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Abstract

The rapid development of digital technologies and the rise of social media have profoundly
transformed the field of public relations, reshaping traditional communication models and elevating
new digital channels as dominant platforms. Among the most significant changes is the
institutionalization of influencer marketing, which, especially in the post-COVID-19 era, has
emerged as a powerful and strategic component of PR practices. The pandemic underscored the
need for brands to connect with audiences on a deeper, more authentic level, which positioned

influencers as central agents in digital communication.

During the pandemic, as physical interaction became limited and digital spaces gained primacy,
influencers evolved into key mediators who facilitated not just promotional messaging but genuine
engagement with audiences. They emerged as relatable, value-driven figures capable of building

trust and emotional connection, thus bridging the gap between brands and consumers.

This master’s thesis explores how brands in the Georgian market have integrated influencer

collaborations into their PR strategies and investigates the impact of such partnerships on brand
iv



reputation, visibility, and consumer trust. The study is grounded in relevant theoretical
frameworks, including the RACE model of PR planning, reputation management theories, and

contemporary digital branding approaches.

Methodologically, the research is based on quantitative analysis through an online survey
completed by over 300 respondents, primarily aged 18—-34 and residing in Tbilisi. This demographic
represents a highly active segment of digital media users and frequent consumers of influencer-
generated content. The results of the survey indicate that more than 80% of respondents place
higher trust in influencer recommendations than in traditional advertising, particularly among

younger audiences.

The data also reveals that consumers critically assess an influencer’s values, personal brand, and past
behaviors. For many, an influencer’s endorsement of a brand signifies a symbolic value alignment.
Consequently, brands must be highly selective in choosing influencer partners—not solely based

on audience size, but on value congruence, credibility, and communication style.

The thesis categorizes influencers into mega, macro, micro, and nano types and analyzes their
effectiveness in different campaign types. Notably, micro and nano influencers, despite having
smaller audiences, are more effective at creating emotional bonds with followers, leading to

increased brand loyalty and engagement.
Key findings include:

1. Value congruence with influencers leads to increased brand trust and stronger emotional

resonance with consumers.

2. Long-term collaborations are more effective than short-term campaigns in reinforcing brand

credibility.

3. Emotion-driven communication, facilitated by influencers, is far more impactful than

traditional advertising in the digital age.



The thesis offers practical recommendations for Georgian companies seeking to implement
successful influencer-based PR strategies. These include thorough partner selection, ongoing
audience behavior analysis, managing potential reputational risks, and planning long-term

communication initiatives.

Ultimately, the study affirms that influencer marketing is no longer a secondary promotional tactic
but a robust and necessary tool within modern PR frameworks. By responding to the values and
expectations of today’s digital consumer, influencer collaborations help brands build sustainable

trust, enhance visibility, and navigate the evolving digital landscape with credibility and impact.
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