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Abstract

This paper discusses the impact of the pandemic (COVID-19) on marketing (on the example of
Georgia). The purpose of the study was to assess the impact of marketers, companies, consumer
behavior, and marketing tools based on the current situation, to draw conclusions, and to make

recommendations.

Consumer behavior has been evaluated on the basis of quantitative research, and the study of
marketers is based on quantitative and qualitative basis. The opportunities posed by the effects

of the pandemic on the marketing industry have been highlighted.

In conclusion, the pandemic has accelerated the development of the digital industry. Customer
habits were developed according to current trends, and the activities of marketers were based on

analytical, research-based and customer-centered views.

Key worlds: COVID-19, marketing, advertising industry, coronavirus, COVID-19 influence,

marketing in Georgia



