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ელექტრონულ კომერციაზე, კერძოდ კი იმპულსურ შესყიდვებზე. კვლევა მიზნად 
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ნახევრადსტრუქტურირებულ ინტერვიუებს როგორც ინფლუენსერებთან, ისე 

მარკეტინგის სპეციალისტებთან. ნაწილმა გამოკითხულთა ინტერვიუებს 
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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 


