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ABSTRACT

This thesis examines the impact of strategic marketing communication practices on consumer
purchase intention in the Georgian publishing sector, a context that has remained largely
unexamined in the marketing communication literature despite its distinctive combination of
literary heritage and rapidly evolving digital infrastructure. Drawing on an integrated theoretical
framework combining Integrated Marketing Communication (IMC), the Stimulus-Organism-
Response (SOR) model, and the Theory of Planned Behavior (TPB), the study employs an
explanatory sequential mixed methods design. The quantitative phase surveyed 133 Georgian
book readers and buyers to measure exposure to publisher-controlled communication
practices, brand awareness, trust, engagement, and purchase intention. The qualitative phase
comprised three semi-structured interviews with senior marketing and editorial professionals
at Intellect Publishing and its affiliated imprint Artanuji Publishing, Bakur Sulakauri Publishing,

and the Thilisi International Book Fair.

Findings indicate that social media, literary events, influencer recommendation, and in-store
display constitute the core of current Georgian publisher communication, while email and print
advertising play a markedly diminished role. The most significant finding is the consistent
primacy of personal word-of-mouth and electronic word-of-mouth over publisher-controlled
communication, a pattern that converged independently across the consumer survey and all
three interviews. This result suggests that, for books as experience goods, organic
recommendation networks exert greater influence on purchase intention than any single

controlled communication channel. Purchase intention was also found to vary consistently with



prior purchasing behavior, while demographic and digital-engagement patterns showed

suggestive but inconclusive variation.
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Georgia, SOR-TPB, mixed methods.



SBHG3IB0

0659090569 bsdeIMTo 033093L, v OHMYME JMddgIdL LEAHME IR0

956393 0bgmwo 3000996035305 3mdbIsM9gdeols Igbyozol 496BMIb35Bg Johrorve

LogOAMI399wm BgdEBHM®do. g 3mb6E9JuEO B 39BN WOEBHIMSEMIMST0 MY
6530905055 qL{ogerowro, 30bgsgs 0dols, MM 030 WO EIMSGHYIOVICO
9993300069MdoLS s LHMIR® 4963005690500 30ROV 0bROILEHMMIEGIOOL
6035006 LobMgBL FoMTMogbL. 33¢0935 §9MHbMdS 0bGYAM0MHYdMwo

956 39¢0bg Mo 3039960353000 (IMC), BEH08ME-mGOHRB0BI-Mg5Jd300L (SOR) dmaerols
@9 9393300 J3930L MgMGO0L (TPB) Bs@BmL s 049bgdls d96mgwmeo dgmmools
©0BO0bL. MH3EIbMdMH03Z 9393DY 259M030mbs 133 JoHm3geo d30mbzgumo s foabols
39403900, Moms 9x35L9dwoym 259md3999d0l B0ge 3MbEOMEOMm9ds©
3009960353056096 o000 Jgbgds, dM9bOL (36MdIMBDY, bMd, BosOINMWMdS o
994030l Ao6DMIBZS. MZ30L9dM030 BB 30 FMO 3930 LD bobgz®o
LEAHOMIGHNO0MJOME 06BGHGOZ0ML Bogsdmd3gderm LRgMH MU §59Y396 Bo6 393 0byME s
6905930 3969% 9090096 - 58I (398Mds 0639w 9dBH0wIB* (s oo d30wMmdowo
290G X0056%), ,053296 BEs35MOL godmId390EMdOIL” s MdOEOLOL
L59MMSTMOOLM Hoabol BsDBOHMBOL MMYI6ODBIEMOGO0ID.

33930L 99009900 5839693, HMA JoO0r)E0 25dMd(399Md9dOL bo3MmINbos30M
d0MH®M3L LM EFOSEIMEOO F9O0Y, WOEIOGHIOIEO VMboLd0gd9gd0, 0bBW9ELIGMgdOL

6930396005(30980 5 Fo05H0gdT0 Fogabgdols 9Judmbocmgds (godmagbs) dgsagbl, 35306



ML 9IJAHOMBME BMBEIBS S 393G Og3esdols I60zbgEM3zbo 30609
GO0 593. Y39wsHg Log@meEgdm dogbgdss 306500 M93md9bs30gdols s

90994 GHO™bMwo HBg306L0EY3096M0 A5dMbIsmEM9gdol (e WOM) 399003030 930653 gLbmds
35900(399¢0l 096 5O MBOE0SXO 303B035300LMb Fgs®mgdom. 9l
3960mb6DMI0g6MH905 3300090 IILEHIOS MHMYME 3 TbTIMGIGEMS
393m300mb35d0, 0y Lsdogg 0bEGHgM3099d0. 8990 F0YPOMGOL, ™A fogabol, Hmymes
399030000 935D9 RAdbgdMwo 3MM©IEHO0L d90mbgzgzsdo, mGYsBmwo
6930396005:30930L JU9gE0 A5(30¢9d00 A0 A53egbsl sbgbL dgliyogzol

396BEMsb35BY, 300069 6gd0LTogMHo 3mb3MYEHMWOo 153MIMBOIE0M SObO.

1533960 BoBYz900: 56393060 3MIMboIs30s, GalY0EZ0L QBEBObIS,
LogodmdEgdem LydB™m®mo, Bg30MLOEY309M0 M930m9bEs30s (EWOM), Lads®mggenm,

SOR-TPB, 39690 3900mq@900.



