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Abstract 

This research aims to study the role of reactive marketing in the adaptation of brands within 

digital media, particularly in the context of short-form video platforms. The relevance of this 

issue is driven by the fact that the impact of reactive marketing on successful brand positioning 

has not yet been systematically and comprehensively studied in Georgia, which is 

compounded by a scarcity of Georgian-language literature. The study analyzes how internet 

trends influence a brand's adaptation on social media and the role that timely, contextual 

responses play in consumer engagement. The research surveyed Georgian consumers aged 18 

to 45 (Generation Z and Millennials) alongside PR and marketing experts employed in Georgia.  

The theoretical framework of the research is based on the "Unified Theory of Acceptance and 

Use of Technology" (UTAUT), developed by Viswanath et al. (2003). This model explains the 

user's intention to adopt and use information systems based on factors such as performance 

expectancy, effort expectancy, and social influence.  

In the first stage of the research, we reviewed the existing literature to analyze the role of 

reactive marketing and short-term internet trends in the digital adaptation of brands, as well 

as the mechanisms of short-form video platforms and their impact on branding strategies. A 

mixed methodology, integrating both quantitative and qualitative approaches, was selected for 

the study. To collect empirical data, an online survey (109 respondents) and semi-structured 

in-depth interviews with four professionals working in the PR and marketing fields were 

conducted. Through these methods, consumer behavior, the reasons behind the popularity of 

short-term trends, and the practical challenges and characteristics of reactive communication 

in the digital space were examined.  

The research revealed that technological advancements have transformed marketing 

communication from a monologue into an interactive dialogue. Amid a deficit of consumer 

attention, short-form video platforms (TikTok, Instagram Reels) and the "hook" within the 

first seconds of a video have become the primary means of information perception. A timely 

and authentic reaction to trends, while maintaining the brand's Tone of Voice, ensures high 

organic reach and algorithmic support. Furthermore, reactive content directly influences 
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brand recall (Top of Mind) and the formation of an emotional, empathetic connection with 

consumers.  

Based on the research, the proposed hypotheses are confirmed: the active use of reactive 

marketing on short-form video platforms increases a brand's effective adaptation and audience 

engagement in digital media , and a swift response to internet trends by PR specialists 

facilitates the brand's online positioning.  

In conclusion, the application of reactive marketing has become essential for modern brands 

to establish their place in digital media. Pre-planned, static strategies often fail to meet the fast 

pace of the internet space. By providing instant, targeted, and authentic responses to short-

term trends and current events, brands successfully capture consumer attention and build 

strong, loyal relationships.  

Keywords:  Reactive Marketing, Digital Media, Short-form Videos, Consumer Engagement, 

Brand Adaptation, Internet Trends 

  


