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Abstract

The study of the theoretical and practical foundations of integrated marketing communications
into modern marketing is one of the important issues.

Integrated marketing communications are strategic importance for companies that operating in
the Georgian market. The aim of the research is to study integrated marketing communications,
its impact on brand success, opportunities for the perception of the IMC on the example of Georgia
and the use of its resources.

In the research is discusses parameters of IMC, that will help brands to improve marketing
strategy and communication process.

The research presents a study of peculiarities of integrated marketing communications in Georgia,
which is based on proven world literature and conducted research.

Basic keywords: Integrated marketing communications, marketing, advertising, marketing

communication, target audience.



350EMds

950035l 3bOo LsTooLEAMM BsdMMIOL bgerddm3zs69wl, 3OMABILME Lsds xoxsbodgl,
Gdgendog 3990fos OO EsbBsMgds 33eg3000 3MM39LOL BMOTMEOEMHDS0, ODI0BLS
Q5 9sOM35d0.

51939 33093580 dmbsfoarg 86 39E0bg0L B39305W0olE L.



