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Abstract

Influencer marketing has emerged as one of the fastest-growing and most sought-after areas of
digital communication and public relations. The rapid development and widespread adoption of
social media platforms have significantly transformed the ways in which organizations
communicate with consumers, enabling brands and companies to complement traditional
advertising with more personalized, interactive, and trust-based marketing approaches. The use
of influencer marketing as a communication tool is particularly relevant in the beauty and
personal care industry, where consumer decision-making is strongly influenced by

recommendations, visual content, and the sharing of personal experiences.

The aim of this master's thesis is to evaluate the effectiveness of influencer marketing in shaping
consumer behavior and influencing the decision-making process related to beauty and personal
care products in the Georgian market. The study examines the current practices of influencer
marketing within Georgia’s beauty industry, the factors that contribute to consumer trust, the
role of various social media platforms, and the distinctive characteristics of consumer attitudes

toward influencer-generated content.

A mixed-method research design was employed, combining both quantitative and qualitative
approaches. The quantitative component involved a survey of 165 consumers, while the
qualitative component consisted of in-depth interviews with 15 influencers and 10 companies
operating within the beauty sector. The collected data were processed and analyzed in accordance

with the objectives and research questions of the study.

The findings indicate that influencer marketing has a significant impact on consumer awareness,
brand recognition, and purchasing decisions. The study revealed that the primary factors
influencing consumer trust include an influencer’s professional competence, authenticity,

sincerity, willingness to share genuine experiences, and the quality of visual content. The results



further demonstrate that social media serves as one of the most important channels for direct and
effective communication with consumers in the contemporary beauty industry. Moreover,
influencers play a crucial role in fostering trust and establishing emotional connections between
consumers and brands. The findings obtained from both companies and influencers confirmed
that audience engagement, credibility, content quality, and value congruence between

influencers and brands constitute the foundation of successful collaborations.

Based on the research findings, it can be concluded that influencer marketing represents a
significant and effective marketing and communication tool within the contemporary Georgian
beauty and personal care industry. Its effectiveness largely depends on consumer trust, authentic
communication, and the development of long-term relationships with audiences. This thesis
contributes to a deeper understanding of the evolving dynamics of influencer marketing in the
Georgian market, while also enriching the existing body of academic knowledge in the field and

providing a foundation for future research on the subject.

Keywords: Influencer Marketing, Beauty Industry, Personal Care, Consumer Behavior, Social

Media, Trust, Brand Awareness, Digital Marketing, Georgia.
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