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Abstract

The modern business environment, in the wake of digital technologies and the
transformation of consumer behavior, is undergoing radical changes, which reduces the
effectiveness of traditional marketing; against this background, the dominance of social media
has led to the emergence of influencer marketing as an important strategic tool. Accordingly,
the paper aims to critically assess the effectiveness of influencer marketing, identify its
determinants, analyze the challenges associated with 1it, and develop practical
recommendations for Georgian companies. To achieve this goal, the study is based on a mixed
methodology design, which includes quantitative (consumer surveys) and qualitative
(interviews with company representatives) components for a multifaceted study of the
research problem. The study revealed the significant potential of influencer marketing in terms
of brand awareness and impact on consumer behavior, while emphasizing the critical role of
authenticity and trust; In addition, the growing effectiveness of micro- and nano-influencers
in niche segments was confirmed, however, the difficulties in measuring return on investment
(ROI) and determining the authenticity of influencers were highlighted. Thus, the paper
concludes that influencer marketing, when strategically planned and implemented ethically,
is a valuable tool, while its success requires a focus on authenticity, strategic relevance, and
measurement of results, on the basis of which recommendations were developed for Georgian

businesses to adapt global trends to the local market.



