0bgamgblig® 356393 0bgol gsgergbs 3@33@)6)0}5'@@ 3mIgHE0sBY
LsgdsGmggermado

3505 Fgerodyg

bs8sgobdeer b5IHdo pseroggbomos ogrosl bsbgerdphoger «1bogzgdlodgdob 8obbybol,

OISO 300bs @5 3565027 g80L Bo3ICAIA DI

b5 B0gs@985b056 29900090k 80b 8s30bHEG0b 53509002950 bstolbbol doboFgdols
J000bmzb0b dgbsdsdobs

Bsdm™Iol Lsdg3bogem bgeddwzsbgwo: M0bsmob 0dgmeodzowo, dmfzgmwo

9™

003l bsbgerdfogm Mboggmlodgdo

0d0¢obo, (2025)



8sbsabso

MmO 3 FoMa9b0wo BsdM™Aol 93EHMO0, 353bowgd, MM BsIOMA0 FoMdmoaqbl Ryal
6020056 6599999350l s 56 T9o393L Bb3s 933HMGMd0L JogM 54999

3990d399690mw, 359mbsgd399690¢s@ 00gdMe 56 ILSEI39 FoMaqbown slogngdls,
6HMI9003 bodO®IT0 56 5GOL Bmbligbogdeo 56 (30EH0MYdIMYO Bomsbsm fqlgdol
d9L50530b5.

3505 Fgenody

659600l pseroggbol osGomo

19.06.2025

ii



S0LEMogEHo

L5FogoLEBHMM  BsIOMA0  SLobogl  0bFgblge o 3gBHObAOL  A93egbsl  JoGroryer

9LIIHOMBY 313gOE05DY, 3gMInE 3o 033WbG dgbyoEgrdby. 33wyzs Jobbo
0Lsbogls 2obLsbLIMMU, goblbgo3wq0s v 565 493w9gbol batrobbo bbgsalbgs bgd@Em®do
— 9mob, LosdsBol, #H9dbozol s BsMBs:393G o 3MHMwYJBHYdol 3mbEgJLETO.
15330930 L5300bgd0s: M53gbs 0f393L 0bBEIM9bLgMOl doge Fgddbowro 3mbEgb@o

dmIb3s6939do 033MELIO (393965 Mo BodBHMM9d0o dmgdggdl 53 39sHY39E0MgdsbY
5 OHMAMO 59359096 356 39EH0b0LS S dMYB FxbgXJMYdO 35935600 95399 BH0BMBL.

330930l F9OOMPMEMA0s  EIRADBJIMWOos M30L9dMH03 FoEPMIdBY S IMOE3I3L
Bsbg36moLEGHOMIBHO0MGOM  0bFHIOZ30990L  OMMmEOE  0bBwgblgMgdmsb,  olg
0563930bgol  13930000lEJOMb.  bsfoerds Asdm3ombwms  0bGHYH304990L
dmbsfoegmds  doomm Bmd  BsMgdol  BMOTsGHom, bmerm  bsfowds  3ombgzaMl
0900wmdom M35Lbs. IMbs399900L B0 Bo 2obbmE309w©s Mgdo@EEO 3MOMmYdOLS
@5 d0bs5MOLMOM030 F9¢M9d0L F90OMPO.

33e930L  9909a9dds  Bg9bs, MHM3  033MWlMo  d9Lyo3z9d0 bl MMMGdIOm
©535bol0sMYOg0s FMEOLd S Lo sFsBOL bgdBHMOIOOLMZ0L, Lssg 30BN MEO
3M6396G0 s 98m30M0 35380600 0683w gblgemsb 360d369em356 Gl MsdsTMd.
A996030L5 s BMB5:393B)IE0 bgdEHMOYO0 653 9dsE FZMAEMB0MY6O 560056 gdmEom®
LGH0IMGIBY s LOFOOMYPIP MABOM OOFOMbIME  3MIMBO3ISE0L. oIS STobY,
3309350 299M33905 293w 9bols 49HBMIZ0lL  LoOMMEYd0, 306506  Fo039EHYMJdO

996 ©bMd056 byd0gdEIO TgRsLgdIOLS WS oY039d0L T9gRJOL.

B5dmMdol 0693909 oyMbMd0m F9odengds 0mdgzsl, MmA 0bywrwgblige ds639E0byo

mbs 0dbgl aomzseolffobgdreo, Mmam®mE LEMsGYR0wo 30mdbo3s3ool ddwszmo
0bLEGHMMIIBEHO0, 4obLO3MPOGd0m 00 LgdBHMEYdTdo, L3 JIMEOWEmO 39935300600 ©
Lo 5sBOL 56 3bMzMGdOL LGl s13gdEgdo 3603369 M3560 Fog@ME0s.

1ii



U533960m  LoByzgdo:  0byErgblg®  FoM3zgBobgo,  ggd@B®mmbmwo  3mIgHEoo,
0339 lmeo Jgbyogzs, ImdHTsMgdE0ol J(3939, LeEOIW OO g0, BodsGrmzgwm

Abstract (English)

This Master's thesis explores the influence of influencer marketing on Georgian e-commerce,
with a focus on impulse buying behavior. The study investigates whether the impact of
influencer-generated content differs across sectors such as fashion, beauty, technology, and
pharmaceuticals. Core research questions include: how influencer content triggers impulsive
consumer behavior; what factors affect this decision-making process; and how marketers and

brand professionals assess campaign effectiveness.

The research employs a qualitative methodology, using semi-structured interviews with both
influencers and marketing specialists. While some interviews were conducted via Zoom,
others were completed in written form. Thematic coding and comparative content analysis

were used to interpret the data.

Findings reveal that impulse buying is particularly prominent in the fashion and beauty
sectors, where visual content and emotional connection to the influencer are key drivers. In
contrast, the tech and pharmaceutical sectors appear more resistant to emotional triggers,
requiring more rational communication strategies. The study also highlights the challenges of
measuring campaign effectiveness, as marketers often rely on subjective impressions and sales

outcomes.

The research concludes that influencer marketing should be treated as a strategic
communication tool, especially in industries where emotional appeal, aesthetics, and lifestyle

imagery significantly influence consumer decisions.

Keywords: influencer marketing, e-commerce, impulse buying, consumer behavior, social

media, Georgia
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