0bgmmgblig® 35639@0bgol g53¢rgbs BmabsGdgEms dgligyoaols
396BMsb3z5BYg Lods@mnggembo

30MM0 3B3E0SOHO

bs8sgobder b5IHdo pseroggbomos ogrost bsbgerdhoger «1bogzgdlodgdob 8obbybol,
35650¢m960b5 05 (997602¢280980L 3539¢°A9A) Vg Fs30bH®OL bsolbob dobo,3980b
J000b36980L G9bsbsdolso

360 MM595:9969% 3960

1539360960 ™ bgeddm3zs69w0: 1035 GOx95dg

003l bsbgerdfogm Mboggmlodgdo
odogrolso, 2026



39bsgboo

“@myme3 §omy96000 Lsds0LEHMM BsIOMIOL 93E MO, 3o:3boYd, MMA bsdOMmdo
0900mo96L Bgal MmEM0Q0bse® 553Tg395ML s 96 Fg03o3L bbgs 933H™Gm9dol dogH
53999 3990739969000, 353mbg399bgdsE JorgdE 96 ILLEIZIE faMLEIbow
dsboEgdl, MHMIgd0E 65IMMATo 56 56Ol JmblgbogdIeo b 303H0MYdIMWo Lsmsbosm
09L9doL TgbsdsFOBS.

30MM0 SBF0SYOHO
09.06.2026

ii



S0LEMogEHo

(065990569 BsdOMATo  JgLfageromos 0bxgegblige ds6393H0bAOL  gogwgbs
dmIbdsMgdgms  dglgozol  obBMIBZsBg  Lods®mzgwmdo. LmEoswrmemo  dgools
3963005609056 9P 0bxMgblgmgdo 3MGbEIdLs s dMIHTMGddL TGOl
3009960353008 960336900Mm356 Bofloms Bodmyseodbgb. s doge ozt 39egd o
6933960530900 393009bsls 296LB3M3L 0b63¢mabligMol Lobmmdo,
930396053006 06gdMOMDS, SMPOGHMOOLME MO0 GOHMDY, Lbgs IMIBAsMGOGEMS
39535190900 5 0L 3WHGHRMEOTS, HMIGEDBYE LEMYIEsdM Bogbowo 3B 39 EYds.

330930L 3oBsbL Ho0rdmoagbs 080l oE9bs, 0399 Mo BoJGMMGdO 5dE0gOHOL
56 SbMlEBHIdL 0bxYgbligMol M93md9bsE00l A93egbsl JoMmzgeo dmdbTsMgdols
994030l FobBEOBZ5BY. 1533930 Lo3oMbgdO BMO(3530s 0bBWM9BLYMHOL LEIBEOMMB,
93m9BGHMOMDL,  JoMIBMEFOSME  MODOJODMIL,  dMGOEMD  FGLodsdoLMBSL,
993 BHO™bM  Bg306 M93m9bsEgosl (eWOM), 693530l go98F30M35¢0MdLS s
393BMOIol 3o3b.

33930l doBbol Fobomfg3zs 99mygbgdme 0dbs MomgbmdMogo  33wg30L
9900mo. dmbs3gdgdo  FgaMMm3s Mmbwsob  30mbzsMmol LT e gdom. dmboggdoms

3900960L 909 BodmEmem sBsewoBdo Jgz0s 172 LOHs T93bgdIEo 3sbmbo.
L530BbY OBHMOOL FoMTMoRgbbID LodsOmzgwmdo dsbmz®mgdo LM hermgsbo
bmEosEMo dgool dmdbdsmgdeqdo, GMmIgdLsg dmem bsdo mM30L gobdsgwrmdsdo
3Jmbosm Ggbgds 06x3emabligMol 093m396oE0slmb b LaMg3esdm 3mbiEomsb.

33930l 99099035 963965, ©MI  mIbIsMGdwol  Fgbyo3z0ol  gobBEMIblzsBY
439w5bg 9o 9mgdggdl 06x3e)gbligmol LobmMmds, Aslimsb gdmEorMo Losbarmgols
39639, Lbgs 8mdbdscmgdgwms 99535690900 S 3EOGHBRMOA0L go®mqdm. 53m9bEGHWMOMdS,
0696056 Fglsdsdolimds s 0930l odFZ0M35wMdS FMIbAsG9dEgdoLbm30L slig3g

111



96003690 ™m3560  50BMBbS, 0MF3s  F90  (39M3JME0  393egbs  839B0MEO 9O
399m3wo0bs s olobo NBOM FgBow LsgMomm bmdols s M93magbsiool smddols

Bofowso godmozggms.

33930l Lyxxdgzgdg  Bsdmygowods  M93m3gbs30gdo  dM9bgdol,
9563939M900L5 s 06x39BligMHdOLMZ0L. Jogdmwo 899900 FoMMOMGOL, MH™I
9839dGH0sb0  0bxgwgblige sm3930by0 Mbs 9x3MdbadMm@gL 9MS FBMEIME FBoGInM
030masts @ 30BPWME  803DB03gEMAL, Mg Lsbm  3mIMBogsEod,
3MOGMM0LME Fg4s® MOPOIOHNMBIL, MO0 2odMmEE0EJO0L AIB0IMGOLS
39GBMOHToL 5309041093900l 45035¢oLH0bYdSL.

1533960 Lo EY3900: 0bGMabLEM To6 393060, Gglyo30L FobBMIbZs, LobMmmds,
93m96GHMOMDs,  39MLMEOINMHO  MODOYOHMNMdS, eWOM, bmEosgyMo  99os,
Logomzganm.

iv



Abstract

This thesis examines the influence of influencer marketing on consumers’ purchase
intention in Georgia. With the development of social media, influencers have become an
important part of communication between brands and consumers. The impact of their
recommendations is shaped by influencer credibility, the perceived naturalness of the
recommendation, the relationship with the audience, other users’ evaluations, and the

platform on which the promotional message is presented.

The aim of the study was to identify the factors that strengthen or weaken the influence
of an influencer’s recommendation on Georgian consumers’ purchase intention. The research
focused on influencer credibility, authenticity, parasocial interaction, brand-influencer fit,

electronic word of mouth (eWOM), advertising transparency, and platform type.

A quantitative research method was used to achieve the aim of the study. Data were
collected through an online questionnaire. After data cleaning, 172 complete responses were
included in the final analysis. The target audience consisted of adult social media users living
in Georgia who had encountered an influencer recommendation or sponsored post within the

previous three months.

The findings showed that consumers’ purchase intention is influenced most strongly
by influencer credibility, perceived emotional closeness to the influencer, other users’
evaluations, and the platform environment. Authenticity, brand-influencer fit, and advertising

transparency were also important to consumers; however, their separate influence was not
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clearly observed and appeared mainly as part of overall trust and the general perception of the

recommendation.

Based on the findings, recommendations were developed for brands, marketers, and
influencers. The results indicate that effective influencer marketing should be based not only
on broad reach and visual appeal, but also on credible communication, strong audience
relationships, the sharing of genuine experience, and the adaptation of content to the

characteristics of each platform.

Keywords: influencer marketing, purchase intention, credibility, authenticity,

parasocial interaction, eWOM, social media, Georgia.
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