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Abstract 

 

 

In the modern world, the rapid development of technologies, particularly artificial intelligence, 

has radically changed both people's lives and the processes of business sectors. Artificial 

intelligence is used in many areas and simplifies the work process. It is gradually being introduced 

more and more into the global marketing industry. There are views that technological changes 

affect traditional marketing processes. This issue has not been researched in depth in Georgia, and 

the main goal of this paper is to investigate the role of artificial intelligence in Georgian marketing 

from 2018 to 2025. 

This study is based on a quantitative approach and allows for the generalization of the results 

obtained. As part of the study, a survey was conducted, and a special questionnaire was developed 

using Google Forms. The questionnaire included 19 questions, both closed and open-ended. The 

purpose of the questionnaire was to collect information about the practice, challenges, and 

effectiveness of using artificial intelligence. The survey was conducted among people working in 

the field of marketing in Georgia, who were contacted through social platforms. 

The study showed that the use of artificial intelligence in Georgian marketing is still at the 

development stage, although there are cases where its use has already begun in various directions, 

and has been successful. 

The results obtained can be used to assess the impact of technological changes on marketing 

strategies and the work process of marketing teams, and to work on recommendations that will 

contribute to the effective implementation of artificial intelligence in Georgian marketing 

practice in the future. The study will also reveal the challenges that marketing teams face in the 

process of implementing and using artificial intelligence. 

Kay Words: digital transformation, artificial intelligence, Georgia, marketing, AI marketing. 
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