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Abstract

In modern world, due to technological advacements, the use of integrated marketing
communications became more important than ever. IMC, branding and marketing
disciplines became invaluable tools for the organizations working in the field of culture. In
above-mentioned Master’s Thesis author discusses the particularities and the importance of
marketing and branding in the field of culture. The purpose of the research presented in this
work is to study the use of integrated marketing communications in cultural organizations in
Georgia. The qualitative research with semi-structured in-depth interviews were conducted
among the representatives of marketing and public relationships departments. According to
the research results, selected three organizations mainly use integrated marketing
communication strategies in their daily activities. In addition to the qualitative research, on
line questioners were distributed to study public opinion and interests and to find out the
media channels that the public mainly use to receive information about the cultural
organizations. Study has shown that the IMC strategies used by researched organizations
promotes and increases their brand awareness significantly. According to the research
results, the media channels that the selected organizations use are are in line with the

interests and expectations of the public.

Key words: The field of culture, branding and marketing in culture, integrated marketing

communications, IMC.



