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Abstract

Our study mainly focuses on main challenges of influencer marketing on the contemporary
Georgian consumer market. The aim of the research is to determine what kind of impact does
influencer marketing have on society’s behaviour, whether it has replaced more traditional forms

of advertising and how often do companies on Georgian market use this type of communication.

The study used an online survey based on quantitative research method. It includes two types of
questionnaires that served to determine the opinions of not only consumers, but also marketing

field workers.

From more than 200 answers received in the study, the paper outlines consumers’ behavioral
trends and explains exact criterias that are used for influencers’ selection. At the same time, part
of the results clearly shows the desire of consumers for companies to actively use influencer
marketing tool in communication. This study is unique in Georgian reality and considering the
scarcity of resources around the topic, these results will aid the next phase of research on this

issue.

Key Words: Influencer marketing, Influencer, Content, Customer, Marketer, Behavour, Social

Networks, Trend



