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Abstract. The article shows that the global network, Internet, is socializing at a very high speed, and this is one of the
main trends in the modern online system. The audience of social media growing rapidly both in the world and in Georgia. This
growth was facilitated by the fact that social media went beyond teen entertainment. Social media today is a platform for
communication, study and work where people of different generations began to join.

This article explores the importance of social media for marketing. It is noted that nowadays social media marketing has
become an important component of online marketing, which has shown its effectiveness for companies targeted at the target
audience. Social media marketing applications and platforms drive customer engagement, collaboration, and content sharing.
The role of social media marketing in personal sales is also analyzed and the main problems associated with it are identified.
With social media technology, sellers have a unique opportunity to build, influence and manage individual relationships
with customers. Social media technologies help sellers engage customers through information sharing, interactivity, and
problem-solving. Social media is an essential tool for salespeople to use to build customer relationships. However, there are
not enough criteria for determining the effectiveness of the use of social networks by sales personnel. In this regard, studying
the role of social media marketing in personal sales is one of the most pressing issues. Although some work has been done
recently in the area of consumer behavior in Georgia, the issues of consumer behavior concerning personal sales in the
Georgian market are still poorly understood and requires proper scientific development. Based on the above, the purpose of
this work was to determine the attitude of Georgian consumers to social media marketing activities carried out by personal
sellers, for which marketing research was conducted.

The research was carried out in two stages based on qualitative and quantitative research methods. At the first stage,
a qualitative study was carried out, which included a focus group and in-depth interview methods. At this stage, hypotheses
were formulated and priorities were set for further research. In the second stage, we used the customer survey method,
and as a research tool, we chose a questionnaire consisting of several structured questions. The survey was conducted using
electronic and personal interview methods. A systematic random sampling method was used. The confidence interval is
95% and the margin of errors is set to be equal to 4%. The survey was carried out with 1022 respondents aged 18 years
and more, which represent 0.03% of the total population of Georgia. The study area was different cities of Georgia: Thilisi,
Kutaisi, Batumi, Rustavi, Sachkhere, Ambrolauri, Gori, Zugdidi, Senaki, Poti, and Kvareli. Based on this the survey results were
analyzed using statistical software SPSS (version 21.0) for windows.

Marketing survey showed that the majority of respondents (70%) actively use social media for personal sales. In this regard,
Facebook is the leader among the most used social media platforms. The survey showed interest, reliability, and satisfaction of
the respondents from the information provided by the websites related to personal sales. Marketing research has shown that the
social media activity of salespeople is a very important factor for consumers when making a purchasing decision. Based on the
analysis of variance, statistically significant values were obtained, which reflect the influence of consumer interest, awareness,
trust and satisfaction on social networks associated with personal sales on their purchasing decisions.
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36mdmgdab  sJhpommds s Fgbhogmal mby.
3@mdoabo dbgmo, 0bhgbbgho, bhtega (gddgonm bmgas-
modEgds, 6oy mobsdgpbmgg mbmanbbabdgdol gbm-ghmn
dobomopo (hgbogbignse. sbomodnzndn bosggbhm We Are
Social-0b ©d beogosmn®o 3gp00dgbg2dgbhab dmopgmdds
Hootsuite-ob dmbsggdgsnm, 2020 Hmabsmgal dbememomdn
0603653@3008580(4)363@070 (4)000(9350060, 6060 63@0006 83-
06000, 7%-000 go0dobs ©s 4,54 dmbe dgewgabs,
bomm beognsgmmén dgoaab snepmdos 3,8 Imb o spsdasbl
domobmmgos, Go gobmmo Hemal Fgbodedal doBggbgdgmb
9,2%-00 s0gdohgds (We Are Social & Hootsuite, 2020).
0bhg6bghdmdbdodrgdgmas obggg  0dbgos
bodoboggmmdon. 396dme, badsbomggmmdn 2020 Hgmb, bo-

Gompgbmds

3mb 0bhgbbgpab, sbggg begosmmbo dgool dmdbdodrg-
3gmms GomEgbmdsd dosphos 2,2 dwmb-b (domoasbo dmbob-
mgmdab 68%), Gog 2019 fmoab Bqbodedal dohggbgdgmmesb
dodobmgdom 11%-00 dghoo (DataReportal, 2020). sbgom
360l 30603060090 0l gadhn, Gmd Emgabsmgal bmgasmméa
dgens gobos sbagmgedbmdal gobmmonl bagbhml ©s ogo
Pobdmoggbl  3mdmbozogaal, bhagmabs o bogdnsbmdals
3mo(ygehdal, dmdgmdag badmgaomgdal bbgopabbgs sbszalb
0908005350 oj@ng&ogg 3(’*)00335005.

beagnagmgbo dgos sdhondon gedmaygbgos bbgawabbgs
doh3ghobgnem bogdnsbmdoda, Gmgmbagss gobomgdalb beo-
dnmadgos, 3ghbmbommbn gognwggon, dmdbdadrgdmgdmsb
1600gbnmgdal gobgomobgds s bbgs (Ashley & Tuten,

122

2015). gb obbhé7dgbpo gbdsbrgds 3003356093, benambo
4bgmgdol dgd39m3000 odphogbor ©o7303806Ebgb dmdbds-
©gdmqdl s dommsb d3opbem Nhmagbmmdgde ©esdystmb
(Kelly et al., 2010). sdogymdagg beognoemméon dgens dorzghnbgn
0bhgbbghy dockzghobgal 360dgbgmmgeb 3w33mbgbho adse
©d 30330b0g00l dogh d0Bbmdbag snEahmGsdy mbagbe-
3oabamgab bezdsme ga3gdhnsba smdmbbes (Atshaya &Rungta,
2016). bmgosegbo dgons dob3zghobgnmo s3mazsngdo ©d
3mo(yge®dgdn bgml mhymdl dmdbdstrgdmgdmsb mbmngho-
jagg)gbob, 0)65083(4)0)8@(*)60[) 0 3005035(1_)0[) 30%00(’*)360b
(Richter &Koch, 2007). s3sbmeb, beagnagmybo dgeos, hbowo-
30700b dg0bgd0m, dgbadmgdmmosh admgge, 0bhggéo-
Ggdmmo  dobzghobgnmo  mmbobdogdgdo mabdm  bozmgdn
dogmabbdggoms ©s obobzgdom gobbmbingmogb (Kim &
Ko, 2012). dgbedodaboc, begnsgmmébo 3gons gdbal mbdbébng
393906980, Gmdmgda gbdatrigds mbgebodsengdl, 13909bow
3003mb 00300600 dm3bdobrgdemgdal dmmbmgbgdn s domBy
69306905 989Jhobop dmoboabmb (Parveen et al., 2016).
330bmsb, bhéogedBobn 30gbmmo 306gdm s bmgosmho
dg@00b gg39ghoobmds 3mmmbammé gogmgbel obegbl doézg-
10bady, dgoggmmdnn J393989 o gamgdhémbrma dadbgbals
3boghngadg (Shin et al., 2015).

7130b0b36gmm bobgodo d33mg306980 o ggbopmgdel
2939396 beogoscmdo dgoaab ¢hgdbommgngdl, bmdmagdag go-
40©3980b 3g6bmbombs s dgnwggmgdl Bmbal gbmaghom-
60[)00')30[5 308@0336360. mogobo ogggéojgogqpo bol}nomogpoB
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30dmdpabatg, bmEnsmaho dgons (hgdbmmmgagdal oblbm-
dgbhgde byl mhymdl  mebsdgpbdmgg  goyowggoal bag-
Gmdo  bgzmmzonho  (33m0mgdgdal  gabbmbizngmgdel
(Marshall et al., 2012). égomybo, 308693086389 ym-
390 ®mbo dgoggmasb bodo nggbgdl bmgosmné dgoasl
4030l 3bmgb8n dmbsfamgmdabs s gbadadabo gowshygg-
Hoagdgonl dobopgdem (Minsky & Quesenberry, 2016). gb
30 Dobdmopggbl 3Gm3mgdal 3ogaggonbs s dobzghob-
30l bgmddegebgma 30bgdabamgal, Gmdgmms 78% sbgmoa
30g36Tmo gobd3gg30bocmgal mogl sésbszdebabeo dmdBemg-
oo mgmab (Kovac, 2016). dogbgsgew 6dabs, bmgosmdoa
dgE0s 330003080m0L dmo(hgmdgol, Gmdmagdag goynwggdnb
3039630b316 900 300 gdmdn 3m0gbhgonl dgbacohnbgdols
10Gbggmymab (Minsky & Quesenberry, 2016). sdohmd
0705083@(4)«)33 3(’90333 300(})35(307](4) 5@036(’9350706 3(4)0003(4)000)—
0bomgal bmgosmnbo 3900 (Hgdbmmmgangda, gognwggdal
60030 dgomEgdmeb gbme, godmaygbgds Gmgmby
©ddo(hg00m0 0bbhdndgbho (Minsky & Quesenberry, 2016).
030b0ab, bmgoammébo dges  (Hgdbmmmgagsal dgdzgmonm
3990003900b 396bmbaeml odgb mbagemdo dgbadmgdmmos,
3903993086 s0dgobdrmb 0bpngoEmemaba Hhmngbhomos,
dmobEabml  domdg gogmgbs, dobmmb abobo ©s dommob
gmggmogalb 30890689 ogmb® (Agnihotri et al., 2016).
beagnagmgbo dgeos (hgdbmmmgagdo byl ghymol gogowgqdab
396bmbomb, dondopml 3magbhgon 0bgm®dszaal goggmab,
0bhgbodhogmmdale s 3bmdmgdgdal gowadénl botgdg
(Hennig-Thurau et al., 2010).

domm  fangdal  30bdogmmdadn  bemgosmabo  Jbgmals
3mo(gem®dgdal godmygbgdal mgambedéaboo dodabsdgmal
376003960760 3gmomgdgon (Smith, 2009). bmgosyho
4bgmal (hgdbmmmgagdn admggs dgbodmgdmmdsl, dmdbde-
63390 dmbodbgdgon bhbsger goghpgmogh gogogg-
00l beggbmdn. bmgosmndo dges 360dgbgmmgsaba abldm-
dghoe  gognmagdal  3gbbmbomabomgal, Gmdgmbseig abobo
3m09bh3300b  Fhmaghmmdgdabomgal 0ggbgdgh (Metz &
Hemmann, 2011). oogobsmgal gogoggdal  bgdnbdagéon
b3gnomoabiho  @opgdamop  ogabgdl  bmgosmybo  dgpaab
Gomb 0ogab bogdosbmdsdn s dab gmbagbmnm gedmygbgdeb
30hggmbobrobbmgab sdmabaw doobbggb (Ustiiner & Godes,
2006). dobgogo0 0dabs, 07 Gmgmé 360dgbgmmdsls sbagqol
qbs 07 ab mbgobodsgos mogal bogdasbmosdn gogowggdal
3bmpqbb, 3bodhoge ohggbgdl, “md bmgosmybo  dgos
30903930l 3hmzgbal bgdabdngd giaddg sblbgdam gogmgbals
obgbb (Andzulis et al., 2012). sdoboob, gogowggdal gogmol
0000370 ghadab bhdehggogme s (hodhogade dopgm-
dob 9@399pnobmds gobabedmatgds bmpnsmmé dgpnsda gob-
bmbdogmgdnmo sghogmdgdoa (Avlonitis & Panagopoulos,
2010). spbobadbogas ob ggodhn, 63 b 1a3érm dgdem nggbgdl
d007do@ dmgedig bmgasmné dgpns dobz9(nbgl, dnm dghow
d0dobmogh dob bogommp dmgedby. 83 @sdm3zngdamgdal

GLOBALIZATION AND BUSINESS N:10, 2020

939900 30 gowegEgds dmdbdacogdmgdl, Gmdmgdnig nggbgdgb
beogooggd dgonob. moegal dbbag, sbgm Fhmghomdgedg
30390l obgbl gognwgqdal 3gbbmbamals Ggdnhopns ©d
3096089 bhmbdn mbagbdogas (Rapp et al., 2013).
beoogoagbo Jbgmgdn bodmamgdsl odmggb gegoggdal
396bmbamb, ©8739380609L 3emhgbgoné Ignggmgdh o
bbgoobbgs snbhgégbgdmnm dbatrggol (Trainor, 2012). sbggg
beagoagmgbo Jbgmgdn gbdodrgde gogowggdol bdgzosmolhgdl,
0603&)53@30 3(4)0730630015 803%00(4)(05 bodgmoém 3«)5@)35@)0,
dmboedhgdgdo o npggda (Scott, 2009). begaamén Jugmgdals
399390000 gogb3gmgdnma 30bhgbho o6 Jobrym v3038060 0
0bengopgdl bbgs 0bpngngdmeb, ssdasbms  2gm@gomsb
©d mbgabndozngdmeb, séedgr 9dbal dmohgmédsl ygggme
©00b(hg6gbgd7ma dbsbrabomgal bogdasbo dmmadatrszgogsal
Pobdobrmgabomgal (Rodriguez et al., 2012).
dob390hmmmggde Iydogee dgabhagmaob bmgosmméa
d9@08 (h9dbmmmzngdal bmmb 3gbbmbommé gogawggdda, Gog
03 030mbednboo bozgebdm mgdol Hobdmogqb. sdobmeb,
dbogoma gddnbommo 33mg3e 93(h303gob, O™ sbos bozde-
Gobo 360hgbegdgde, Gmdmgdoy gobbedrghogs gogogg-
00l 3gbbmbamals dogh bmgnagmmbe dgoaab gedmygbgdal
939Jp0obmdsl  (Homburg et al., 2010). spbadbymogob
30dmdnbatg, bogosmmho dgpns dobzghbgal Gmmal dgb-
Pogme  39bbmbagmmé gognggddn gbom-gbmn sdhmembo
3bmdmgdss. dngbgpogee 0dabs, Gm3 m30bob3bgem bobgdda
bodobmggmmdn  dmdbdabgdgmoms  d3g30b  dadsbommgdom
Fgbérmgdmnmons gobzggnmo badndamgde (Apil et al., 2009;
Todua & Dotchviri, 2015; Todua & Jashi, 2016; Toduaetal.,
2016; Mghebrishvili & Urotadze, 2016; Seturi & Urotadze,
2017; Todua, 2017a; Todua, 2017b; Todua & Gogitidze,
2017; Todua & Jashi, 2018; Todua & Vashakidze, 2018;
Todua, 2019; Todua & Maghlakelidze, 2019; Urotadze,
2020). @938@3 503@350@00 33[)603@0@0 bodo&mmqymb
008068y 39bmbomb  gognggdmeb dndebogdnm dmdbde-
©g39mms J3930b bogzombgda, Gog bomsebsm dgbagbm
©037353900b dmombmgl. sdodmd s7Eomgdgmos 33emggqoal
Bodpbgde, Goms bgma dgghgmlb 3gbbmbommba godgngg-
00l dedbdatrgdmgdmsb nbmnghomdgdal gomdzmdgbadel
98399hoobo bmgosmndo dgons dobrzghobgol dmaotaemdal
boggdggmBy. smbadbrmaeb godmdababyg, Hobodwogdaty
60dbdab 308obl Hoérdmawggbos 3gbbmbommén godyowgg-
™g0ab d0gh gabbmbngmgdnma bmgosndo dgons dobrzg-
$hobgmma ogphogmdgdal Jobrmggma dmdbdatrgdmgdal edmza-

©931emg00l epggbs, Gabmgabsg hadebdgdmmas dobzghobgnmn
33WI3°-

33m3930b dgmmEmmeges. 33mgge gebbmbgogmps mb
ghede, Gmdgmoag m3089360g0 s Gompgbmdhagn 33mggab

3900090b Esgamdbs. dabggm 9038y Podabos mgabgddngn

33939, G®3gmo dmngegos gmaznb 2379980bs o howéde-
39070 0b()gég07b dgmmpgdl (Malhotra, 2004 ). mgabgotnga
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633306 0)MQJS|06dJd 398030dI

33mg30b dmbofomggdn Bgadhs abg, ™3 dmgggsge dodbmo-
603080860l gg9me 30930000 63 9389 dmbos 30d3mmgdgdal
gobdnmohgds s d93wgmdn 33mggabomgal dbambadghg-
00l opggbs. dgmbyg gheddg gabatggdmgm dmdbdstrgdgmme
30dmz0mbgal  dgomEom, bmmm  33mgg0b  0bb7dgbhew
39306hogo  ob3gdhe, GmIgmog Gedpgbadg bybndhndedg-
om0 3ombgabgeb Bgmggdme. vb3ghe dmagegos bgméds-
30ob 6qb3mbrgbhl msbbdmdabs ©s  3mbgagbinommdals
3qbobgd, 0gbgmgg 33mg30L  gobdobr(hgdgol o Bggbgdab
nBl}@)({’)ngnng. 0533(1)0'30 603@335363@00 @0336)00[} bgm—
domaobo bzomo. gadmznmbge Bogbds gmgdhémbnme o
30b0bdod 0bhgbganh dgmmegdom. 33mggede gedmgaygbgm
03000030b0bhbbh g0 godmznmbgal dgmmon, Gocms mage-
©ob 0g3930mgd0bs 0bhghgonghol bpdagdhmdmdon godm-
P39730m0 3930003900. Bgbhg30l gmEdadrgds dmbos bosmdsmm
dgomeab boggdggmdg. 33mggab obgh Habdmapggbos be-
Joboggmmb bbgamabbgs Jomogo: mdamobon, dymsaba, dommda,
Gboosga, babbghyg, s3dbmmenén, gmbo, dngoopo, bgbsza,
gooo s ggehgma. 95%-00bo bobpm smdsmmdabs o
4%-00bo 3om3omgdal gomgamabfobgdom, b gsdmazombe
18 BgemBg dgyo sbogal 1232 69b3mbegbgn. dowgdamo ob3qdg-
00l obababbgdab Bgmggem ©edndogoe 1022 obzgde. godm-
30mbgal dg93900  odndogos  bo(obhoggbo  dbmgéreds
SPSS-0b bodgemgdnom. mahgbodmdnmo dobomgdal sboemo-
Babo o 33tmg30b dgmmpmmmgaab begndggmdg dg30d7dogge
339306 30063930 70mmb0 Jogma, bmdgmogg 39bbmbagmmé
39400039006 abmgadgdnmo  bmgosmgbo  dgoes  dob-
53@)0663@0 od@ngm&g&ol} d0dobro 3(*)35306’)363@000 830933-
m®d00 J39390 13033060930 (ob. bob. 1).

30bEg3dmemab0 dmpgmabs s 39dmom hodmysmadgd-
o dobodégdgdal gomgamabhobgdom dggdmom gmbdnmoabg-
700 393930 303mmgBgdo:

bab. 1. 33m930b 30b393¢h70m7é0 JoEgmo

396OLMBsEMM 4590039dmMb

H1: 396bmbagmn® gognmggdamsb sbmpatgdnmoa bmgas-
@760 390000 ©o0bhgbhgbgde ©oEgdnm gogmgbol sbpgbl
dmdbdatrgdgmome dgnggmmdon goshygghnmgosds;

H2: 396bmbagmné gognmggdmsb sbmEatgdnmoa bmges-
760390006 3gbabgd gomgmbmdaghgds @sgdnm gogmgbol
ob@gbl dmdbdsbrgdgmms dgnmggmmdnom gaahysghomgdsdy;

H3: 3g96bmbagn® gognwggdmsb sbmpatgdnma bmges-
@760 dg00b d0dobror bobpmmds Eogdam 3ogmagbsl sbpgbl
dmdbdatrgdgmome dgnggmmdom goshygghnmgosds;

H4: 396bmbagmn gognmggdmsb sbmpatgdnmoa bmges-
760 dgonom 3dsgmaamgds ©eEJd00 gogmgbol sbpqbl
dmdbdatrgdgmome dgnggmmdom goshyggdhnmgosdy.

33m330b dg93980. B396 d0g hodatgdnmoa dobrzgb-

3300 3317300 Jgegaee 3edmgmobes dgéhggede dmbsfomg
69b3mbogbhgdal doboboomgdmgda, GmImgday ©oggTRS

bbgowabbgs 603bab dobgwgaa (ab. 3béagmo 1). 33mmg308 obggbe,
6o Ghgbdmbogbhms 3dg0gbmos (61%) dngzmmgbgds 18-sb
25 Pmodpg sbogmddng 3o(hggmnsl, bowme 3d30bhgbemds
(1,3%) 65 femab ob dgghn sbogabos. égbdmbogbhms 57,5%
3h0b oo s 42,5% - dods3o30.

dohr39h0bgmds 33tmg308 obggbs, Gm3 3edmzombnmas
199¢hgbmds (70%) 3gbbmbagn gogaggdmsb dndatbmgds-
3o boogoogmé dgsl odhondoo 0ggbgdl. o3 mgombedén-
Lo, gggmody bBnbop godmygbgdamo bmgasmnda dgoaab
3mo()gm©dgdosb  mapghmol Facebook. dob  3mabdacl
69b3mbogbhgdal 89,5%. 393wgg dmeal YouTube (31,1%),
Instagram (16,7%), Google+ (19,3%), Linkedin (7,8%),
Twitter (57,2%) ©s MySpace (2,2%). bbgs begoommén
Jbgamgdo  (Pinterest, Tumblr, Flickr, Reddit, Ask.fm,
Vkontakte, Odnoklassniki) bozmgdop 3mdnmaetmnmos ©s
dom0 dcdbdabrgdgmas Gompgbmds 0,1-psb 0,7%-3pg dgéh-
g9o3b.  33m9303  godmogmabs 3gbhbmbammab  gogowggdmsb

LM E0MYd0 M0G0 GO0
5063 9MgLigds

390LMbSMEM 45940©390mb
SbME0MgdMo bmEoswMMo Ig00l

4o@gol
dglobgd

dgbsbgd Qomz30mEbMmdoYMHYds

3960LMbsEME 4590390mb

39F939H0gdo

sbME0MJdM0 LmEosWMMO Ig00L

303560 Lsbmmds

390bMbSW MM 35940390mMb

LM E30MYOE0 LM305OHO GO0

H4

3059mxz0gds
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gbdoma 1. 396hgg0b doboboomgdmgde

dobabosogdmagde 3bmgbho dababoosmgdmgdo 3bogbho
sbogo bergoagnbo 33¢hgzmdaabspdo
do37m369ds

18-25 61,0 39ho6dg/dgmmdgma 25

26-35 21,7 dg9bg2g0 6,7

36-45 6,0 b3gEnamobgo 26.0

46-55 6,3 bymegbo 32,4

56-65 3,7 1379930600 247

65 gmBg dgtho 1,3 ©0abobmabo 3,1
bggbo 39bbombgén 46

Jowo 57,5 o2obj60 dpgmdsbgmds

dodogoEn 425 dob(hmbgmo 66,8
3obsmmygds ©dmgabgdmmo 29,0

bodmomm 49 3obgmdhobgdmmn 2,2

3boggbonma 59 J3b0g0 2,0

©o73m030 490 domegbo 35,7 030760 35dmbagagmo

500 mobodog 7

9s0mgbo 935 5011000 motoo 23,0
wsbagdgds 1001 — 1500 gmoabo 19,2

bobgmdhoggm bgdhmbo 13,2 1501 —2000 oo 141

396do bgdhmba 455 2000 — 89 dgy0 mobo 17,0

bagbmsdmbabe mbgsbodogas 2,3 7060 3ob7bd 19,7

030000b04dg07m0 48

137mdg3060 247

bbgo 95

003038069390 g3396930b dogé  dmhmpgdnmo  0bgméb-
dogoal dodotm bgbdmbpgbhgdal ©snbhgtgbgds, bobpmmds
©d 3dogmagamgos. Ggbdmbogbhgeds mognsbma Bggelbgdgdn
Pobdmagobgl  mozgbhol  bymdsmasbo  bzsmal  gedmyg-
69300. abobo sg0gboérgobgb T-sb 5-dpg Bgaebgoqel
d60d3bgemmd 30l Bébsmdal dobgwgnom (ab. bab. 2). sbomada

gboymal, Gmd Hgbdmbogbhgdn dgh-bogmgdem  3dogm-
gombo oh0sb 3gbhbmbamabo gedynwggmgdal dogér dgdm-
0030893190 bmgosea®a 3gns ot zghobgzal dodatkm, o3dse,
©a0bhgérgbgosl bozdomp s3zmagbgdgb.

boobhgbgbems 03 dodgBqd0b  33mgzep, @7 bopmd
0bh9égbogdnsb dmdbdatgdmgdn 3gbbmbammmé gogowggdmsb

bob. 2. 396bmboab  goynwggdmob e303d06hgdmma  bmgosmybo dgons dobzghrbgal dodebrar dmdbdatrgdgmme

00696 7bg00b, bobpmmdnbs s 3dogmanmgdal Embggdo

506 9Mqlgds

LB MMdS

3054mx30009ds

B doeosb sdswo mby
B ©sdse0 mbg

B Bodoyoeem mby

B 35050 mby

B d5¢005b 8500 oMby

100%
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SbmEabgdnmo bmgosmabo dgoanb 39333960g000. 73g¢qb
393mbgggedn adal dnBgBos Loobamggdal Bghymds (35,3%),
036gm3g 3bmEdHdg o bghgabdy qoboozmgdgdnbs o
0930980l 3qbobgd 0bgmbdabgds (32,2%). godmzombymoms
17,6%-0bomgal 398339609006 dmfmbgdal  dodgd0s  doo-
g0l bababggdmm ©bgggonbs s 0bgmbdsgool domgds.
godmzombmas d3obg bohomo (14,9%) sdzgetn  Hodal
3993396 ©g0b 30bopn b0d3smnal godm ahmbgdl.

abggg beabghgbms 3gebmbocmm® gogawggdmsb sbemo-
69373m0 bogosmnéo dgoanb 39833969800 dmdbdacgdmals
390gmgomgdabo s 73dogmaamgdal dndg3g00b  opggbs.
339303 obggbs, Gmd 33sgmanmgdal dobdamow 30BgB393L
Poérdmopg bl ©o
©hOmTmE 0bgmddahgds (34,4%) ws bosbmggdal pbmrmo
domgos (31%), sbggg 33960l dogér boablghgber 0bgmé-
dogoab godmdggybgosi (24,1%). dmbobmgmdal goé3zggnmo

ojeogbnbo 030[)(903@36{]60[) 8{][)0&)36

bofomoborgal 30 3dogmaomgdal dodgda, FobemmE, 309330~
b0ob 0b 3gdmmagedgdmmo dbmpndhab dodobrer Sobopn bodde-
oso (10,5%). oy dggbgds dmdbdobrgdgmomes 73dogmazn-
mgool, odab dodgdn  7dghgbhomow  obab 39333900900
2600030290 40mmds (48,7 % ), 3o d0dobrar bo 3mgdn 0bygéagbo
(23,9%) o sb0boabhghrgbem dobomgdal dmhmwogds (18,5%).

godmzombrmas 8,9%-abmgal 3gbbmbammé  gogowggdmeb
sbmgahgdnmo bmgosmabo dgoanb 3933396008000 73d0gm-
goegdel bbgowabbgs 30898980 og3b.

396bmbocmnb  30g0w3g8cmeb dndobamgdnm bmgnammén
dgeos dotkzghobgal Gmmab wabapggbop o7omgdgmos adal
30633930, 07 Gmgmb o00d30d96 dmdbdobrgdemgdo bemgns-
@b dgoosde gognzgdal Hobdmdopgzgbmgdal dogéh 30b-
bobdogmgdnm  odhogmdgdh. 3gdme  swhgbomo  mozgb-
dob  bymdogmosba  bzsmal  gadmggbgdam  Bogetgdmmo
8o639m0b3mo  33wg30b  Fggaoe  3edmgmobes,  Ged
dmdbdodrgomgdnbomgal bmgnsmyd dgoasdo 3gbbmbsmhn
60330@33@350[) oj@ngm&gbn bodaomg) 3503353@(\73050 goj@m—
Goo gopgal 3qbobgd gomahyzghnmgdal domgdabel. éqbdmb-
©9b09d0b 13ghgbemds 30 begosmmé dgsda 3gbhbmbamzba
3999039 g00b sghngmosl Jomaem mbgdg oaqgelgdl (ab. bob. 3).

89dmo hodmyamndgdymo HI dndmmgBal abadg3zaigd-
moE godmgaggbgm One Way ANOVA F-Test. 3ohggm
60330 30030090, ©7 Godpgbop dmddgogol 3gbbmbe-
b 30gn3gg0meb  sbmgabgdgma  bmgosmabo  dgpnm
©a0bhghgbgds dmdbdobrgdgmms  dgnggmmdan  gowshygg-
Hhomgdedg (ob. 3bbomn2). abdgbhbomds sbagmadds ggobggbs,
6md 3gbbmbommd 3ogoggdmeb sbmEadgdnma bogasmbo

bob. 3. begosmmé dgonadn 3gbhbmbammaba gadgoggmgdal oghogmonbs s 3mdbdadrgdmgddg dabo gogmgbal mbggde

bmEosewe 9900530 3gOLmbogrm®o

2589039 gdol doge
256bmM 309w gdMEo SJEH0gMds

bmoserw® 3900530 3gOHLmbsgrm®o

259900039900 59GH0g3mdob gogargbo
890ggermdoo 303209

B doq0sb domoeo mby

B 95050 ©mby
Lsdwgsenm mby

B 5050 ©mby

B Joq0056 ©sds¢ro mby

0% 10%

20% 30% 40%

Bbé)o@ﬂ 2 amabaoé)gbgygbnb 803(4) 880@33@(’0600’)0 60@0683800@860[) 80@860%8 33&)[)0’)50@‘36) 6080@3860’)06 0[)("’)80—

693730 beognamén dgpn0m Esnbhghglbgdal gogmgbal abdgblbomnma sbagmada

©230300987m0 33eroE0: 3gnEgIIMmonon Jgge
330000300l gado df bodmomm 330060 F P
396bmbocmm 3090393000
abemEabgdmo bemgasmyba 7,251 4 2,061 1,871 ,003
39000 Es0bhgbgbgds
em3omgds 767,447 518 1,081
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390000 a0bhghgbgds  3bnd3bgmmgeb  bmmb  00dsdmal
dmdbdodrgomgonl dogh dgoggmmonmo  3sshygghomgdal
dopgoada (F=1,871; P=0,003).

©0b3ghbogmds sbagmadds sbggg ggohggbs, Gmad 39ébm-
bogmb  gogoggomeb sbmgahgdnmo  bogosmndo  dgeaab
3qbobgd gomgmEbmdngbgds 3b0dgbgmmgab Gowml medsdmal
dmdbdabrgdmgonl dogh dgnggmmdamn  gamahyzghnmgdabl
domgosdn (F=1,762; P=0,001) (ab. 3béHomn 3).

3933md 9(ha3dg godmgozamoge, o7 bo gogmgbsl
obqbl dmdbdabrgdmgdaly dgoggmmdam gi3g308g 3gélbmbe-
™76 3040003980006 sk gm0 begnsmhn dgaal dodstn
bobmmds (ob. 3béamo 4). s0dmhbes, Gmd sbgmn bebpmmsal
303900 bo3dome db0d3bgmmgabas (F =1,217; P=0,001).

Lodmmmme ©sg00g0bg0, dnddgpgdl oy obs 3gébbm-
bogmb  gognggdmeb sbmgahgdnmo bmgosmybo dgonnm
390gmgomgds  dmdbdobrgdgmms  dgnpggmmdnn 393009

smdmhbs, Gmd sbgma gogmgbs bozdsmo dbadgbgmmgabas
(F=1,103; P=0,002) (ab. 3bbHon 5).

bogmbyy sbogmodapsb Bobb, mmbogg gobbommm 8q3-
obggzada bo@ebhnznéo 3bnd3bgmmgebgdal mbg P ob smg-
dothgos 0.05-b. dqbodsdabop, gobbomm 3gmegdl dméal
>0dmbbps  bodhabhngméoo 360dgbgmmgebo 3038000 0.05
©mbgdg, Gomo 89dmom hadmgomadgdnmo mmbagg ndmmgds
(30300

©3b336900. Bggb dogh Bogedgdmma dotzghobaame
33930b 399300 dg0dmgds ©agabzgbem, Gmd bmgaamméa
dgeos dobzghobgo 3gbhbmbomaba  gogaggdal 3ébmizgbda
2o gsdmaygbgds, o7dss, dabo dgggebgdol dmdbamon
d990b0ddgd0 296-ggérmdom bogamgdomes 89d7dog98mmo. doto-
om0 30330b0gdo begosmad dgons dobzghobgam ablm-
83603% 50(4)80(536000 03353635 3(*)3580(4)36@360005 '36’)0)0—
960m3930b Hobdobmgabomgal, dom dmbal 3gébbmbocmmba

Bbé}ﬂ@ﬂ 3 80’)8580(4)36@360[) 8086’) 880@83@0’)60@0 80@0683360@360[) 80@360%3 336)[)(050@3(4) 6080@8360)06 Ob(")eﬂé’)a—

6:‘]@0 l)(V)BOOQ':TU({f)O 83@00[} ragl)obgb 600)300’)660’)60367360[) 808@\’0860[) (90[)3{](’6[)03@0 060("\’00%0

©030300907w0 33w0©0: dgoEggrmBnno J3gge
330060700 2sdo df | Ledmomm 3300600 F p
396bmbammé 30g0wgg30b
abmEabgdamo bmgosmzée dgaab 8,939 3 1,087 1,762 ,001
d9bobgd gomgnozbmdagérgds
semdomgd 767,447 518 1,081

Bl)émqyn 4.30v3bdotrgdmgd0b dogé goggmmdmo gomahygghomgdel domgdedg 3ghbmbamyd 3ognmggdmsb sbmiadgdmma

beagnagmbo dgonab 30dsbro babpmmdal g3ogmmgbal @abdgbbogma sbagnada

©530 3009870 (33©0: 3goEggEmmInmo J393d
330060900 28do df bodgemm 330060500 F P
336’)[50')50@3(4) 6030@3360’)06
beoz0énd b b0 dawools
gngo(z’mioﬁg;mbﬁe°°@3 o fogne 7,167 4 1,534 1,217 | 001
gomdomgos 767,447 518 1,081

Gbéoqpn 5. dmdbdobrgdgmmes dgoEggmmonn 4393089 3gebmbomm gogoggdmsb sbmiatgdnma bmgosmmbn dgonnm

3808(")930@360[) 608@860[) QO[)&?){]&)[)O‘U@O 060@0%0

©230300937910 (33wo00: IgoEggmmdomn Ji3oge
330060h9dab 2oda df | bodgomom 33006800 F p
396bembagmmé gognggdmeb
sbmEadgdnma begesmbn 6,263 5 1,351 1,103 ,002
39000 3d0gmgamgdo
3mdogmgds 767,447 518 1,081
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3090©3930b 7BGTbg9mymaal dodboo. hogatgdymo 33magge
oh39b93L, ™3 Jobrmggmon dmdbdadrgdemgdal 3dghgbmos 3gé-

beobommé  gogoEggomsb d0datmgdedo bmgosgmmé dgonsb
bogdom bdobop d0dobrasgh. o3 3mmboor mopgbos Face-
book, YouTube o Instagram. dobosmos, 3gébmbommén
3990003900b  Hobdmdaggbmgdn begosmnéd  dbgmgdda be-
3900 ofhonbmdgh, dogbed domn bogdoobmds Jobmggma
dmdbdodrgoemgonl dogéh bodgemm mbgdg gobpgds. m3de-
gmgomgdsl  dobomopop 0h393b 3933396 wgd0b  bomade-
29690mmds, oo dndobro  bozmgda  oablgbgbgds @
26030380g9m0 dobormgdol dohmpgds. s0bodbymasb go-
dmd0bobrg, Jobormmds 3033sb0gods d0Bbmdtngn dmdbde-
693700l 3900mgobhymdal domhggabomgal 30Bobdl 7bws

39b00g08mb  bmgnagmmébn dgoas dobzghabgal bobybggma
30bgbh0, Gmdgmag 3gbbmbommbn gogoggdal bhndnmo-
69356 g7hgmol bgamb.

Pobodpqdodrg  godmzgmggs Hobrdmopggbl  bogmdggmbl
bodobmggmml  bodmdbdatgdmm  8sdabdg  3ghbmbsend
394000390006 d0dobrmgdno bdmdbdatrgomm J3930L d9dc-
3™dn  3qbhogmabomgal. 33mg30lb  Bggagde ©agbdobrgds
396bmbagabo  gognwggoal 308bgbdo obogdgdmam 3033~
b0gdb  bmgoogmabo dges  dobzghrbgal dndstor dmdbde-
693700l ©adm30Egommgoal dgbabgd gmmmdsmmén byogal
hodmgomndgdoda, Gmdgmoag bodhamgosl dabggdl dom, 3ob-
bodmghmb sgnmmddagn dedénl 3ebgomatgdal dotnmopn

@36@3630350.
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