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Abstract

In the modern digital era, the rapid development of internet technologies and social media has
radically changed the forms of communication between organizations and consumers. Against
the backdrop of declining effectiveness of traditional marketing channels, brand reputation
has emerged as the most critical intangible asset for businesses. This master's thesis examines
the impact of influencer marketing on brand reputation within the specific context of the
Georgian marketing market, where small audience size, high polarization, and socio-political

sensitivity make reputational risks and benefits even more volatile.

The purpose of the research is to study the role of influencer marketing as a tool for shaping
brand reputation in the Georgian marketing market and to identify the positive and negative
effects resulting from collaborations between brands and influencers. To achieve the set
objectives, a mixed methods approach (methodological triangulation) was used: a quantitative
online survey involving 100 active social media users in Georgia, and qualitative structured in-
depth written interviews with 2 competent experts in the field of marketing and

communications.

The research findings revealed a significant crisis regarding trust in influencers, as the majority
of consumers (68%) trust them only occasionally. According to 40% of respondents,
influencers do not actually use the products they advertise, and 60% perceive their activity
merely as a source of income. Despite this skepticism, influencer advertising still generates a
positive attitude toward the brand for 48% of respondents, provided the content is authentic.
Honesty was identified as the main determinant of trust (66%), while dishonesty and
excessive, unnatural praise of a product were named as the primary irritants (83%). The study
confirmed that poorly selected influencers directly damage company image—for 38% of
respondents, collaboration with an untrustworthy figure is a reason to lose trust in the brand
itself. Based on the collected data, the hypotheses presented in the thesis were confirmed, and
practical recommendations were developed for Georgian companies to manage reputational

risks effectively.
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