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This master's thesis is a study of marketing communication in the local market of modern
Georgian literature. Technological development and the emergence of various digital
platforms, along with many opportunities, have also created a number of challenges, including
in the publishing industry.

Considering that the marketing direction of the Georgian publishing business has not been
studied at a scientific level, our study will focus more specifically on the direction of modern
Georgian writing, examining, on the one hand, the preferences, interests, habits and attitudes
of Georgian readers, and on the other hand, studying the marketing strategies and tactical
activities of the main Georgian publishing houses that are carried out to popularize modern
Georgian literature.

The aim of the study is to identify whether modern Georgian literature is clearly less
interesting for Georgian readers. In addition, is there a certain kind of pre-existing mood that

influences the choice of readers. Also, how does the “author's brand” affect the marketing
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campaign of a book. These issues were studied using a questionnaire, which provides both
numerical and substantive data for discussion.

A separate direction of the research is the marketing strategies of Georgian publishing
companies, for the study of which various types of qualitative research were used, including
in-depth interviews, content and case analysis.

As a result of the research, it was determined that Georgian readers give a clear preference to
translated/classical literature, and this tendency is evidenced by the books read recently. In
addition, the majority of the study participants show a prejudice towards modern Georgian
writing, including under the influence of the "author's brand". As for the publishing strategy,
there are gaps in the marketing communication chain, mostly in terms of
integrating/differentiating digital communication and working on "packaging" (cover,
annotation).

In conclusion, the study indicates that marketing communication in the local market of
modern Georgian literature needs to be improved in several directions, and tactical steps to

achieve this goal are given at the end of the paper.

Keywords: modern Georgian literature; literature marketing; publishing business; author's

brand; book advertising, digital campaign.



