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მედიაზე აქამდე ნაკლებად შესწავლილი კონტექსტიდან მიღებულ მონაცემებს 
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განვითარებას. 
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Abstract 
Social media has become the primary space in which sport content is consumed and discussed, 

transforming the relationship between sport media organizations and their audiences globally. 

In Georgia, sport media organizations are increasingly active on digital platforms, yet the 

strategic dimension of their social media activity and its effect on fan engagement have not 

been examined in the academic literature. This gap is significant because the Georgian sport 

media landscape operates under conditions that differ substantially from the major Western 

markets in which existing theoretical frameworks were developed, including limited 

organizational resources, developing digital marketing infrastructure, and a distributed 

ecosystem of traditional broadcasters and independent sport media pages. 

 

The aim of this thesis is to examine the impact of strategic social media marketing on fan digital 

engagement in Georgian sports media. The study investigates how traditional sport 

broadcasters and independent sport media pages approach social media, what content 

strategies they employ, and how Georgian sport fans perceive and interact with their digital 

content. Four hypotheses were formulated to test the effects of strategic planning, visual 

content, emotional and interactive content, and platform-specific engagement patterns. 

The research employs a mixed-methods design combining semi-structured interviews with 

representatives of a leading traditional sport broadcaster and administrators of independent 

sport media pages, and an online fan survey of 115 Georgian sport fans. The qualitative 

component captures organizational strategies and challenges, while the quantitative 

component measures audience perceptions, engagement behaviors, and content preferences. 

The findings reveal that strategic social media marketing positively influences fan digital 

engagement in the Georgian context. The organization with the most formalized content 

strategy was followed by 89.6 percent of respondents and rated as the best content creator by 

75.7 percent, while organizations operating without formal strategies achieved significantly 

lower audience reach and recognition. Video and visual content was unanimously identified 

as the most effective engagement format by both fans and practitioners. Content about 

Georgian athletes competing internationally, driven by national pride and emotional 

identification, emerged as the single most powerful engagement mechanism across all 

categories of sport media organizations. Meaningful differences in audience behavior and 
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engagement patterns were confirmed across Facebook, Instagram, TikTok, and other 

platforms. The research also identified content homogeneity, copyright challenges, and 

resource constraints as persistent barriers to the development of Georgian sport media 

marketing. 

 

These results demonstrate that strategic approaches to social media marketing produce 

measurably stronger fan engagement outcomes than spontaneous, unplanned activity. The 

findings contribute to the academic literature by providing evidence from a previously 

unexamined context and offer practical recommendations for Georgian sport media 

organizations, including the development of formalized content strategies, investment in 

platform-specific content adaptation, prioritization of emotionally resonant content about 

Georgian athletes, and increased production of original video content. 
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