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General Description of the Thesis

Topic Relevance. The accelerating pace of change in international markets compels companies
to adjust their marketing policies to new realities and emerging challenges without delay. Otherwise, the
loss of competitiveness and market position becomes inevitable. Technological progress and
digitalization enable the efficient achievement of numerous marketing objectives, with one of the most
significant advantages being the capacity to monitor and analyze consumer behavior.

The necessity and benefits of social media marketing are considerable for businesses of all types
and sizes. When applied strategically and effectively, it has allowed many firms to achieve notable
success. In Georgia, social media marketing remains in a developmental stage; however, its adoption and
expansion are increasing at a rapid rate. This growth has a direct impact on enhancing both business
revenues and brand awareness. Drawing on the practices and experiences of globally recognized
brands—particularly their approaches to social media engagement—provides valuable guidance for small
and medium-sized enterprises in Georgia. Nevertheless, these methods must be adapted to the Georgian
context to ensure that successful strategies do not conflict with the country’s economic, social, political,
or cultural specificities.

The key advantages of social media marketing include cost-effectiveness, precise identification
of target audiences, the ability to research consumer needs, targeted advertising for specific segments,
direct communication with customers, the collection of feedback from loyal users, and performance
analysis. However, certain limitations present risks to sustained business activity in social media. Chief
among these Risks associated with social media marketing include exposure to fraud and cyber-attacks,
hostile publicity generated by competitors, and negative consumer perceptions, among others. Despite
these challenges, social media has played a critical role in the growth and success of small businesses. Its
cost-effectiveness and wide reach have enabled small enterprises—previously limited to serving only
local communities—to position themselves alongside globally recognized corporations. Through social
media, such companies have been able to connect with target audiences across international markets.

Research Goal and Objectives. The primary aim of this study is to examine the current state of
social media marketing in Georgian businesses and to propose strategies through which companies can
leverage social media to enhance their competitiveness in the Georgian market.

In line with this overarching goal, the study pursues several specific objectives:
® To discuss issues related to the role of social media in business management;

® To analyze the theoretical aspects of managing marketing activities through social media;
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® To adapt the technical features of social media to the particularities of the Georgian business
environment and user behavior;

® To identify the needs and benefits of specific dimensions of social media marketing;

® To determine appropriate methods for measuring the effectiveness of social media marketing
and for applying analytical data in the context of Georgian companies.

Subject and Object of the Study. The subject of this research is the set of challenges that
Georgian companies encounter in the field of social media marketing n the field of media marketing
management, the object of this research is the set of practical mechanisms that Georgian companies can
employ to overcome the challenges they face.

Methodological Foundations.The study relies on both empirical and theoretical research
methods. To assess the state of social media marketing, data were collected and analyzed from Georgian
and international publications, which enabled the examination of current trends and the dynamics of
development. Statistical sources were also employed to identify companies considered most reliable for
obtaining accurate and valid results. To gather insights into the social media marketing practices of large
global corporations, information was obtained from their official websites. Furthermore,
recommendations developed on the basis of international experience and empirical studies provided a
foundation for analyzing approaches that can support Georgian companies in formulating effective
strategies for managing social media marketing.For the collection of primary data, both quantitative and
qualitative research methods were applied. Quantitative data were gathered through an online consumer
survey using Google Forms, while qualitative information was obtained through in-depth interviews with
companies. A mixed-method approach was adopted, involving both face-to-face and telephone interviews.

State of Research on the Problem.The role of social media marketing and the state of it’s use
in modern reality have been little studied by Georgian researchers. In this direction, textbooks and articles
have been published by Georgian researchers: Todua, N; Jolia, G; Tsiskarishvili, O; Mamuladze, G;
Enukidze, N; Katamadze, G; Abashidze, I; as well as works by foreign researchers, including: Aronson, E;
Sahu & Malik, Boone & Kurtz; Brighton, T; Chowdhury & Gupta, S; lahmo, T; Bukenya, K; Parker, C.

Theoretical and Practical Significance of the Study. Social media marketing represents a
dynamic and constantly evolving field, both from theoretical and practical perspectives. Accordingly, this
study reflects contemporary trends and applied approaches within the discipline. From a theoretical
standpoint, the study provides valuable material for students, scholars, and practitioners who are
interested in understanding the role of social media marketing in business and its conceptual
underpinnings. The practical contributions of the study are equally noteworthy. The recommendations

developed herein may be directly applied by Georgian companies to enhance their competitiveness in the
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domestic market. Furthermore, the analyses, recommendations, and conclusions outlined in this research
may serve as a useful resource for policymakers, sectoral leaders at the national level, and educational
institutions.

Research Hypothesis. Building on the theoretical perspectives of the scholars reviewed above,
the central hypothesis of this study is that there exists a strong correlation between the active engagement
of a social media manager and the proportional share of social media marketing within the overall
marketing strategy of a business.

Scientific Novelty. The research identifies opportunities for introducing scientific innovations
into the use of social media marketing by companies. Specifically:

® [n addition to the eight core elements of the social media marketing mix, this study proposes

a ninth element—progressive trust. This concept emphasizes the gradual strengthening of consumer trust
in parallel with a company’s increased activity, transparency, and social responsibility.

® |t is established that in case of high-quality use of social media mechanisms, business
achieves comparative advantages, namely: brand awareness increases; sales level and customer
engagement.

® Specific proposals are presented on how to improve the structural, organizational and
management activities of business by involving social media tools.

® Ways for establishing specific research areas for subjects interested in business and social
media activities and their effective management are given.

® [t is indicated how social media marketing should be paid attention to from a scientific
perspective, namely, in the field of education, social media-related issues should be prepared and taught
not only at the level of certificate courses but also at the level of bachelor's and master's programs.

® Specific recommendations tailored to Georgian business have been developed to achieve
accurate analytics and continuous optimization, including the introduction of social media activity
assessment and analytics platforms.

Structure of the work. The dissertation consists of: three chapters, 9 subchapters, conclusions

and suggestions. A list of used literature is attached to the work.
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In order to develop the research goals and objectives, obtained results, reasoned conclusions and
recommendations, we have structured the paper with the following structure:
Introduction
Chapter 1. Social Media Marketing and Its Role within the Marketing Mix
1.1. The Evolution of Social Media Marketing
1.2. The Role of Social Media Marketing in the Marketing Mix
1.3. Fundamentals of Implementing Social Media Marketing in Business
Chapter I1. Contemporary Trends in Social Media Marketing
2.1. Methods and Approaches to Utilizing Social Media Marketing in Business
2.2. The Role of Social Media Marketing in Business Development
2.3. Case Studies of Leading Companies and Their Social Media Marketing Practices
Chapter III. Challenges in Social Media Marketing for Georgian Businesses and Strategies for
Overcoming Them
3.1. Issues in Implementing Social Media Marketing in Developed Economies
3.2. Current Status of Social Media Marketing in Georgian Businesses
3.3. Prospects for the Development of Social Media Marketing in Georgian Businesses

Conclusions and Recommendations
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Main content of the Thesis

In the era of Internetization and the digital era, the development of social media without the
Internet is unthinkable. The role of social media has increased, both for consumers and for business
entities, since the benefits of social media are great in the rapid and effective development of business.
Social media has included such basic functions of the Internet as: communication, information, e-
commerce, entertainment and has begun to develop as a necessary and indispensable means for
consumers to receive and communicate with the desired information.

As Doctor of Social Sciences O. Tsiskarishvili notes - information that is disseminated in the
media and that is known to a large number of people is a stimulant of specific behavior. People acquire
certain values when receiving information from the screen and then evaluate and create society
with their influence, this clearly affects the person.

For marketers, communication is considered as: the most effective and pragmatic way of
interacting with the buyer, where the initiator is both the seller and the buyer, and the communication is
two-way. The Internet, as the main communication channel, is currently connected to the entire activity of
firms in the marketing communication market. Information is a strategic resource that plays a special role
in the life of society in all areas of activity. Social media has allowed the public to learn and provide news
and information from anywhere in the world, which is the most important lever for the implementation
and success of any activity.

As Tsuladze notes in his work, not only the creator of the media product, but also its recipient,
reader or simply an observer can make a direct connection on social media. This is an opportunity for
direct communication between business and consumer; politician and voter, etc. That is why it can be said
that: any person for whom social media is available can become a producer of a media product, which is
the basis of civic journalism.

Social media is a critical communication channel where open and direct communication takes
place between consumers and brands, and potential and interested consumers can also find valuable
information, such as consumer reviews and impressions, in social media. Consumer assessments are often
visible, indicating that social media is a system of two-way relationships, while traditional media is one-
sided. In modern times, companies mostly use social networks for: fast, budget-friendly and easy
communication and service to consumers, which is reflected both in the company’s financial performance

and increases the number of sales and the company’s overall well-being.
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Social media marketing concepts and approaches are based on the theories of relationship
marketing, influencer marketing, and customer engagement, each of which influences the development
and course of social media marketing.

When discussing consumer trust in companies in social media marketing, we support Nugzar
Todua’s opinion regarding the concept of influencer marketing: Social media marketing has become a
powerful tool for companies to attract clients and compete. A new trend in social media marketing is
influencer marketing, which has shaken the world. Influencers are people who have an active audience
(mainly on social media) and have the ability to influence this audience. Social media influencers help
raise awareness of brands in society and build trust in them. Social media influencers directly participate
in the creation of public values and transfer knowledge and experience about a specific product to
others, which further increases the authority of the followers of the idea.

Social media has become especially relevant and popular during the COVID-19* pandemic
period, as it caused enormous damage to any sector: education, healthcare, business, ecology. Against the
backdrop of the pandemic, levers were developed that improved the quality of life of the society, were
planned and implemented over time: the practice of distance learning and musholab, maximum resources
were mobilized. During this period, the main role and importance of social media in business
development was highlighted and continues in the current period. Information received through social
media and user reviews allow the company to: refine content; Process messages that will expand the
audience, increase brand loyalty, and maintain market leadership.

Social media has come a long way in its development before it became the system it is today, a
computer-based platform that facilitates public communication: through the sharing of ideas, opinions
and information. SIX DEGREES - a channel invented in 1997 by Andrew Weinrich is considered the first
social media tool, since it was the first website where users had their own profile, where personal
information confirming identity was placed. In 2003-2004, the activation of users in social networks was
noted, with an increase in involvement in social media networks, such as: Facebook; My Space; Linkedin.
Gradually, business entities realized the role of social media in e-commerce and began to use it at an
increasing pace. In the digital era, it is unthinkable to exist in society without the Internet and social
media, social media tools are used by a large part of society, regardless of gender, ethnicity and age.
Although there are several social networks that have attracted users and interested them due to their

specific nature, each social network that is popular today is distinguished by its long history:

3 COVID-19-coronavirus pandemic, which spread from China to the whole world in 2019-2020, including Georgia, and was
followed by restrictions on both international and domestic movement and sharp challenges.
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Facebook is one of the most popular social media platforms in the current period, which has a
long history of development, created in 2004 by Mark Zuckerberg - a student initiative.

Nowadays, Instagram is considered the fastest growing, interesting and attractive platform for
young people, due to its aesthetic nature, although it was successful immediately after its creation, having
included more than 25,000 users on the first day of its appearance on the Internet.

X (formerly Twitter) - a more informative, reliable and digital media-identified social media
network, since it is used as the primary source of news. It is worth noting that this platform is mainly
focused on providing valuable and important information to the public and is less focused on
entertainment, unlike Facebook and Instagram.

LinkedIn was founded by Reid Hoffman and his colleagues in 2003, and in 2020, LinkedIn
management reported that it had over 660 million users in over 200 countries.

YouTube was founded in 2005 by Chad Hurley, Steve Chen, and Jawed Karim, and is a video-
sharing platform that allows users to upload, view, rate, share, and comment on videos.

In modern times, the use of social media marketing and business management through it is
especially important for countries where the tourism sector is popular, given that the services offered by
tourism are inseparable, impermanent, and intangible. Accordingly, the user receives useful information
from the reviews of users who have already used the service.

Since Georgia is a tourist region and has developed tourism operating sectors, seasonal tourist
destinations, etc., it is important to use social media marketing to offer products and services. According
to data from January 2023, there are 3.05 million social media users in Georgia, which is 81.7% of the
total population.

The marketing complex includes all the complex elements that are the greatest challenge for
marketers in modern times. First of all, communication tools, innovative approaches, focus on
innovations and the highest level of customer satisfaction. From the very term itself, it is clear that this
ensures great attention and observation of the service or product by company representatives. Before the
offered product or service reaches its final destination, marketers have established and pre-thought the
importance of all the constituent elements of the complex - including the pre-purchase, during the
purchase process and after the purchase stage.

In the 1950s, Harvard professor of advertising, Neil Borden, popularized the idea and concepts
of the marketing mix. Over time, Borden's ideas were developed and refined by Jerome McCarthy, a
professor of marketing at Michigan State University, and named the 5Ps of marketing: product, price,

place and promotion. People.
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Product - At the core of the marketing mix is a product, which is a tangible or intangible
offering that satisfies the needs and wants of customers. Price - The second element of the marketing mix,
includes the monetary value assigned to a product or service in exchange for its perceived benefits. Place
- In the context of product and service offerings, we can call it distribution or logistics, as the channels
and methods through which the product or service becomes available and visible to the customer.
Promotion - The promotion of the product or service. In short, it includes various marketing
communication activities such as: advertising, sales promotion, public relations, personal selling and
direct marketing. People (people) - the role and importance of this element in a complex marketing
environment includes organizational culture, customer satisfaction, service excellence, employee
development and relationship management.

The concept of the marketing mix has been expanded, as a result of which such important
elements as: process and physical evidence have been added to the traditional 5P framework, which we
call the 7P of marketing. Process (process) - mainly related to the operational and procedural aspects of
delivering products or services within the marketing mix. Physical evidence (physical evidence) - mainly
related to material cues that provide consumers with information about the quality and value of the
product or service.

For companies that offer customers a finished product that is visible and easy to evaluate, it is
sufficient to use the 5Ps of the marketing mix, which does not require much effort, like Coca-Cola, while
companies that offer customers a service that is intangible and intangible, and whose benefits are difficult
to perceive and evaluate, will necessarily resort to the 7Ps strategy, like Marriott International.

Although the existence of the 7P mix was able to cope with the problems and challenges in the
service sector, at the stage of digital transformation, consumer expectations have increased, their
awareness and individual requirements have been influenced by the activity of brands on social media,
which is why there has been a demand for brands to implement more humane, moral values-based,
transparent activities. Against this background, it has become necessary to add the following 5Ps to the
marketing mix:

Purpose - consumers increasingly expect brands to have a valuable mission, e.g. environmental
care, social responsibility. Purpose creates an emotional connection between the brand and the consumer.

Principles - businesses should operate based on values, such as: transparency, ethics, equality.
Consumers trust brands that have valuable principles.

Personas - Modern marketing is based on the differentiation of target segments - personalized

communication increases efficiency.
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Positioning - In competitive conditions, it is critical for a brand to clearly define why consumers
should choose it and not competitors. Correct and targeted positioning of the brand complements
consumer interest in the overall characteristics and mission of the brand.

Proof Points - All brand promises must be proven with real examples, such as: customer ratings,
reviews, brand quality certificates, etc.

Nowadays, marketers recognize that the combination of effective social media marketing and
traditional marketing is much more effective and profitable for businesses because it is low-budget. It can
reach the exact target segment and perform correct analysis. Digital channels allow you to get instant
feedback from your customers, take feedback into account, and refine your approach. Consequently,
customers develop greater trust in your company when they feel like they are an important customer to
your company.

Table 1. Characteristics of traditional and social media.

Traditional Media Social Media

Type of Communication One-way Communication Two-way Communication
Purpose Selling Sharing/Selling

Basis for Decision Making Company Voice Public Voice

Budget Spending High-Budget Low-Budget

Information Dissemination Traditional Media User/Company Generated
Means Content

Sales Area Bounded Market Target Market

Content Form Static Content Evolving Content
Perspective Short-Term Long-Term

Source: Author's own.

In addition to the above-mentioned differences, there are several main reasons why it has
become necessary and important to implement and use social media marketing. First of all, this is to
increase awareness and attract customers. In any industry, a large part of the target audience uses social
networks, and access to all these users increases brand visibility and content activation.

Managing a business using social media marketing is quite competitive. There are many brands
on the market that use at least two social platforms, but they cannot manage them properly, since the
presence of these channels without investment does not change anything on the path to brand success. It
is better for a company to have only one well-managed social platform at the initial stage than for a

competitor to have several abandoned channels. Every business can create its own business account on a
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social network for free. Accordingly, in a highly competitive market, the most powerful tool for
leadership is activity, involvement, openness and care for the well-being of the user.

Along with numerous benefits, social media marketing also has disadvantages, which is why
most companies refrain from engaging in them. First of all, the biggest risk is cyber-attacks, through
which it is possible to disable the entire company's network, obtain data and information, hack accounts
and engage in fraudulent activities. Social media marketing, as we have already said, is a source of multi-
faceted communication. Accordingly, there is a risk of negative feedback and, as a result, the loss of
potential customers; the risk of spreading viral information, etc.

Social media marketing has proven to be quite difficult to adjust the marketing complex due to
its dynamic and rapidly evolving nature, therefore marketers have developed the 8Cs for digital
marketing: content; channels; change management; topics; quality certification; fast action; calculation;
discussion of rules.

In particular, the 8P marketing mix model was created for social media marketing by Tom Laine.
The author used 5 elements of the traditional marketing mix: product, price, place, promotion, and people.
However, since these elements do not sufficiently reflect the technical and relationship issues
characteristic of social media, he added 3 more Ps on his own initiative, such as:

Presence-activity, which mainly refers to the brand's organic "presence" in social media,
constant and consistent activity, maintaining identity, and appearing on multiple channels.

Participation-involvement, refers to the brand's relationship with the audience in a dialogue
mode, communication-timely response to reviews and ratings, sharing user-generated content.

Personalization-personalized, individual communication and content, targeted ads and posts for
specific segments, data collection, analysis of user behavior, and individual offers.

The world's giant companies have used social media activity to increase and deepen their
awareness, as well as to improve their visibility and quality. It is noteworthy that some of them received
their first response on social media and grew their business in accordance with the needs of customers.

Using social media marketing is a powerful direction for businesses of all sizes to reach
potential customers. This allows small and medium-sized businesses to become as recognizable and
relevant as large business companies. Social media marketing is a form of digital marketing that uses the
power of social media networks to achieve branding and marketing goals. However, it goes beyond the
framework of creating and using business accounts. In reality, this is a much more time-consuming
process, as it requires a precise strategy, with measurable goals and clear objectives, maintaining and

optimizing the existing profile, attracting the relevant audience, feedback effectiveness, response and
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reputation monitoring, attracting influential partners and, most importantly, advertising that provides
information about the product or service to the target segment and increases awareness.

One of the main rules for successfully managing a business through social media is not only
transmitting information, but also engaging. Two-way communication and receiving feedback, which
requires quick and effective response. Also, after the start of the campaign, providing existing information
from the beginning every month and reminding of the main points.

Also, a good example in terms of providing information and updates is the “70-20-10" rule,
which indicates to businesses the principle by which news should be posted on social media: 70% -
necessarily informative; 20% - emotional, and 10% - advertising.

Chart 1. 70-20-10 rule for providing information on social media.

M Informative @ Emotional M Advertising

Source: Author's own, based on SmartInsights data.

A properly selected algorithm, which refers to the rules and system by which social media platforms
“decide” what type of content to show to a specific user and in what sequence, ensures an increase in social
media evaluation indicators, such as: brand awareness; engagement; sales figures; customer loyalty and the
possibility of improving the strategy. Of course, each of them depends on the social media marketing evaluation
criteria: Reach; Impressions; Follower Growth rate; Likes, Comments, Shares, Saves and other reactions to posts.

Social media marketing is a fairly broad and multifaceted field. Although it can be considered a part of
digital marketing, it is also divided into certain elements and requires the formation of new professions. Social
media marketing in its own way includes: content creation and calendar creation. This method is used by a
content creator, whose activities are often also related to influencer marketing. Marketing, attractive content
writing - this method is used by a copywriter and advertising, to provide accurate and timely information to
various target groups - which is managed by an advertiser; Also, an analyst is important in social media marketing

- who prepares analytical reports and makes appropriate conclusions based on data.
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Social media plays a crucial and multifaceted role in the branding of businesses and organizations. In
recent years, the necessity of its use for businesses has become clear, which is due to several key factors:
increased brand visibility; direct, immediate communication and engagement with the audience; content creation
and storytelling; feedback and consumer insights; competitive advantage; viral marketing; Data and Analytics.
Emerging trends in social media marketing consist of several key elements that respond to the challenges of social
media marketing and contribute to its relevance and popularity: dominance of video content; short content; social
commerce; (AR)* augmented reality; influencer micro-niches; targeted marketing; messaging applications for
businesses; strengthening user-generated content (UGC); privacy and transparency; use of artificial intelligence.

Statistics on social media marketing and its successful functioning demonstrate that its effectiveness has
a positive impact not only on business-to-consumer relationships, but also on business-to-business relationships
and connections.

Table 2. Characteristics of B2B and B2C relationship types.

Goal Long-term relationships; Industry | Sales growth; Customer retention
leadership

Content Strategy Focused on informative, industry- | Create engaging content for a broad
specific content consumer base

Decision Making | Long-term; Focused on logic, ROI, | Short-term; Impulsive and emotion-

Process and relationships driven.

Key Platforms LinkedIn, Twitter (professional and | Facebook, Instagram and TikTok
industry-focused channels) (broad, consumer-driven channels)

Audience Business professionals and decision | Broad community and end users
makers

Engagement Style | Direct; Value-driven; In-depth Interesting; Personal

Marketing Educational; Emotional; Brand-building and

Approach convenience-oriented.

Source:Author's own, based on Sprinklr.

In modern times, many companies are already involved in social media. However, there are also
some companies that believe that adopting this innovation will not be useful and successful for them.
World practice shows that being active in social media is a success for any type of business. The main
source of success for large companies in the world is being active in social media, such as: NIKE; Zoom;

Booking.com; Wendy; Starbucks; Coca-Cola; Chanel,

4 (AR) Augmented Reality - an interactive experience that combines the real world and computer-generated 3D content.
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The listed companies are giant world brands that have gained and, in most cases, deepened their
awareness, relevance and success in different countries of the world through social media marketing. It is
worth mentioning the example of the two largest commercial banks operating in the Georgian banking
sector, which use social media marketing very well for business success:

Bank of Georgia-(BOG) is one of the leading commercial organizations in the Georgian banking
sector, which actively uses social media, both for communication with customers, and for service
promotion and brand awareness. The Bank of Georgia’s strategy includes creative, innovative and, most
importantly, customer-oriented approaches. This strategy is based on the principles of multi-channel
communication, content diversification and brand preservation.

TBC Bank, like the Bank of Georgia, is actively involved in social responsibility campaigns and
is also distinguished by its active campaigns in social media. In 2018, TBC Bank was named the best in
the world in the field of social media marketing and services by Global Finance Magazine. In his
statement, TBC Bank’s CEO Vakhtang Butskhrikidze explains the bank’s future prospects and strategy:
We are very proud to have received these prestigious awards from Global Finance Magazine and to be
among the world’s leading banks. These awards highlight our outstanding digital capabilities and our
pursuit of excellence.

Social media marketing is one of the most influential and dynamic components of modern
marketing communications, contributing to business development, success, deepening communication
with customers and speed of feedback. Social media platforms: Facebook, Instagram, X (formerly
Twitter), TikTok and LinkedIn, allow businesses to connect with their target audience quickly and
effectively.

Internationally, there are three factors that determine the most prominent types of social media
and their use in specific countries:

Technological infrastructure - which allows social media to expand and develop, within the
framework of common cultural values, institutional rules and regulations set by governments.
Technological infrastructure varies in Asia, for example, in less affluent countries such as India, internet
use is more for the wealthy.

Regarding the relationship between cultural values and the Internet, Hofstede notes that the
World Wide Web has made our world smaller, for which the concept of the "global village" is relevant.
Hofstede's concept of the "global village" is easily applicable to social media engagement, as it connects
the world in a way that was unimaginable a few decades ago. Information can now be spread instantly.

around the world and it is a new way of communicating in all corners of the world.
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Government regulation and censorship - Emerging markets that have access to Facebook are
open to global communication, which was not possible before the global spread of social media,
especially in countries where freedom of speech is prohibited.

Despite the rapid development of social media marketing and the digital industry, the following
factors hinder its implementation in developed countries:

Macroeconomic and legislative barriers - Developed countries are often characterized by a
complex and regulated economic environment. Legislation such as the GDPR (General Data Protection
Regulation) in Europe, and specific data protection acts in the USA and Japan, severely restrict the use of
consumer data for marketing purposes.

Digital skills deficit - Although the availability of the Internet and technology in developed
countries is very high, this does not mean that all professionals have sufficient knowledge and skills for
effective marketing on social media.

The problem of consumer trust - in developed countries, consumers are much more sensitive to
issues of personal data protection, transparency and ethical marketing.

Information overload and attention deficit - in developed countries, a large part of the population
actively uses social media, which leads to information overload.

For a correct analysis of the activity and results of the use of social media marketing in Georgian
business, it was considered necessary to observe Georgian companies in dynamics, in a long-term
perspective, therefore, in order to improve the results of the study, several companies were observed in
terms of social media activity, from the beginning of work on this topic to the end of the study. To study
the current state of the use of social media marketing in Georgian business, both quantitative and
qualitative studies were conducted, with consumers and companies, respectively.

The qualitative study of companies operating in the Georgian market “The Current State of
Social Media Marketing in Georgian Business” was conducted in the form of in-depth interviews. In-
depth interviews are a basic and one of the most popular methods in qualitative research.

In-depth interviews are one of the most effective qualitative methods for studying the attitudes
and experiences of consumers/businesses. In this study, an individual type of in-depth interview was used.
The interview was conducted in a semi-structured manner, with both basic and supporting questions
prepared in advance - it was possible to use unstructured questions during the interview process. The
analysis of the interviews was carried out through thematic coding, using an inductive approach, which
means that analytical categories were formed directly from the participants’ narratives and not according
to pre-defined hypotheses. The interviews were conducted over a period of 2025 years and each of them

is documented with a transcript.
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The aim of this study was to determine how and in what form social media is used by companies
of various sizes operating in Georgian business. The in-depth interviews conducted within the framework
of the study made it possible to examine not only behavioral aspects, but also Value and motivational
factors that determine the involvement of companies in social media.

In total, 44 companies operating in the Georgian market were surveyed as part of the study.
During the study, it was revealed that 4 out of 44 companies did not use social media at all. Since the
purpose of the study is the current state of social media marketing in Georgian companies, 40 companies
that actively used social media platforms were selected for analysis.

Of the 40 companies that were included in the final analysis, businesses of different sizes and
geographical locations are represented. By size: 42.5% - small business; 37.5% - medium business and
12% - large business. By geographical area, companies are represented in the following cities and
settlements:Companies are represented in the following cities and settlements: Batumi - 25%; Kobuleti -
20%; Thilisi - 20%; Makhinjauri - 5%; Mtskheta-2.5%; Kutaisi-2.5%; Tserovani-2.5%; Tsikhisdziri-2.5%;
Tsalka-2.5%; Kurdgelauri-2.5%; Tsinandali-2.5%; Telavi-2.5%; Bakuriani-2.5%; Buknari-2.5%;
Samtredia-2.5%; Chakvi-2.5%. It is important to note that several companies have branches in different
cities, although the geographical location where the interview was conducted is taken into account for the
analysis. At the very first stage of the in-depth interview, respondents spoke about the general structure of
the marketing strategy, of course, with a special emphasis on social media. The absolute majority noted
that the effectiveness of traditional marketing has significantly decreased, and social media is currently
the main lever of marketing activities. As for the share of social media in the company's overall
marketing strategy, some of the respondents named specific percentages. The analysis of percentages
reveals that the majority of businesses estimate the share of social media to be above 70%, which
emphasizes its central role in marketing, both from an informational and communicational and strategic
perspective.

At this stage of the study, a noteworthy trend was identified: the smaller the business, the higher
the share of social media in the formation of their marketing structure. This was obviously expected given
that social media is the best lever for small and medium-sized companies to quickly and easily reach their
target audience at low cost.

When asked how long companies have been using social media in their business activities and
what is its role in terms of business growth, number of users and profit growth, the analysis of the
interviews revealed that the majority of companies associate the integration of social media in marketing
with: an increase in the flow of users and an increase in business income. Typical narratives that were

often repeated among respondents were the following: “Since we started being active in social media, the
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number of users has doubled”; “Profits have increased dramatically, after increasing awareness”;
“Engagement and the number of users have increased significantly”.

One of the supporting questions of the study was used to ask about the practice of developing
and planning social media marketing strategies/activities: how often strategies are defined, the analysis
revealed several trends: monthly strategy planning; weekly or monthly review; The principle of planned
work/according to the calendar and chaotic management - which was due to the lack of specialized staff.

During the interview, one of the most important issues concerned the responsibility and human
resources for social media management, hence the question was formulated as follows: “Who manages
social media-related activities in the company and is there an appropriate qualified staff?”” Based on the
respondents’ answers, it is clear how different the approaches are depending on the size of the business
and organizational capabilities, regarding the management and need for social media.

The analysis of the answers revealed several typical cases: 15 companies have a social media
manager, a minority of which have defined this position as an internal staff member, while the majority
use this service by hiring an external specialist. In the case of 14 companies, the owner himself manages
social media, 3 of which respondents noted that they had specifically taken an online course/training to
better understand the field and accumulate basic practical knowledge. According to the respondents, the
reason for this decision was the high budget of the social media manager service and the small amount of
business income. In 7 companies, social media management is combined with various positions, in most
cases this duty is performed by an administrator, manager or sales representative. 4 respondents noted
that social media marketing in the company is managed by the marketing team, which was mainly the
case in medium or large companies, two respondents also spoke about the practice of outsourcing and
noted that in certain cases, when working on specific tasks, they use an external service.

It is obvious that despite the growing importance and need for social media, many small and
medium-sized businesses still cannot allocate permanent staff in this direction. It is common for an
employee to combine duties and manage the business with self-taught approaches - which, on the one
hand, indicates financial constraints, and on the other hand, the awareness of business representatives
about the need and necessity of social media.

Based on the answers to the question about the used social media platforms and the principles of
their selection, certain trends were identified, which were determined by both the business activity and
the target segment. The most frequently used platforms were Facebook; Instagram; LinkedIn.

The answers to the question about the purposes of using social media in the company turned out
to be quite diverse and interesting. The analysis of the respondents' answers showed that most companies

use social media not only to increase sales, but also for much broader purposes, such as: brand promotion,
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raising awareness and deepening the connection with customers. The majority of respondents (47.5%)
named the main advantage of social media marketing in their activities as increased customer engagement
and the possibility of feedback. It should be noted that these answers were mainly frequent in the case of
small and medium-sized businesses.

As for segmenting users and offering them tailored content, the respondents' answers show that
the majority have not studied their specific user profile and do not systematically monitor the interests
and behaviors of users on social media, which indicates that their advertising and communication
strategies are less segmented.

The analysis of one of the most relevant and important issues for the study, the main challenges
and obstacles of social media marketing, identified several key challenges that Georgian Companies face
limited budgets and a shortage of human resources when using social media marketing.

When asked whether they considered that their staff needed retraining in social media marketing
management, the answers clearly show that improving qualifications and retraining staff is a current
challenge in modern Georgian business, although different businesses perceive this opportunity
differently. Respondents who were directly social media managers expressed dissatisfaction with having
to combine the duties of several staff (content creator, copywriter, advertiser) with their main activities.

As for the practice of evaluating social media marketing results in Georgian companies, the
respondents' answers revealed that approaches vary significantly depending on the size and resources of
the company, as well as digital development. Their expectations and assessments are based on the
analysis of the following indicators: user engagement, reach of posts, increase in subscribers, etc. One of
the large companies, which operates in 5 other countries besides Georgia, answers this question by using
the Bitrix platform, where the effect of social media and its impact on the sales process are known
through built-in analytics. It is noteworthy that no other company has mentioned a similar approach.
Accordingly, it should be noted that the use of social media at the international level and the analysis of
the results obtained from it are much simpler and more organized, which is not yet known in companies
that operate only in the Georgian market.

When discussing the future of social media marketing in Georgian business, the overwhelming
majority of respondents, 100%, stated that social media marketing will gain even greater relevance and
importance in the digital era. These opinions were supported by practical experience, with respondents
noting that 90% of their users are active on social media networks. Much more radical predictions were
also made: “Business will completely switch to social media”, “The speed of social media development is

increasing catastrophically”.

66



Based on the analysis of the results of the company survey, it is confirmed that the development
of social media marketing is an unconditional guarantee of success in business. This is evidenced by the
fact that 100% of respondents, with an absolute advantage, confirmed that social media marketing is and
will be the primary lever of marketing and a leader in the success of companies. However, despite this
position, most companies still do not have the appropriate personnel for this position, in the form of a
social media manager. In most cases, the duty is assigned to another employee who does not have the
appropriate time, knowledge and resources to maintain social media pages and increase the activity of the
business in social media and generate income from it. In order to prove that having a social media
manager actually increases the role of social media marketing in business and its activity, we used
Pearson's correlation. The variables for the correlation were: having a social media manager and the share
of social media marketing in business marketing. Since the exact percentage of social media managers in
the 40 companies mentioned above is Only 15 companies had information about their marketing share,

and only the indicators of these 15 companies were used for the correlation, namely:
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Table 3: Correlation between having a social media manager and the share of social media marketing in a

business's overall marketing.

Company having a social media manager Share of social media marketing in the

company's overall marketing -%

A - 60
B + 99
C - 50
D - 60
E + 80
F + 90
G - 45
H - 70
I - 70
J - 70
K - 50
L + 100
M + 100
N + 80
@) + 90

Source: Author's own, based on research results.

According to Pearson's correlation, the correlation result between the two variables was 0.87,
which is a reliable indicator and clarifies that there is actually a close connection between the presence of
social media in the company and the share of social media marketing in the company's overall marketing.
It is also worth noting that companies that have a social media manager are less likely to name the
following problems as problems: changes in algorithms, changes in platforms, etc. This confirms that it is
necessary for any type of business to have a social media manager as an independent staff member, not as
an additional resource for the successful implementation of the company's marketing activities, but as a
strategic necessity, which directly affects the quality and stability of marketing activities. At the same
time, based on the analysis of the study, it is confirmed that in those companies that have a social media

manager, the perception of platform technical changes and algorithmic problems as a challenge decreases

sharply.
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As for the consumer research, “The Current State of Social Media Marketing in Georgian
Business”, work on this began in September 2024, a mass survey was conducted using one of the
quantitative research methods and the ethical issues related to it were protected, namely: consent and
voluntary participation of respondents; protection of anonymity and confidentiality; disclosure of the
purpose of the research. For the purpose of conducting this research, the online survey form GOOGLE
FORM was used, which was distributed nationwide through various social networks. The questionnaire
used both open and closed as well as combined question forms; the types of questions mainly included:
neutral behavioral; behavioral and mood-measuring questions.

A total of 323 respondents participated in the mass survey, of which 306 respondents fully
participated in the questionnaire, since the very first question was a demographic type, a filtering question
regarding age, given that the target audience for this study is respondents over the age of 18 who are
active on social media. Also, for the reliability and accuracy of the survey, 6 answers were discarded,
since the data were not fully filled in, which would have led to a gap and inaccuracy in the analysis and
final results. In the end, 300 respondents were selected for the consumer survey on the “Current Status of
the Use of Social Media Marketing in Georgian Business”. The majority of respondents, 47.1%, belong to
the 19-29 age group, who are relatively active on social media. It is this generation that is the main user
of social platforms. Gradually, with increasing age, activity and the number of participants in the survey
decrease. 68.3% of respondents use social media daily, this indicator indicates that social media is no
longer just an entertainment or support tool, it has become integrated and has become a daily routine.

To one of the important questions about the extent to which Georgian businesses use social
media marketing, 24.7% answered that businesses use social media intensively, which clearly indicates
the growth trend of digital marketing, however, the following indicator is noteworthy: more than half of
the respondents, 53.3%, note that Georgian companies moderately actively use social media - for full
marketing purposes and its use as a sales and communication tool is hampered, although they have
Facebook and Instagram profiles, as 21% note, companies have not been able to integrate into social
media marketing engagement, this may be due to several reasons: lack of skills; shortage of resources;
lack of desire to master digital approaches.

The next question directly related to the involvement of Georgian companies in social media.
44% of respondents said that they see the posts and activities of companies several times a week, and
43% daily, while 11% said that they see them several times a month, and 2% said that they almost never.
As for the ease of communication with companies via social media, only 18% said that the response was

very good, which means fast and effective communication, quality and timely responses to messages;
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46.7% said that it was good; 31.7% said it was average; 3.7% said that the connection with companies
was poor.

As for trust in Georgian companies that are involved in social media, only 6.3% said that they
trust them very much; 56% said they trust them sometimes; 32.7% said they rarely trust them and 5%
said they do not trust them at all. This data clearly shows that consumers do not trust Georgian companies,
of course this is due to certain circumstances and reasons, however, it is necessary to share the
experiences of loyal customers with potential customers and establish direct, open communication with
them.

Regarding online shopping and the ease of purchasing products from Georgian online stores via
social media: 10% of the service is of high quality; 45.7% of the service is good; 36.3% of the service is
average; and 8% have a bad experience, therefore only 10% are completely positive and have a really
good experience.

Since the next question was about the problems that respondents saw in terms of Georgian
companies' involvement in social media and the question was open-ended, 300 responses were received,
which were grouped in an Excel file, using the sorting principle, similar responses were collected and
several main aspects were formed that were most often named by users as the main problem and obstacle.
First of all, it should be noted that approximately 16% of users state that ignoring the needs and opinions
of users is the most important problem of companies. This includes ignoring the needs and wants of users
as well as rude communication and delay in responses (“often not knowing the ethics of interacting with
users”, “delayed response to users”, “not taking into account the interests of users”); The problems that
businesses involved in social media marketing face in Georgia were also frequently repeated: 7% think
that the problem lies in finances, companies are unwilling or unable to allocate budgets for social media
advertising, and consequently, the advertising is of low quality. This is evidenced by the answers received:
“They don’t want to spend money on hiring specialists in this field”; “They don’t have the money and
can’t even afford the quality of advertising”; “They spend money on advertising”, since consumers
mostly report this fact - it can be said that businesses have not fully understood the role of advertising in
social media and are saving their budget, although consumers are not competent in this matter and it is
impossible to draw an accurate conclusion on this issue based only on their assumptions; 6% - lack of
human resources ("Media marketing requires a separate team, companies often do not have enough

n.n

resources to create a separate team", "most of them do not have the appropriate knowledge in this area
and do not have an employee with the appropriate knowledge, on the basis of which they do their own
advertising, although this advertising or post does not correspond to or is too exaggerated for the product

nn

itself™); 6% - lack of innovation and creativity ("they copy other people's ads and ideas", "monotony and
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advertising that does not match the quality of the offered products", "they lack creativity and influencer

involvement"); quality (the problem is in quality and communication", "the quality often does not justify

it"), etc.
Table 4. Respondents' answers, problems in terms of Georgian companies' involvement in social media.
Problem Percentage
Ignoring customer needs and opinions 16%
Company's financial situation 7%
Lack of human resources 6%
Lack of innovation and creativity 6%

Source: Author's, based on the results of the survey.

45% of respondents, almost half, say that messages left unanswered by companies on social
media are very important to them, and this seriously damages both the company's reputation and the
user's trust in them. For 40.7%, it is undesirable, but not decisive, for 12.3% it is less important, and 2%
state that they do not need or care about this fact at all. Based on the results, 85.7% of respondents
consider digital communication of companies to be an important or desirable factor, and maintaining and
organizing a communication strategy is not only a technical detail, but also a key element for maintaining
reputation and trust.

When asked what most respondents think Georgian companies should do to improve their social
media marketing, different answers were received. Using the same sorting principle, data with similar
content and opinions were grouped and several key factors were identified, the solution to which the user
believes will make social media engagement and functioning easier and more successful for Georgian
companies. 10% said that companies should hire qualified staff in this area, which would solve existing
problems (“Hire qualified and relevant staff, one person does everything”, “Hire someone who will
correctly deliver the product to people in the form of advertising”, “Hire good staff who will be focused
on this task™); 7% believe that it is necessary to take into account the opinion of the user (“Consider the
user as the priority”, “Consider the interests of the user”, “Pay attention to the user”); 6% believe that
they should increase the allocation of finances and budget for advertising (“They need more budget for
better advertisements”, “Invest more finances and also load the company with more creative ideas”); For
6%, the measure of success is the use of creative ideas and innovations, and they also noted in their
responses that companies “steal” other people's ideas and use them in their advertising (“You need

creativity, just because something is in trend and they do it does not mean that it will necessarily attract
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the attention of the majority, you should not repeat the same trend”, “Create such content that the public
is interested in”).

Respondents answered the question of which companies/brands they considered to be successful
examples of social media marketing in Georgia, and those companies that are actually able to attract the
attention of consumers with their active social media were identified. It should be noted that the
companies Zoomer-13.3% and Gorgia-10.1% were mentioned relatively often, which was expected given
their level of activity and engagement in social media, as it turned out that fun and humorous content is
much more interesting for consumers. TBC and Bank of Georgia were also mentioned many times,
approximately 9%, in most cases both companies were mentioned together. It should be noted that
consumers identify them as representatives of the banking sector and it can be said that there is healthy
competition between them with social media activity and interesting advertisements; Approximately 5%
of respondents named the company Tsikolia, which positioned itself on the market with particularly
expensive and distinctive style accessories and was captured by a large part of the public, as a result of
outstanding advertising and PR; it is noteworthy that 5% stated that they cannot recall similar Georgian
companies at this time.

In order to understand the desires, needs and interests of consumers, the last question concerned
additional opinions of consumers that they would like to share regarding the work of Georgian companies
on social media. The answers received turned out to be quite different and interesting, 15% stated that
they themselves do not have an answer to this question, do not know how the situation could be improved;
8% note that Georgian companies generally do not know how to market and sometimes their actions are
boring (“Marketing is a one-time thing if the quality of the product does not meet the standard. Therefore,
first quality, then non-aggressive marketing (you should not see advertising every second), better study of
trends and audience.”, “Marketing should be studied qualitatively”); approximately 8% in their own
responses note that Georgian companies do not know how to offer news, innovations and create creative
advertising (“They do need the involvement of famous people”, “They lack creativity and innovations
give freshness to advertising”, “They do need the involvement of famous people”); 5% emphasize that for
success in social media, it is necessary to increase the activity of companies (“Be active, just writing
posts is nothing”, “More activity - more social media marketing”.

As a result of the analysis of consumer research, for the successful functioning and development
of companies, it is necessary: to develop a customer-based strategy, regularly monitor and respond to

customer satisfaction and expressed opinions; to conduct trainings and consultations for small and

medium-sized businesses, in order to improve marketing and technical skills; to increase the role of the
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social media manager and its necessity for the company - management of daily interaction with the
consumer increases loyalty and trust in the company.

As the analysis of the research revealed, it is important to develop correct and targeted strategies,
follow the rules and be receptive to innovations for successful business management and brand
positioning in the market. Companies on the market differ in their level of awareness, income and
development. However, it is possible to adapt the marketing complex to each sector, which ultimately
ensures their success, both locally and internationally.

The study “The Current State of Social Media Marketing in Georgian Business” showed that
traditional marketing is no longer working in a large part of companies and social media has established
itself as the main marketing tool, 70-90% of which note that their main communication with customers is
carried out through social media. Virtually all respondents noted that the introduction of social media has
a positive impact on business development, increasing both the number of customers and revenues.
Despite the fact that some small and medium-sized businesses do not plan a strategy and social media
activity is chaotic, almost all business representatives note that social media has great prospects for
development and, accordingly, it is promising to develop strategies after hiring the appropriate staff.

The study “The Current State of Social Media Marketing in Georgian Business” also showed
that distrust of Georgian companies is quite clearly expressed among social media users, with
approximately 93% of respondents sometimes trusting, rarely trusting or not trusting the activity of
Georgian companies in social media. Therefore, we believe it is acceptable and necessary to add a new
element to the 8P marketing mix developed for social media marketing, which will develop, strengthen,
make companies’ involvement in social media marketing more targeted and effective.

The 8P model modified and developed by Tom Line: Price; Product; Place; Promotion; People;
Presence; Participation; Personalization, as a result of the modification, we added the 9th P element
Progressive Trust - consumer trust in a product or service in social media marketing is not a one-time and
static event, but a process that develops dynamically and is subject to active communication, transparency,
implementation of social responsibility campaigns, constant sharing of brand values, and maintaining
consumer goodwill.

Based on the responses received within the framework of the research we conducted, we
conducted a correlation analysis of three variables in relation to the consumer trust variable. According to
Pearson's correlation, the mentioned variables and their correlation relationship are:

® The correlation relationship between consumer trust in Georgian companies on social

media and the level of activity of Georgian companies on social media is 0.42, a positive indicator.
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® The correlation between consumer trust in Georgian companies on social media and the
ease of interacting with Georgian companies via social media is 0.67, which indicates a fairly close
relationship.

®  The correlation between consumer trust in Georgian companies on social media and the
impact of companies’ unanswered messages on consumers’ attitudes is 0.45, a positive indicator.

Therefore, to deepen consumer trust, it is necessary to increase the level of activity in social
media marketing in Georgian companies, ease of communication and timely response to messages. These
variables are dynamic and evolving, which ensures the need to add progressive trust. In our opinion,
adding a progressive trust element to the marketing mix is necessary and necessary, since as N.
Todua and G. Robakidze in their work note that: users’ approval of content posted on social media affects
the level of trust in social media. In turn, trust in content is a factor influencing engagement in social
media.

Foreign scholars also recognize the necessity and need for the element of trust: “Social media
marketing is a type of marketing that uses social media to attract customers and transmit relevant
business-related data. Due to the violation of user personal data and the dissemination of resources, trust
is an important aspect in the use and intensity of engagement in social media” (Pentina., 2013). “Trust
and electronic communication have a significant positive impact on purchase intention” (Tria., 2020).

“Trust is an important factor that helps social media users reduce the impact of trustworthiness,
security, and privacy concerns that are often found on social media.” (Hamid., 2023)

In addition to the scientific analysis above, the usefulness and importance of the trustworthiness
element is confirmed by various statistical data, for example, a study conducted by Label Insight showed
that “94% of consumers are loyal to a brand that offers full transparency, which illustrates how openness
can strengthen consumer trust and loyalty.”

A study conducted by Nielsen in 2021 showed that 79% of consumers trust a brand more if they
see positive user-generated content about it.

As we noted in our research, respondents also expressed distrust towards Georgian companies
involved in social media marketing, which is why it is important to add a very important 9th element to
the 8Ps of social media, such as progressive trust, which will be constantly developing and create a loyal,
positive atmosphere between the brand and the consumer.

Based on the results of observation and research on foreign and Georgian companies, the prospects for

the development of social media marketing in Georgian business are:
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®  First of all, automation and integration of artificial intelligence technologies - introduction
of chatbots and automatic response systems, which quickly respond to customer assistance (answering;
redirecting). Accordingly, one of the main problems named by customers will be largely solved.

® Increasing social responsibility - the consumer wants to see not only commercial
advertisements of the brand, but also its social activities (environmental protection, education promotion,
charity work).

® Budget optimization - when allocating financial resources, it is essential to allocate
sufficient financial resources for the development of social media marketing.

® Introduction of interactive content - since it is considered interesting and attracts user
attention, active user involvement, sharing of content created by them, raffles and contests increase
engagement and public satisfaction.

® Increased use of video and short-length content - as the results of the study showed, visual
content attracts users much more and increases the effectiveness of the activity.

® Development of influencer marketing - cooperation with local and foreign influencers
increases user trust and promotes brand promotion.

Georgian business has the potential to develop in the direction of social media marketing
management and become an internationally recognized brand. Some companies are already using this
method well. It is necessary for the state to be involved in this direction to create such business consulting
centers and training courses that will be able to provide information on this topic to small and medium-

sized businesses in a real, objective and easy way.

Conclusions and Recommendations

In the digital era, social media has embraced a large part of the world's society and has become
one of the leading marketing tools. It is noteworthy that in modern times, consumers can quickly and
easily obtain information about a brand and its products and services through social media, therefore,
social media marketing is the best way to communicate directly with consumers and increase awareness,
as a critical communication channel.

Through social media marketing, a brand can easily, quickly and budget-friendly connect with
its target audience, share information and establish two-way communication, which is why the research

topic was chosen to determine the role of social media marketing in business development.
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As a result of observation and analysis of business entities operating both globally and in
Georgia, large companies, both international and local, have been identified that are adapting social
media marketing to brand goals, customer interest and engagement - by selecting the right content and
communication tone. Observation of these companies and the implementation of their practices will have
a positive impact on small and medium-sized businesses in Georgia in terms of social media activity.

Based on the results of the study, the following recommendations were developed:

For business:

® A complex analysis of theoretical aspects and their adaptation to the practical reality of
Georgian companies - despite the fact that social media marketing is often based on practical approaches,
its foundation should be an in-depth analysis and understanding of theoretical aspects. Therefore, it is
advisable for companies to thoroughly analyze marketing theories (consumer behavior theories, branding
strategies) and adapt them to the practical reality of their own business.

® Planning practical activities - Analyzing examples of successful companies operating in the
market based on the study and analysis of competitors makes it possible to form more flexible and
effective strategies based on the experience gained. It is recommended that companies establish a
competitive monitoring system that, as a result of observation, periodically studies the activities carried
out by competitors in social media.

® Review of marketing policy - the synthesis of traditional and social media marketing in a
modern business environment ensures business success, the success of marketing policy depends on its
flexibility and innovative approaches, which in turn implies the use of social media marketing in business
management. It is recommended to integrate social media marketing into traditional marketing strategies
in order to create a hybrid communication system that includes both remote and direct communication
channels and provides a multi-faceted connection with the audience.

®  Optimization of marketing resources - targeted allocation of human resources, selection of
qualified personnel in the direction of social media marketing management is one of the necessary
prerequisites for the implementation of an effective and successful strategy. It is advisable for companies
to identify key positions necessary for social media marketing management (e.g. content manager, social
media manager, copywriter, analyst) and ensure that they are staffed with competent employees.

® Finance optimization - in the process of organizing budget allocation, allocate an
appropriate amount of share for social media marketing, which ensures high-quality social media
marketing management.

®  Consideration of customer needs - studies have shown that the majority of companies often

do not pay attention to the interests of customers and ignore their demands and needs, therefore, customer
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interest in social media activities carried out by Georgian companies is low. Therefore, we believe that
companies should take into account customer assessments and opinions and respond quickly.

® Increasing the level of social responsibility - To increase brand awareness and enhance
reputation in the eyes of consumers, small and medium-sized companies should conduct even small-scale
social events, which can be disseminated through social media marketing and will help attract and engage
consumers.
For the social media manager:

® Adding the 9th P to the social media marketing complex - The 9th element should be
added to the 8 main elements of the social media marketing mix - progressive trust, which is established
in dynamics, in parallel with the growth of the company's activity, transparency and social responsibility
and has a positive effect on the growth of brand awareness, loyal customers and sales levels.

® Integration of various elements of digital marketing - various components of digital
marketing in the brand content (SEO, SMM, E-mail marketing, content marketing) should be tailored to
the identity and goals of a specific brand, as well as how the brand is positioned in the market. It is
advisable to combine these elements so that each of them strengthens the company's communication
strategy and contributes to the formation of a purposeful, open and long-term relationship with the target
audience.

® Analysis of international experience - it is important to adapt best foreign practices.
Companies should study and implement not only the specifics of the local market, but also internationally
proven strategies, which ultimately ensures development based on innovative approaches and increases
competitiveness.

®  Sharing existing experience on the market - proper planning of practical activities and the
formation of an effective marketing strategy are possible when an organization observes the experience of
other companies. This can be successful or unsuccessful experience, but equally necessary and interesting.
Specifically, internationally recognized social media marketing activity analysis platforms should be used,
including: Bitrix.

®  Adapting social media marketing methods and techniques to the company - social media is
not a universal platform, therefore, the strategy for its use should be tailored to the specifics, goals and
character of the specific company. It is recommended to periodically analyze, observe and experiment
with different methods (e.g. using stories, LIVE videos, mini-campaigns), which are consistent with the
company's content.

® (Creative social media strategies - as studies have shown, the level of creativity and

innovation in social media marketing management is low, since companies "copy" social media strategies,
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both unhealthy competition is created, and the aforementioned offers are boring for the user, therefore,
we consider it necessary to focus not only on professionalism, but also on creativity and originality when
hiring and interviewing.
For the Government:

® Communication with the customer - studies have shown that serious mistakes are made
when communicating with the customer, communication is carried out by unqualified personnel, which
causes customer irritation, therefore it is necessary to develop customer communication standards,
introduce appropriate retraining courses and trainings in accordance with the above standards of customer
communication.

®  (reation of information-type associations for small and medium-sized businesses - which
ensures increased awareness of both the importance of social media marketing, as well as a clear
formulation of a social media marketing strategy by small and medium-sized businesses. In modern times,
many small and medium-sized businesses are competitive with large businesses through their activity in
social media, however, this requires an assessment of marketing and technological readiness and
determination of the expected result, taking into account the company's goals, resources, activity in social
media and personnel competence, which is the best lever for this.

o Scientific understanding of social media marketing - it is recommended to
develop it theoretically and integrate it into educational programs at the diploma level, since
professional and certification training does not provide thorough and high-quality knowledge in
this area, as evidenced by the opinion expressed in Georgian companies that social media

managers do not have the appropriate knowledge and skills.
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