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Abstract 

 

 

This master’s thesis explores the synergy between digital and local marketing within 

small businesses, with a particular focus on the stationery and art supplies sector in Georgia. 

The research aims to analyse how these two marketing approaches interact and what effect 

their combined use has on small business development, customer relationships and market 

positioning. 

The significance of the research problem arises from the rapid digital transformation 

of the contemporary marketplace, the specific nature of local markets and the needs of small 

entrepreneurs operating in a competitive environment. The thesis addresses the following 

key questions: How effective is the synergy of digital and local marketing for small 

businesses in Georgia? What are the practical applications of these two strategies? What 

barriers and opportunities do entrepreneurs perceive in the digital age? 

Methodologically, the dissertation employs a mixed-methods approach, combining 

both quantitative and qualitative elements. A standardised online survey was conducted with 

47 small business representatives, six in-depth interviews were undertaken and a content 

analysis was carried out on materials published by active brands on digital platforms 

(Facebook, Instagram, websites). The quantitative research measured the prevalence and 

specific features of digital and local marketing usage, while the qualitative interviews 

explored the individual perspectives, experiences and strategic approaches of entrepreneurs. 

The findings indicate that most small businesses use digital channels only 

fragmentarily, constrained by limited resources, knowledge and time, whereas local 

marketing remains central to their marketing activities. The integration of digital and local 

marketing most often occurs spontaneously; nevertheless, entrepreneurs unanimously agree 

that this combination positively influences sales and brand awareness. Key challenges 

identified include a lack of digital skills, financial limitations, the difficulty of creating 

effective content and challenges in communicating with the target audience. 
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The conclusions and recommendations of this thesis are intended for both academic 

and practical audiences. They aim to enhance the effectiveness of marketing activities, reflect 

the specificity of the local market and strengthen competitiveness during digital 

transformation. The thesis underscores the potential and practical benefits of a synergistic 

approach and highlights the need for systematic investment in both digital and community 

engagement for the sustainable development of small businesses. 

 

 

Keywords: digital marketing, local marketing, small business, synergy, stationery shop, art 

supplies shop, marketing strategy, Georgia, qualitative research, quantitative research, 

content analysis, customer engagement. 
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