgmMg 9&e30 ©ogmdm Bomdsgzgdwyen
06@9M30m90L6  (n=6) sOPOL gJu3gOEJOMD, OMIGdoE  9JBHOMMSI©  0Ygbgdqb
0693c0)9blige 5639306l TikTok 3eno@Rm®mdsby.

3309300 3M>MgdGHdo 13360l Labom godmo339ms, G®MI LodsMM39wMA0 Z MsMmdOLMZ0L
TikTok-bg 0b6x3wwmgblige 856:393H0630L  9839JEH056MdL  goblsD3z®agl  30b39YbEoL
93m96GHMOMds, 0683 gbligeol 3m339GHbEGHWOMBS S 9MPOGMMOLMID MgoEmEOo

ii



3930060. 339359 U939 963965, MMA RO MDIYBY RMAbgdMWo d9E©039d0 -
dmfmbgd900, 3m396396M900, 2sD0sM0gd0 Z omdoLbm30L FoMdmowyqbl bmdoby s
bs®olbolb dg@o© 3dwsgz® 06035@GHMML, 300069 o3maFaOms Momgbmds. dowgdmwo
09092900L  Loxdzwbg  9dMdsgs  093mI9bo3g0gdo,  GMmIwgdoz  TikTok
3oBBMOMIsDY,  JoOmmw  d6MH96gdL  Fglodergdeemdsls  dolgdb  0bywrMgblig
3563930bg0 Z 35mdol dsboliosmgdgdls s ImEm©obgdls dmsMamb. s0bodbmwo 3o,
399X M39L9dL 3MMB0 35300, JIBOEOL LB MMBSL S Q553 0gMHGOL 639306y O
3993560900l 99839JE05bMdsL.

1533960m LoByzgdo:  0bxzgagblg®  doMm3g@obgao, do3Mm  0bgwgblgMgdo, bs6m
06g3em9blig®ado, TikTok 8s63930bgo, Z momds, 3mIMbogzsgos Z  momdolmsb,
0653em9gbligmol  JgMbBg3ol  3MoBHgMomdgdo,  TikTok  dg@H®ogzqdo,  3mbEGHIbEGHOL
9899 EH0sbMd.

1ii



Abstract

Generation Z, one of the most influential social groups of the digital age, is distinguished by
its unique value system and diverse communication habits, which significantly change the
effectiveness of traditional marketing practices. The generation that grew up in the
environment of the Internet and social media prioritizes personalized communication based
on values. Given the aforementioned features, Generation Z has established itself as one of the

most influential and strategically important target audiences, especially for a platform such as

TikTok.

According to the relevance of the research topic, the purpose of this master's thesis is to
analyze strategies for collaboration with influencers on the TikTok platform in Georgia, in
particular, to determine which criteria and indicators are priorities for brands in the selection
of TikTok influencers when the target audience is Generation Z. Despite the fact that
influencer marketing is already an established practice in Georgia, Georgian academic sources
and research in this area are scarce, which determines the scientific and practical significance

of the work.

A combined, two-stage methodological approach was used to conduct the study, involving the
integration of quantitative and qualitative methods. In the first stage, a quantitative analysis
(n=447) was conducted among TikTok Generation Z users aged 18-28 years, the second stage
was devoted to detailed interviews (n=6) conducted with experts in this field who actively use

influencer marketing on the TikTok platform.

The research project concluded that the effectiveness of TikTok influencer marketing for
Generation Z in Georgia is defined by the authenticity of the content, the competence of the
influencer, and the real connection with the audience. The study also showed that engagement
metrics - likes, comments, shares - are a more powerful indicator of trust and quality for
Generation Z than the number of subscribers. Based on the results, recommendations were
developed that will allow Georgian brands to adapt influencer marketing on the TikTok

platform to the characteristics and expectations of Generation Z, thereby improving
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communication, and increasing trust and effectiveness of marketing campaigns.

Keywords: Influencer marketing, Micro-influencers, Nano-influencers, TikTok marketing,
Generation Z, Communication with generation Z, Criteria for selecting influencers, TikTok

indicators, Content effectiveness.
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