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36m3m3dab odhgommds s dgbfagmal mby. bodod-
039mmb g30bmdogal 30650006 g85dn o Bl sbbmmgdl
tm08dn, Gmdgmai J3990bedn gho-g9bm gggmody bhbogeo
3ot 0bpmbhdasl Hotdmopgqbb. dmmm Hemgdal gsbdog-
mmdado bogdobmggmmdn bogbmedmbabm dmgdomtgdal godo-
$300b GomEgbmds d3390mb0@ gondats (ab. béawma 1). 2018
Pgmb 03 €nibgde bg3mbomem dohggbgdgml - 8679544-
dooohoo, Go Hobs Hgmmsb Bgwatogdom 9,8%-00 3gdoe.
bogh08mbabe dmgdemégdal 5080(hgdal GomEgbmds dmaiagh
dméabpam  (82%) o obopnbdabiam  (18%) godaggl.
boghoe8mbabe g08a¢gdal 66,1% (4756820) bogsbdamggmmda
©330b0g30l dmngeges, dog (1tnddab bogbhngob bagéhoe-
dobobe  ©g3mdgbognal  0mobobdop,  hmédabhme  g08ahb
60dbogh, bmmem 33,9% (2446530) gbmomasbn g08odgdn
0gm. baghmsdmbnbm g308adgdal 76% gobdgmtgdnm 5080¢)s

Pobdmagqbps bogobdmggmmda, bomm 24% 30 dabhggmonb.
bagbrodmbabr g08atgdal 50% badobrmggmml ogosdamsddn,
®30mobdo gabbmbngmes, dob dmigggde dsmmdn 30%-0.
©0bo6hgb  Jormadgdbe ©d opgamgddn dgoatgdnm bagmgdn
3080(hg80 Eaggagdbatps (bogobdamggmmb dménddal gébmgbmmo
ddobab)éogns, 2018). 2018 Hagmb bodobmggmmdn 7i3be-
360 (h760830006 domgdmmds dgdmbogomds dgagobs 3,2
dmbooomeb  (3bs +19%). 9doboob, @méeddal Homo
bodotmggamml domash das 3bmegdhde 2018 Hgmb, fHobo
Pgmomsb  dadabrmgdom, 6,9%-b  7,6%-dwg
(bagobroggammel bahabhnzab gbmgbgmo badbsbzén, 2018).
boghmodmbabo (héabhgonb dmdapgadn 13b0dgbgmm-

300806 s

30bgb0 Goma gbadgds Egbhabagaal dobzqhbal. dndabhzme
bobhgdal mdmoghgl gmmgdgbhlb Hackdmawggbl hgbogmbns,
Gmdgmog 080ogb dmdabpl dmgdegbhmonbomgal o bawsg

3bGoeo 1. bog&oodedober 5080 &gl dog gobberéingengdaema g08adgdo bogstoggememdo (2011-2018 femgdn)

3030¢)0b (hodo 2011 fgmo | 2012 fgmo | 2013 Hgema | 2014 fgmo | 2015 Hgwe | 2016 Hgmo | 2017 Hawe | 2018 Hgema
habobmmo g080g0 1832788 | 2459794 | 2884295 | 2938892 | 3011663 | 3297275 | 4069354 | 4756820
9600sbo 3030¢0 878909 | 1646080 | 2070153 | 2065439 | 2244336 | 2095541 | 2413476 | 2446530
by 2711697 | 4105874 | 4954448 | 5004331 | 5255999 | 5392816 | 6482830 | 7203350

pgoteo: bogsorggemmb d6%08d0b g36730m0 o@dnboldGaogno
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030 3063397 ©bmb ohahgdl (Pike, 2008). dbmgmom
Bméabdmmo mbgebodogns hméabhme ogbhabsgnsl gebabo-
mogh, bmgmby hnh3bmondhgdel gmidabdgoabs s dofhm-
©900b 36mEqbob dobomop dgdeggbgmb (WTO, 2007).

Béabhmmo ©qbhebsgs, Gmgméi 303ddmgdbnébn dmgmabs,
dobomoo@, dmoEagh dmdabhmm ohdageegob, Hadabhmm
0bggbobheondhméol ©s  @obdogmgd  dmdbabmégdsl  (Pike

and Page, 2014). d33mg300gdn (babiamo gbhbsgaal
30063993008 7g6m  gobmm,  gbhbogoal  debzghabgal
30bgzE00b bofomop dnahbgggb. 83 mgembedhnboom, pgbhe-
bogos, bmgmby  ggmabegogmo  gbmgymo,  bOmdgmbeg
bymdmdl @méabo, gobobamgds @néabimmoe dbmemddhab
boboor (Alhroot, 2014 ). dgbadedabog, spgnma ob @gbhebsges
390dmgde 30bigdhmomndgdnmo 0dbgb, bmgméb dbmwddn,
bGodgmog  dmobdobdgds  (Hausteinova, 2013;  Nguyen,
2014). sbgo 30bhgdbdde 0go dmombegh dobzghebgmem
®mbobidngdgdl, ébmd
3mhgbonén 3mdbdacrgomgdal dmmbmgbomgdgde ©sszdogm-
gomob (Benckendorff, and Black, 2005).

©qbHbogaal dobrzghabgo, Gmgmby 3mbiggies, bim
196m gobmm gdmaygbgds dbogemo 439¢bal dmoghm-

6omd  dg0qgm0mb  obgmbsnbo,

0900bs @& (3babigmo mbgebadengdal dogh. bbgopsbbgs
93996900, 0mgomabfobgogh Go  d1é0ddal  dbadzbgmmdsls
93000303080, 30m®Ob, Jbmgmom (babigm dedachdg
Pob3mbobbgb, Gmamb bomzgmgbm  dméobigmo gbdo-
bogoo (Fyall et al., 2009). 39-20 bonzmbob dergmeml gememde-
m0Bogaol 3bmi3gbgdal godmoaghgded gadmoafhgas ab, Gmd
©qbhbogaal dokzghobzo gobps bozdemo bomma beggbm,
Godgmog 00bsdgpbdmzg  d33mggze6gdal  gebbsznmbgdmm
©o0bhgbgbgdel ahggsl (Baker and Cameron, 2008). dbmag-
mom3n (360830l oghomn gobgomatagdal gbhm-9ho dgogal
Po6dmoggbl ab, Gm3 @ndabhgdabsmgal bgmdabehsomdn
©gb(h0bogngdal  bompgbmds  0dbpgds, Gog  dndabhmmo
dmdbobgbgdal 300335b0g0b Bmbals 300637696300l bem ga3tom
03doggbrgdl  (Kotler et al., 2002). ogbhobogool dobrzg-
(obgo PBé7bgaymab gowaggwe  gaggbob ob docadab,
bogmb 30b370gbhbobnsbn sgamal 3bmdmizasl bbgo
20g0mg80b  dgahgdnm, Gmdmgdag sbagmmgagh  3bm-
©ndhb o6 Jmdbobybgdel bomogsdmdgh (Mutinda, 2013).
0dohmd gbnbogoal dobzghnbgn dgadmgds gobgabommma,
bogmbdi Hadabhmme ©gbhebogaal 30mb3g6gbhmbabasbm-
00l 23o0mgdabe s dmmoabioggbo gobgnmedgdal bodpemgds
(Wanjala, 2015).

00bodgbdmgg  gheddg  ©gbhrbogngdal  gobgamatogds
Pobdmmoggbgmos bmgoamnbn Jugmgdal gobgdy. Egabe-
0306 dmdbdobrgdmgdo bmm mabm g ©bmb otebgoqb
borgooemnd Jbgamgddn s 0bgm®dsgnol op bahoml dsma
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bodgemgdom mgdmmmdgh (Khan and Jan, 2015). sdodmdag
beagnamgbo g0 30033sbogoabamgals 3magbpms dmBopgabe
©d 3mb336gbhmma 0édmmalb ddmoghn nsbomas (Safko,
2010). beognsgmmén dgeasbogbiab gogabommgdsbmeb gbhmsw
0dbgos  dob3zghnbggme Bgbodmgdmmdgda (Lee, 2010).
3qbodadabac, 3086gbabamgal s730mgdgma bpgds bmgasmzba
39000 doé39hnbgnma bybopggngdal d9dndagqds, Gmdgmag
1B61b3gmygmab  308bmdéngn  smoahmbaabomgal  0bgmé-
dogonb dobadagmmén Eoboboérggdnm dofmwgosl (Barker etal.,
2012). 3bs 500608bmb, 603 begnsmnéa dgoaal dobzgheb-
370 3mhgbnomo gobmmess 3gbhagmamo (Safko, 2010;
Zeng and Geristen, 2014). boygoogméd Jbgmgomeb pszogde-
G 9373m0 bozombgddn od39600 goggmgdnmos bmgmbns mbge-
boBogngodg, obggg dmdmbdatrgdmgddy. odobmeb, 3bowns,
bmd bogosmbo dgpns dob3zghnbgal dabomspn bydagddoe
560l dedbdatrgdgamo. sdodmd bmgosegbo dgoaalb Hobdscyg-
oo 3mdnbogagandn bhdopggoal 8gdndeggosde d3gmgge-
¢80 gobboznmhgdnm ynbopwgdsel odi39396 dmdbdatrgogmome
dmbdgbol, gomgamEbmdngégdel, sablghgbgdel s dommob
76h00gbnmdsb (Sweeney and Craig, 2011).

beogoogmmén dgons dob3zghnbgal gedmggbgds gobbezmo-
©900  3mdnmobmos  Béhaddob  0bgbhéesdn  (Zeng
and Geristen, 2014; Evangelos, 2012). dsbmdéngn dg@nnb
bodmomgdgodo  dodabatrg  hggdbmmmgonda  33emamgdgdn
160830l bgghmBa 0bgm®dsgaal Lhdoegew goghigmgdal
bodmomgosl ndmags (Zarella, 2013). bogoogmgbo Jbgmagdal
3™bngbrma godmygbgds (h7608380 dmambmglh dgdmddgogdam
doh3ghobgem  dopamdgdl, Gog MBGOTbggmymal 308bmd-
6030 sno0dmd0ab dogbodammé dmizgel (Zeng and Geristen,
2014). bogosgmybae dgonalb ggoboadhgdn byem mgbm dmdxy-
mobmmo bpgds (60830l 0bEnbhdesda s, bogebenomp,
3g0dmgos gosngdqgh 0bgmédogob domgdal dobggm Hyo-
dobrogals
(Jalilvandet al., 2012). sbgoo mégoebodogngdn begosmmén

bop  Egbhabsgagdal b gobodongdabomgals

39000l boghzgl smadsadgh 30datdg gobgmoly sbagn dgdobad-
do, bmdgmog  bodnomgdel odmgal  hméabqdl, dgdo
300300 ©qbHbsnal dgbabgd (Boulin, 2008). sdsbmeb, mbos
000b03bml b godhn, Gm3 Emgabomgal dotahm  Hbab-
o ©gbhebogagdal gmbdganén shtndnhgde swed gbde-
“gds  gbhobsgagol dmgdonhgdal dmBaogedn, gobsnpsb
©9b(rbogagdal  3bmendhgdal 3baeghgds o Fhmngho-
Boboggmgds  mobpomobmdom 0dbpgos (Pike and Ryan,
2004; Usakli and Baloglu, 2011). s3a¢md gbdnbagnal dmdo-
3ombobgds, Gmdgmoag gadbgde dob 1bacl, gododhmbgdl
39b0ogedmb  gbagomyba  godmiamgds, Jhmoghmmdgdo
> 030030dmbage, fobddmegqgbl dmngh  30b3ybHgbh7m
13060()gbmdol (Papadimitriou et al., 2013). qb 30 7é0bdgdals
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99030760 godmEamgonl 30g930bawdn 3033mgdbé dapgm-
dob dmombmgl (Garcia et al., 2012; Blain et al., 2005).

00b0dbrmoEsb godmdpnbodg, bmgnamén dgpas bgml
1Dgmdl 60830l 0begbdnsdn dobzghabgal gsbgnmaobrg-
0ob.  mopghodbdamo  hyobmgdal  sbsmnda  330h396900,
Gmd neobhmmo dmdbobndgdal dmdbdatgdmgdn, bmgméys
Pabo, 9bEm30sb  mbmmaenb 0bgm®dozngdl ©s  megnsbmo
dmgda7bhmdal ogg3dzal ofhygosdwyg bndemdgh gmbndqel
©d ®bmonb dodmbagmggol, oghgmgg b3gEnomdgdmm demm-
390L (Evangelos, 2012). 0sbsdgobmgg demdbdatrgdmgdals
1390gbmds  99bbmds bemgnsmgba Jugmal bonggdb, Gomes
dm0dmgmlb  0bgm®dsgns ©s Igbm dgho  gongmb  sbomo
béabhmmo gbhnbogngdal dgbebgd, Gog dom dmgdentmdals
©03939306 dgbobgd goehygghomgdal dowgdedn gbdocrgds.
dmdbdabrgdmgonl bozdome @ope GomEgbmds ©abhdnbg-
0700, Gmd 56bgdm3l ddnpbm 39330640 bmgasgmba Jbgmal
bondgdal hobogmmdsbs o dmdbdebgdgmmes qi3gg0b 3gmo-
0ol Bmébol (Minazzi, 2015). dmgdomébmonbs s ogogdbals
bondgdal mbgmanb dndmbagmggsn b gbm dmdnmodmmo
bpgds dmzgdagbhmdal ©oggzdzabomgalb. Bmgagbmn (héal-
(gwo booggB@mb mgoqabo%é)obom, bosaoo’)gg 350’3363@@—
30600 dmdbdatrgdgmome 3dsgmaamgdedy bmgasmmaba dgoaal
303mgbol godmdgs, Gmdgmda gomgemabfobgdmma adbgos
0000370 bmgosmbo sbbob g9dhoobmds s doghopmds
(Schaefer, 2014).

39000l hgdbemmmgonn gebgomsbgde ©s gammdsmo-
8300 4dbals sboem dgbadmgdmmdgel, dmdgmag 78¢mbggm-
gogb  bobiam  dodbdabrgdmgdl  dmbal  0bgmbddsaal
g,oggqyob 6@0’)&60[}, 336 8336)(9360[5 ob ngd)oBoBoob boo@g—
00l dgd39mdam (Zarella, 2013). ©qbdnbogngob binbogdem
360900070 ©s dmogha beogosmabae dgps doézqghrbgmma
bybohgangon, Goms d00Bomb dmbgbgnédo godadmébgda.
borgooemméo dgons byl 7Hgmlb qbhebsiagol, dgpsédgsnm
o000 Eobobob2gdam ©s Tgbm domemo Embal gagdhoe-
bmdom 87303806pbgb 3080hmégob, g006g gl gadmgde
doohgnmo 0dbgb  30m33bnzsiE0al  Hbswagegmo dgomogdal
d9939m30m  (Kaplan and Haenlein, 2010). bogosmybo
dge0s, bogmb bhodnmobgdal obbibndgbha, gedmaygbgde
abhgéoghommo dob3zghnbgal 3n8bam, dogéod smbobadbagas als
30g()0, Gm3 o bobgddn dmdagew 08bEgds 03 g0dapmbms
GomEgbmds, hmdmgdaig babggdmmdgh bmgnamnéba dgpaab
03030309800, G 93bal sboem  godmbagzql domosbo
160830l 0bjbhénsda (Schmalleger and Carson, 2008;
Heinonen, 2011; Carrand Hayes, 2015).

boogoogmmbo  dgons  dobzghnbaal  30mbigapnol oddo-
160 0ygbgdgh Hokdatgommo Jobarmmo 3033sbagdn. m7de,
3g0damgde 0mggel, Gmd 89360 Jobogmoa (babhmmoe 3md-

GLOBALIZATION AND BUSINESS Ne7, 2019

30bno  bogoogmméo dgpns  dobrzghabgal vbebhmé  dememo-
Bogob  obmbogmagdl, Gog dom  gobgamatrgdal  sdb3m-
™oL, obbgdmdl Medboge  godhmba, G™Amgdag byl
7dmob bogobmggmmb  gbhabsgngdda bmgosmabo dgoos
dob39(0bgal gobgamatrigdsl. gbgbns: hméabimm 3bmondhdg
0bbgdmmo domama gabgdn, (H7608d0b beggbhmdn obogdg-
dnmoms Eddemo 3bmaqbombagmndde s bmgasmmé dgonsda
dmdbdobrgdgmms 330gma0mgdal Embal ©sbapggbow dmbo-
BHodabzal bozmgdmods. sdobmob, bsdo 7bps gogbgel od
30693mgdal, Gm3  bodobmggmmdn  begnsmmyéba  dgoab
3moh@gmddal obobozdatnbo gogges o dabo ozogdntgde
tm0d3dol  0b7bHG0sbmeb  gobboznmbgdam  bogbdbmadns.
030l gho-gbmn dadgdas ab, Gmd bodobmggmmlb (h760ddab
0be7bh®0sdo gbagghabo dobzghobgnmo 33tmg398al Baoge-
6930 Eadam Embgdgs. smbndbmnEeb gadmdwababyg, bmgno-
360 dges  dob3ghrbgal Gmmoab dgbhagme  Jeborgmo
dnéabihmma 308bgbol ghm-ghma sfphgemaba 3bmdmgdss.
dombgoagew 0dobo, Gmd 73960369 babgdda bagdsboggmemdn
dmdbdatrgdgmoms  J3930b  dndebrarmgdon  gbbmgdmas
306339730 bad3dsmgon (Apil, etal., 2009; Todua, 2012; Jashi
and Todua, 2013; Todua et al., 2013; Todua and Dotchviri,
2015 a; Todua and Dotchviri, 2015 b; Todua and Jashi, 2015;
Todua et al., 2015; Todua and Jashi, 2016; Todua et al., 2016;
Mghebrishvili and Urotadze, 2016; Todua et al., 2017; Todua
and Gogitidze, 2017; Todua, 2017 a; Todua, 2017 b; Seturi
and Urotadze, 2017). oogdog bozmgdopss dqbfogmoamn
bogdobaggmmb dméobhgem ded0éBg bmgma @dabigdals
93930L bagombgdo, dog bomobopm 3g3baghmem sdndaggdel
8070005073[). 0300(\78 0360@363@00 33@33360[} Bo@o&gbo,
Goms bgmo dg9Hymb msbmgm (H60bhgdmeb bmagbhommogsal
307920009b930b 9399k begesmybe dgons  dobzgheb-
30l 3mohgm®dal boggdggmBs. s0bodbmosb godmdwo-
bocrg, Hobodgoatrg bodérmdals dadebl Hobdmawggbos Jobo-
oo (360bigmo gbhobsgagdal dagh gebbmbagmagdamo
bogooemmbo dgons  dob3zghobanmo  odhngmdgoal dadsto
13bmgmo dnéabhgdel edmznwgdnmgdal pawggbs, Gabmga-
bog hodadgdamas dotzghobgmmn 33mg30.

33930b  Jgoopomemges. 33wz gebbobegwes
b ghedep, Gmdgmog 0gz0bgdbage s Gompgbmdhnga
339306 dgomEgol @ogandbs. dobggam 9heddg Bogobrs
0300906030 33mg3s, Gmdgmdag godmygbgdnmas gzl
23790b dgmmeo (Malhotra, 2004). gmznlb 2379306 dmbofo-
™gg30 dgobho abg, Gmd dmgaggass Hadabhmmoe dbmenddab
dmdbdobrgdgmms bbgoolbgs 30¢)g3mb0s. 83 938y dmbos
303mm 8980l gmbdnmahgds s d9dpgmdn 33mggabamgals
3hombapghgool opggbs. dgmbg gheddy  gobobzgdmgm
dmdbdatrgdgmms gedmznmbgal dgmmeom, bmmem 33mmggal
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0bb()m39bd dggathoge ob3gde, Gmgmai Godwgbadg
bybndhméndgdnmo 30mbgabgeb dgpzgomms. sb3ghs mogoe-
30bggmo dgoge Jobonm 9bodg ms 89dpgmd nmobgdbs
0bgmobgbop, Goms gadmaggznmbs mbmgma  (ababhgde.
ob3ghe dmogegoe  0bgmddagnol Ggbdmbogbhol msbbdm-
0abs o 3mbgngbinommdal dgbabgd, v3ébgmgg 33ma30b
306306 H)9890b o dg3bgdals 0blbmdingdl. obzgheda godm-
49b933mos m03géhob brmdemoasbo bzsme. gedmzombgs ho-
hobs 30babdnd abhgbganl dgmmean. dgbhggal gmédda-
G985 dmgobpabgar abgmbonbop, Gm3 ngo G936989bdsE07mo
gmgamagm. gadmzambgal obgl Habdmopggbos mdamabo,
boog  Ggbdmbogbhgde  bosgmdsmm  3habgndom  dgabbes.
95%-00ba bobpm smdsmmdabs s 4%-0sbo 3pm3nmgdals
300m30mabhobgdom, bym gedmozombs 600 msbogmo  dm-
Gobho, Gmdmgdoy gobmagbgdymbao aygzbgb mdamolbal bbge-
©abbgos babhmdtmgdda. 33tmg30b mdagdhow dgnbhs mdagmalida
dpgdobrg 43 bobphydébm. dom Bmbalb 5 gobbzgmegasba 5
boabmdéaem (babhmdém sddsbapméa, babhndbm Ggoabemb deny
039600, 3m()gmb & 36939696b dnomabg mdagmabo, babhmdbm
3omgba dogmabo, babmdéhm dobampn), 4 goblbzgmagasbo
21 Lobgmdbde  (babhmdbem dgébznén, babhmdbdem  Jobsmo,
bobgmdbm gabmpgma, babhmdem 3mbhg, Labhndébm dabe-
0gmg, Labhmdbm  hogmol dogmaba, bobphydém  dmmopge
0b, bobgdbem msghhmb mdamaba, babhmdbm néosk d3hn3
Jopgma, babhmdbm mmo mdomaba, babhgdbm  @ghobs,
bobgmdéam 3398973 depgma, babmdébm 36hadsggés, gmmogb
dogmabo, bobphgdébm g9ég  domobo, babhmdbm  zmsme,
bobhmdéam agmas, babhmdhm sbhmbas mdagmaba, babhmdém
3hoege babagoms, bobhmdbm grbo dmpgma, babhmdbm
0738730 o 3 gobbzgmagasba 17 babmdéem (babhndéem adal
bhooaa, babhgdbm godghbdm, bobhzdbm dmpgm debgbo,

gogogob

dgbobgd
30006939th0emgde

bob. 1. 35am950b 300639907000 dergemo
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-
Lbmgoomydo dgwoo
806 39¢h0bagymo
L 09hn3mdo )
bmgoomydo dgwoo 3BbmgMmO
806 39(h0bgol dodothrom Hacobhgdob
L ©0006hgeaglgde ) 300ymgomgde
N\
LbmgoomyMo dgwoo ﬂ
806 39(h0bgol dodohm
L Lobmmdo )

bobhmdbdm mbomb mdamaba, babidbm 3opgm  byboe-
390, babhmdem mm dgapsba, bobiddem smmasbl dempgm
oaabn, babhmdbm baggh bonpn, babhmdbm NI2 onpoz
Jodgmo, babamdbm dasgs, babhmdhm ©'dmeds, bobidbem
monm 3o7b0, babhmdbm ©admmdaty dmpgmo, babdmdbm
bmebrgem 3opgma, babhmdébm ghobo domoba, bobdbem
0[)@0563@ 30)@3@0, l)ob@j]aé)o') 065). 80@353@0 83{935360
©dd730g00 byadhabdngnba 3bmghsds SPSS-abbadnamgdoo.
mahgbedyméma dobamgdal sbagmaBal baggmdggmBg dgadmgos
393037853000 330030b 30bgdHgeEYHe Bgwo, bmdgmoag
bogdobaggmmlb  ©gbhebogagdal dagh  gebbmébagmgdnmn
beagoamgbo  dg0s  dobrzghobgnmo  odhogmdgsal 3debro
T3bmgma d1éabhgdnl bodmdbdebrgdmm d3930b 130390 @gd0
(ob. bab. 1).

3003930 70mIb0  dmEgmabs s 39dmm  hedmysmo-
09070 dmbodbgdgdal gemgamabhobgdom d3qdme gmbd-
m0hgd7m0s 393930 30dmmgdgon:

H1: bodoboggmml habebhgmo ©gbdnbogagoal dagh
3obbmb30gmgdmmo bmgnsmho dgpns doézqhnbgmma oddo-
3005 509300 gogmgbal sbgbl 7zbmgmo hmédabigdal 30—
gogowgdody;

H2: bogdoborggmmb @mdabimmo ogbhebsgngdol dagh
3obbmb0gmgdnmo  bmgosmabo dgons datzghobgal do-
doho a0b(hghgbgds Eogdam gogmgbol sbrgbl mbmgma
dbabihgonb 3dsgmanmgdeds;

H3: bogdoborggmmb ¢babiamo ogbhobsgngdal dagéh
30bbmb30gmgomma begasmba 390 dobzghnbgal dndotbrom
bobpmmds Eagdam gogmgbsl sbogbl IEbmgma dntabhgdal
390gmag0mgosdy;

H4: bogdoborggmmb @méabimmo ogbhobsgngdol dagh
30bbmb30gmgomma begesmyba 390 dobz9phnbgal dndotbom
390gmgomgds  EoEgenm  3ogemgbsl  sbrgbl
6b@g0 Hbobhgdeb goggermdon Jgaedy.

339300 3gwgagdo. B3gb 3ogé Bopotog-

oo dobzghobgmo  3gmgzab  dggaee
303003@05(90 '336’)633030 30)5050@3 &)3[)3(05—

©gb(hgonb  dobsboomgdmgdn, Gmdmgdai o-
239900  bbgoobbgs  bodbal  dobgwgoo  (ob.
3bbdoma 2). 33mqg0d obggbo, Gm3 Gqbdmb-
©bhos  13ghgbmds  (26,8%) dogznogbgds
25-pob 34 Pmodpg obozmdng 3oh9ambansl,
bomm 1dgabgbmds (3,5%) 65 Hmab ob dg¢n
obogoboo. odmbbps, Gmd gedmzaombam (-
bobhos 1dhegmgbmdol (13,8%-b) é3bgamal
dmdomodggde Hobdmopggbl (ob. bbamo 3).
393093 doab méabigon habgomawsb (9,3%),
0Bgbdongabopeb (8,2%), 9datsdgdasb (7%),
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3b&0m0 2. dgéhg30b dobobooorgdemgdn 3b&00 3. 336900 76067800 3obofoemgde Jz99690b dobgmz00
Bobabooorgdegdo | % | Bobobosorgdengde | % 6gbdmbrgbygdel 6gb3mbrgbygdeb
N 9399960 bompgbmds | N 9399060 bHomEgbmds
2bago ?Mfgbf bobBobog| % bobBobg %
18-24 16,7 0ho63y 134 1| égbgoo 83 | 138 (26| Bgbgoro 4 | 07
dggammdgamo
25-34 2678 8363323(4)0 2778 2 P)OBSU)O 56 9.3 27 003(‘0600 4 0,7
35-44 22,3 b3gzoomabpe | 39,4 3| o8gbhds0z0ba 49 8,1 |28 |bogbrmobrgdn 4 0,7
4554 18,7 bymeogbpo 12,7 NGNS sbo
0
5564 2.0 bbgo 67 4 [gsgéormobgdyemol 42 | 70 |29 G°OUF0 | 4| 07
bagBobreogdo IDOR
65 6gwdg B0 | 35 | , 5006
IRBI 9 ’ dgmdotrgmds 5 13600bo 4 6,8 |30 dmb(ygomns 4 0,7
bgabo doopmbgems | 41,4 6| obomgon 39 | 65 |31] gbdsbgon 4 | 07
Jocoo 68| @omgbgdywo | 58,6 7|, e 27 | 45 |32 o6oo 3 | 05
dhagdbgmn ’ © ’
30303030 432 goBogob
3°6 | babahdmogmdo berdbgoo 25 41 33| bmbgggzes 3 0,5
60600’)@360 1-3 ©0g 298 9 509 24 4,0 34 8@0@06@00 3 0,5
[50’330@0-, 12,0 4.5 o0 34,6 10 mg&dgmo 23 38 |3 bg(nbgmn 3 05
3bmggbogma 215 133060 212 1 3963sbos 16 2,7 |36| 9390900 3 0,5
0030336k 29,3| 133060093940 | 14,4 12 0ékobo 14 23 |37] domondos 2 0,3
Bogabiyoo saq| 030360 13 ogomos 13 | 22 (38 80563560 2 | 03
’ 9q9dmbassmo
1000 533 141 obbhogmo 12 20 |39 3dobo 2 0,3
omdhobn 3,1 5,6
O3] 15 [bomob obodgorn| 10 | 17 40| 3sz0bbo 2 | 03
1001 —2000 +d3
3‘7%0(50 @00@0(4)00 877 16 63@06)3[)0 9 1,5 41 030@0305360 2 0,3
3obggemn bmdbods | 51 2001 — 3020 203 238 17 93303()9 8 1,3 |42 bodmo 2 0,3
QOO0 18 03bhbos 7 12 |43| 8g3g00 2 0,3
30b3gmb 93000 49 3001 —4000 39 74
bypdbmds OohO ) 19| Logghobggmo 7 12 |44 dsbgmowgdo 1 0,2
hG0bhmo 40015000 +d9 20| obpebgdos 7 12 145 zoboo 1 0,2
3obrhbomébrqdo omotn 13,9
02000 e e 21 Bggogobos | 7 | 12 46| oodong 1| o2
Botory 19,5 | °000-80 890038 | 45 4
0 ’ oMb ’ 22 @og(hymo 6 1,0 |47 3139000 1 0,2
dgemg 34,8| ob0 dobgbdg | 18,5 23| 3o@mbymo 6 1,0 48] @oomobeo 1 0,2
mgobo 57 24| ocbpobos 5 08 49| 83800 1 0,2
dqamdbqd0 26,7
03000] o5 bodbbrgor sg60. 5 08 by 600 100

13600b0sb (6,8%), 0bpmgmawsb (6,5%), oo dbndgbgmmgabos dsmn dmedgdamgdgdal s dgaebgdgdal goggde,
dhodbgomnsb (4,5%), bemdbgmnwob (4,2%), 98- Gopgob abobo (ybobigmo mbgsbnBogngdal demigbgond mmasmb
b (4%), obdgmopsb (3,8%), gghdsbonpob dmdbdodrgomgosm dgodmgds dmgnadbmm. bonbhghgbm godhos abag,
(2,7%), obsbopsb (2,3%), odomonpsb (2,1%), 6m3 (Hqb3mbgbhms 29% dgmbg bimdhmdps bagsbmggmml, 14% -
abbogmopsb (2% ) s begoab séodgmasb (1,7%). 3960370, bereme 6%-abamgal 1339 dgmmbg s dgdha 30800 s0dmbbrs.
396hg3080 obobBgbo  J3994bgdnsb Badmbmmn 6 9b3mbEgbhms 62%-3s baggmeba dmgdondmds mgammb sggads ©s
Bnéabhgdol bggo®oma Hagma gpsbgdam dzatge, 3063060 o203dbs dmobpabs, bomm 38%-3s mégzebadgsabomgals
(4)0(3 obobogb 30093 bojoé)mggqpmgn ggbmgqpn dodotrors Q)Uémbo?]qp booggGOmg&b ob 03&m33(4>0000(4>36b (aom doréoals
Bmabhgdol bagbhom bogbhom Gompgbmdabomgal 67%-3s Jotoornmb, bergme 33%-3s j3beomél).
@oaobobnomgbgqy 035@35803&. 3(35(03@0 @2](4)05(536()[) 800@)030(300b 83[)603@0[)0[) bosaomg
godmzambmo hmdabhgdal 1dghgbmds (51%) 3b0d3bgmmgabos ogogabmm 0d osdnsbgdal zgmaa, gabmeb gbmopag
bogoboggmmdn dobggmap 0dymagdmes, sdadmd abobo 3mgBe7hmdgh bodebamggmmda. bmgmb 3amagge 330P396900,
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Ggb3mbpgbhgdal 1390gbmds (34,8%) bogobrmggmml bhmd-
o3l dgmomgbmeb gbms, 26,7% - 3ggmdbhgdmeb gbmsw,
19,5% - dobpym, 13,3% - 300mggg0m0b ghoop ©s 5,7% -
mgobmob ghmop. sbgma dmgdargbmdabel gehgmmo batgzgdal
béd7gdhaée d93wgabontop gedmaynébgde: bobrzgoal 34,2%
dm@al bobygddmlb dmdbobnhgdeds, 17,9% - 94b33ébogddy,
14,5% - gobormd g8y, 13,6% - 3398089, 11,5% - bmggbabrgoal
39d9b589 o 8,3% - 8m3nbggddy.

306000006 bogooemgbo  dgpos  360dgbgmmgeb bl
Sbénmgdl hbabhgmo bosggbhrmgdal bogdasbmosdn, dodeb-

dghmbomop  dogahbogm, ©ogggwgabs bmEnsmIé  3godn
Jobormma @eabimo 3033sb0gdal oghogmdgonm bmgmo
@36)0[)@)360[} 3803(\0030@350[) ggmgg. 30(’053@)0633@30 33@3303
ohgqbs, Gm3 bmgnamabo dgoaab dmohgmbdgdnwsb bodebo-
30™30 Bodmbyer gbogm Gabobegddo gggmedy dgher
393639mg31mos Facebook. dob dmobdatl égbdmbogbhg-
oab 85,1%. 993wgg dmab YouTube (54,7%), Instagram
(32,4%), Google+ (31,1%), Linkedin (29,9%), Twitter
(27,2%) ws MySpace (15,5%). bbgo @ababhgb begosmnd
4bgmgdl  (Pinterest, Tumblr, Flickr, Reddit, Ask.fm,
Vkontakte, Odnoklassniki) dmabdobdl godmzombrmas 14%.

339303 gadmogmobs bagdobmggmmb dméobhmm ogbhobe-
(30980006 0303306 9d7m0  339b@gdal dogé Jmhmogdnma
0bgm®o0ab dodobror (gb3mbgbhgdal onbhgébgbads, bob-
©MMOd ©d 330gmagamgds. (qbdmbogbhgods megnabmoa gaqe-
193930 Hobdmognbgl mazgébialb bymdomoasba bzamal godm-
9969000. 0bobo 8530dbobrgdwbgb 1-sb 5-dpg dgaelgogaly
360d369emmd 930l Bérsmdal dobgwgno (ab. bab. 2). sbomoda

bob. 2

bogoorg9emeb d7&0bdmemo ©gbpobogngdob dogé dgder-
00308987000 beagosemyto dgos dod 3900630l dodotor 53600~
g0 B60bngdol ©onbhgdgbadal, bobpeemdabs o 3doge-
290980l @mbgd0

5063 M9Lgds

Lobmmds

3059mxoEgds

% 0% o

60%

80%  100%
B doe0sb sdowo mby

B ©5dseo mby

1 bsdusere mby

B 35050 omby

B do¢00b Fs0seo mby

44

3boygmal, Gmd hgbdmbpgbhgdn dgh-bogmgdsm 330gmaamba
0600b  badobmggmmb  ¢ydabigmo  ©gbhabsgagdal dagh
39dmmog08937mo beogosmée dgps doé3qhnbgal dodato,
07930, o0bhghgbgdel bozdomo 6370036909b.

bagdebaggmmb hméabhmm 6080bdg bmgosmabo dgons
do3ghobgal  Gmmol  obopggboo  o7Eamgogmos  0dab
30633930, 07 Omamb s00d3edgh PEbmgmn dmdbdatrgdmgdo
beagoamgd 390080 hméabhmme ©gbhnbsgagdal dngh 30b-
bmbd0gmgdnm ogdhngmdgel. 39dmo sohghamo mazghdal
bymoomasbo bzsmalb 3edmygbgdam Bodatrgdmma dobzgheb-
30 33w930b  dgpgzee  gedmawobs, 63 gEbmywmo
dmdbdobrgdmgdnbomgal  brgosgmméd  dgesdn  (hbabhzmo
gggb@oBoBogbnb od@ngmbgbo boaHomgg 860'3353@073050 ogojd)m—
Gos gogob 3qbabgd gomahyzghomagdal dowgdabsb. ¢qbdmb-
©9b(g00b 7dgthgbmds 30 bmgasgmmé dgoasda dndabhzmo
©qbh0bogagoal dpgmdsbgmdel badismm mbgdg sgebgdl
(ob. Bab. 3).

bob. 3

boogoomy®  dgoodo  dadobhamo  ©gbhobsgogdob
dogmdstgedobs s dsor dog gobberdngemgdemo sgpogedol

3030960l ebggd0

bmEoseyy® dgosdo |

AOLEHTEO B o056 Fsmsero mby
©9LAHOBE309dOL B 350500 oMby

ApaMoMds T

begoseyy® 8gosdo B ©50s0 mby
OOObGH@o B d5e00sh B0 ©mby

©9LHOBsG0gdOL Boge

396bmd309wgdmeo

5dBHogmdols gogangbs

0% 10% 20% 30% 40% 50% 60%

89dmo hodmyamndgdymo HI dndmmgBal abadg3zoigd-
moE godmgaggbgm One Way ANOVA F-Test. 3ohggm
60gdo  Eogog0bgm, 7 ©odpgbop dmddggdl bogebor-
39mmb  ©qbdbogngdal dngh  gebbmbzogmgdamon  bmgos-
760 g0 dob3ghbgnmo odhngmds TEbmgma (Hbab-
hadob  330gmagomgdedg  (ab. gbbomo 4). obdgbbommds
0bom0B3s gg0hgqbs, Gmd bagobrmggmml pgbihnbagngdal dngh
3obbmbz0gmgdmo bmgosmaba dgos odhngmds 3b0dgbg-
mm30b bmmb 0035dmdb bmgma dmdabhgonl 3dogmaezo-
mgosdg (F=1,930;P=0,007).

©0b3ghbommds 8bogmndds abggg 330hggbs, md bogoéro-
39mmb ©qbHbongdal dngé gabbmbzngmgdnma bmgaswhoa
dge0o dohr39(nbgal 30dobrer sablgbgbgds dbadgbgmmgeb
bomb  0dodmdlb  bmgma  dméabhgdal  3dogmaamgdsdn
(F=1,869;P=0,011)(ab. 3béromn 5).
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3b&0m0 4

J3bmgmo d60biadol 3dsgmanemgdely bodstoggmel
@9b@0bogogdal dogé gobborépngmgdzcma beygooeydo daoas
o380l gogamgbob abdg®bozemn sboernbn

©33m 3009370 (33m0: T3bmgma ¢hédabigdab 3dsgmanmgds
bo900l bod
33°0 ‘5@3 0 df o U;)@m F p
2000 33000M0h0
bogdebroggmmb
©gb(hbongdal dogé
3obbmbzngmgdma 6,155 3| 2,052 (1,930 007
beagooemméo dgns
agdngmdo
3mIomgds 868,343 817 1,063

393gmd  g()e3dg godmgozgmoge, o7 Go  gogmagbob
bbb 73bmgmo méabigonlb 3dsgmaamagdedy bogsbdmggmmlb
©qbhobogngdab dngé gobbmbingmgdnme bmgasmnda dgos
do39hnbgal d0datrm babpmmds (ab. 3béamo 6). s0dmbbrs,
bmd obgomn bobpmmdal gogmgbs bozdome dbadgbgmmgabos
(F=1,316; P=0,008).

badmmmm, ogergnbge, dmddgpgdl o obs bogotbo-
39mmb  ©qbdbogngdal dagh  gebbmbogmgdgmoa  bemgos-
760 dgo00 dob3ghobgol dodsbm 3dogmanmgds bmgmo
dméabhgdel dgopggmmdan Ji3q308g. vmdmhbrs, Hmd sbgma
303mgbs bo3dome dbodgbgmmgabas (F=1,023; P=0,006) (ab.
3bboma 7).

bogmby sbogmadapeb Bsbl, mmbagg gsbbocmm 8q9-
0bgg93080  bopobhoggdo 3b60dgbgmmgabgdal ©mbg P o
o0gdaygos 0.05-b.3gbsdsdnbog, gabbammm 33mowgdl dmol

3bGoemo 5

36090 d760bagdol  3dogmaomgdedy  bodstozg-
b @gbdnbogogdol dogé gobberdzogemgdycmo begosenydo
dgoo  Jo@3900630b  Fododor  oobpgigbadol  gogmgbol

@0b39&bozemn 0bocmndo
©33m 3009070 33eaE0: Tbmgma dmdabihgdel 3dsgmanmgds
bodmogom
33-0b 32030 df 33006000 Flp
bodotrmggmmb pgbhnbsgagdal
dngb 30bbmbd3ngmgdmmo
beagoocmméo dgas 9930 | 5| 1986 (1,869 011
30(4)53@053(7[) d0dobron
©o0bghgbgde
3mdomgds 868,343 [817| 1,063
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3b&oe0 5

J6bmgmo  d60bdgdob  3dogemqocmgdedy  bogodogg-
@b gbpnbogngdol dogé 3obbeégogamgdaema begosemyto
dooo  doé3900b30b  dododor  onbdgtabadal  3ogemgbab
@0b396bo7cm0 0boemnbo

3303009870 3300 Tbmgmo dnédabhgdel 3dsgmagamgds

bodgemm
330 gada| df 3300650 Flop
bogoboggmml
©qbhnbagngdab dogéb
3{)“’%""4’3"3@353@“ 8166 | 5| 1633 [1,316008
mE0dIh0 390
ao&)sgd)nlianb d0dobro
bobmmds
3mdomgds 1014,087 | 817 | 1,241
3bGoc0 6

J3b09em0 d760bagd0l 3dsgma0mgdedy bogstoggemel
@9bdbogngdol dogé gobberéingengdycma beagooento dawos
0639006306 Iodotror bobommdnb 3ogcm9bolb ©0b3gGbonemo

0boemn8o
©2dm300g83m0 33woE0: dgnEggrmncn gigge
bo'ago@m
33-0b godo | df 33506500 Flop

bogotroggmml
gggbooBoBogboL\ 803(4)
8ebborbrgogegeyere 6,160 5 | 1232 (1,023 006
l)(")e()d@z]é)ﬂ 88@00
30&)53@0530[) 30dobon

38080’)({}0@360

(3E030mgds 983439 | 817 | 1204

>0dmbbes bohabhngnéoo 360dgbgmmgebo 3038000 0.05
©mbgdg, Gomo 89dmom hadmgomadgdnmo mmbagg ndmmgds
3030300

©3b336980. Bggb dogh Bodedgdnmo dobzghobgnamo
339306 8gmgge 8gndmgde  ogolzgbem, Gmd bodebor-

390™ ggbwgqpn @g&ob@gbnbomgob 803%0@33@ gg{]l)(boBo—
30ob Hodmopggbl. sdapmdag bogobmggmmda bymdgmbge

hodmdbgmgmms  bompgbmds  gmggmhmogbop  08bogos.
Jobomma héabhmmo gbiebogngdal sbhggabsl 7bmgmo
dnbabhgon, 0bhghgbogdnsh bmgosmad  Jbgmdn  gobmog-
bgdamo dombgoogo  odabs,  Jobomma
Bnéobhmma 303306030l dngér  3ebbmbzagmgdnm  dgons

do3ghobgm  §39wgdgdl bmgmoa  hababhgon bodgsmm
©mbgdg 093089396, G bmgaammé Jugmgdde sogammdtaga

0bgm&dognnom.

Bméabhmmo 30033560700l sésbomebapm odhngmdsdg dghygg-
45
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™qdb. odo()md, 33930l FgwgagooEsb edmdpabatrg, bo-
d0bmo bmgma dmdobhgdobomgal bmgosné  Jbgmgdde
dgpo  0bgm®dsgnal dohmpgds  Jobommo  Egbhnbagngdal
3qbobgd. bagdoboggmml dméabhmem 803bgbdo wabagdgdnmds
30330609335 30 300goE TbEs gooEbmdaghmb sblbgdmma
bodmegns o Jabmgmo (ababgdabomgal gebsbméizngmmb
abgon bmgosgmmébn dgpns oddngmdgda, Goi doo 3dogman-
™goab  gbm  dopom  mbgl  dasbodgdl s Fqbsdadabo
©9bhbagngdal dodebdro mmasmnbmdal bybgamb gomhgbl.

Pobodpqdodrg godmzgmggs Hobrdmopgqbl  boggmdggml
bodobmggmml hméabhmem 3080689 mbmgma hnéabhgoab
dmBoEgabs ©s 3gbodedabn badmdbdebrgdmm  di3ggl dgd-
©gmd0 dgbhogmabomgal. 33mg30L dgg3980 ©ogbdacrgds
bogdobaggmml  hnébabhmm 608bgbde @obogdgdnm s@edno-
690b  qbhnbogngoal dodotm bmgmo  dmdbdacrgdgmgdals
©03dm30090mmgo0l dgbobgd gmmomabo bgogal Hodmye-
™00g00dn, mdgamo( badgamgos dabgdl dom, gebbadmghmb
2g0mmd030 88kl gobgnmadrgdal dodromswn (hgbgbngdo.

303MJ36363V0 QNOIGIOIMD:

1. Alhroot, J. (2014). Marketing of A Destination; A Case Study of Jordan.International Journal of Tourism Research, Vol.1,

No. 2, pp.45-50.

2. Apil, A. R., Kaynak, E., and Todua, N. (2009). Product Preference Differences of High and Low Ethnocentric Consumers in
Georgia. In Proceedings of the 18th World Business Congress “Management Challenges in an Environment of Increasing
Regional and Global Concerns”. International Management Development Association, pp. 531-539.

3. Baker, M. J. and Cameron, E. (2008).Critical Success Factors in Destination Marketing. Tourism & Hospitality Research,

Vol.8, No. 2, pp. 79-97.

4. Barker, M., Barker, D., Bormann, N., and Neher, K. (2012). Social mediamarketing - A strategic approach. NV: South-

Western Publishing/Cengage Learning.

5. Benckendorff, P. and Black, N. L. (2005). Destination Marketing on the Internet: A Case Study ofAustralian Authorities.
I0OSR Journal of Business and Management, Vol.11, No.1, pp.11-21.

6. Blain, C., Levy, S. E., and Ritchie, N. (2005). Destination branding; Insights and practices fromdestination management
organizations. Journal of Travel Research, Vol. 43 No.4 pp. 328-338

7. Boulin, J. L. (2008). Institutional tourism does not elude Web 2.0. Tourisme & Loisirs, Vol. 265, pp. 30-34

8. Carr, C. T., and Hayes, R. A. (2015). Social media: Defining, developing, and divining. Atlantic Journal of Communication,

Vol. 23, No.1, pp. 46-65.

9. Evangelos, Chr. (2012). Social Media in Travel, Tourism and Hospitality: Theory, Practice and Cases. Abingdon: Routledge
10. Fyall, A., Kozak, M., Andreu, L., Gnoth, J. and Lebe, S. S. (2009). Marketing innovations for sustainable destinations,

Goodfellow Publishers, Oxford.

11. Garcia, J. A., Gomez, M., and Molina, A. (2012). A destination-branding model; An empiricalanalysis based on stakeholders.

Tourism Management, Vol. 33, No. 3, pp. 646—661.

12. Hausteinova, A. (2013). Web Site Evaluation of National Destination Marketing Organization. International Journal of

Contemporary Hospitality, Vol.2, No.1, pp.25-30.

13. Heinonen, K. (2011). Consumer activity in social media: Managerial approaches to consumers’ social media behavior.

Journal of Consumer Behavior, Vol. 10, No. 6, pp. 356-364.

14. https://gnta.ge/ge/
15. https://www.geostat.ge

16. Jalilvand, M., Samiei, N., Dini, B., and Manzari, P. (2012). Examining the structural relationships ofelectronic word of
mouth, destination image, tourist attitude toward destination and travelintention; An integrated approach. Journal of
Destination Marketing and Management, Vol. 1, pp. 134-143.

17. Jashi, C., and Todua, N. (2013). Behavior Changing through of Social marketing (Georgian Case).Proceedings of third
World Social Marketing Conference. Toronto (Canada). pp. 95-97.

18. Kaplan, A. M., and Haenlein, M. (2010). Users of the world, unite! The challenges and opportunities of Social Media.

Business Horizons, Vol.53, pp. 59-68.

19. Khan, M. F., and Jan, A. (2015). Social Media and Social Media Marketing: A Literature Review. IOSR Journal of Business

and Management, Vol.17, No. 11, pp.12-15.

20. Kotler, P., Haider, D. and Rein, |. (2002). Marketing places, Free press, New York.
21. Lee, D.H. (2010). Growingpopularity of social mediaand business strategy. SERIQuarterly, Vol. 3, No. 4, pp. 112-117.
22. Malhotra, N. (2004). Marketing Research: an Applied Orientation. 4th ed., Upper Saddle River, NJ: Prentice Hall.

46

3QMBIWNDBOBOS @O 30363V Ne7, 2019




LMBOSLW IO 8IONS BOM3IVNBANL 33BMYIBIdS LOIOCHMZIL ML CILONBSGNIFTN JBGBMITN BIGLOLOIBOL
8MLOBOHLNCIOIN 30PEI3IDNIBIBNL 1O3LIdCMBOL 3N ABS

23.

24.
25.

26.
27.

28.
29.

30.

31.

32.

33.

34.

35.

36.

37.

38.

39.

40.

41.

42.

43.

44,

45.

46.

47.

48.

49.

50.
51.

52.

Mghebrishvili, B., and Urotadze, E. (2016). Functions of Retailing. In Proceedings of 23rd International Academic
Conference, Venice, Italy, pp. 356-360.

Minazzi, R. (2015). Social Media Marketing in Tourism and Hospitality.Springer International Publishing, New York.
Mutinda, R. (2013). Perspectives of Hotel Investors on Kenya’s Competitiveness as a Tourisminvestment Destination.
Journal of Hospitality and Management, Vol.2, No. 4, pp.25-30.

Nguyen, P. (2014). Joint Destination Marketing in the South Central Coast Region of Vietnam. Journal of Tourism, Vol.1, No. 1, pp.74-80.
Papadimitriou, D., Apostolopoulou, A., and Kaplanidou, K. (2013). Destination personality, affectiveimage, and behavioral
intentions in domestic urban tourism. Journal of Travel Research,Vol. 54, No. 3, pp. 1-14.

Pike S. (2008).Destination marketing: An integrated marketing communication approach. Elsevier, Oxford.

Pike, S. and Page, S. (2014). Destination Marketing Organizations and destination marketing: A narrative analysis of the
literature. Tourism Management, Vol. 41, No. 1, pp.202-227.

Pike, S., and Ryan, C. (2004). Destination positioning analysis through a comparison of cognitive,affective, and conative
perceptions. Journal of Travel Research, Vol. 42, No. 2, pp. 333-342.

Safko, Lon. (2010). The social media bible: Tactics, tools, and strategies for business success. John Wiley & Sons.
Schaefer, M. W. (2014). Social Media Explained: Untangling the World>s Most Misunderstood Business Trend. Mark W. Schaefer, PU.
Schmalleger, D., and Carson, D. (2008). Blogs in tourism: Changing approaches to information exchange.Journal of
Vacation Marketing, Vol. 14, No. 2, pp. 99-110.

Seturi, M., and Urotadze, E. (2017). About Marketing Process Model and Relationship Marketing. In Proceedings of International
Workshop ,,Model-Based Governance for Smart Organizational Future”, Sapienza University of Rome, Italy, pp. 169-171.
Sweeney, S., and Craig, R. (2011). Social Media for Business: 101 Ways to Grow Your Business Without Wasting Your
Time.Maximum Press, Toronto.

Todua, N. (2017). Influence of Food Labeling Awereness on healthy behavior of Georgian Consumers. Ecoforum Journal, 6(2).
Todua, N. (2017). Social Media Marketing for Promoting Tourism Industry in Georgia. In Proceedings of 22nd International
Conference on Corporate and Marketing Communications: Challenges of Marketing Communications in a Globalized
World. Zaragoza, Spain, pp. 168-171.

Todua, N. (2012). Marketing Research of Consumer Behavior in Georgian Market.Publishing House Universal, Thilisi.
Todua, N., and Gogitidze, T. (2017). Marketing Research of Attitudes Towards Genetically Modified Crops by Georgian
Farmers. Annals of Constantin Brancusi University of Targu-Jiu. Economy Series. Issue 1, pp. 69-76.

Todua, N., and Dotchviri, T. (2015). Anova in Marketing Research of Consumer Behavior of Different Categories in
Georgian Market. Annals of Constantin Brancusi University of Targu-Jiu. Economy Series, Issue 1, pp. 183-190.

Todua, N., and Dotchviri, T. (2015). On the Marketing Research of consumer prices and inflation process. British Journal
of Marketing Studies. Vol. 3, No. 2, pp.48-57.

Todua, N., and Jashi, Ch. (2015). Some Aspects of Social Media Marketing (Georgian Case).International Journal of Social,
Behavioral, Educational, Economic and Management Engineering, Vol.9, No. 4, pp. 1160-1163.

Todua, N., and Jashi, Ch. (2016). Main Aspects of Service Quality in the Hotel Industry of Georgia. In Proceedings of 4th
International Conference on Contemporary Marketing Issues (ICCMI). Heraklion, Greece, pp. 431-435.

Todua, N., Babilua, P., and Dochviri, T. (2013). On the Multiple Linear Regression in Marketing Research. Bulletin of the
Georgian National Academy of Sciences, Vol. 7, No. 3, pp. 135-139.

Todua, N., Gogitidze, T., and Phutkaradze, J. (2015). Georgian consumer attitudes towards genetically modified products.
International Journal of Management and Economics, Vol. 46, No. 1, pp. 120-136.

Todua, N., Gogitidze, T., and Phutkaradze, B. (2017). Georgian Farmers Attitudes towards Genetically Modified Crops.
Economics World, Vol. 5, No. 4, pp. 362-369.

Todua, N., Mghebrishvili, B., and Urotadze, E. (2016). Main aspects of formation of legal environment on the Georgian
food market. In Proceedings of International Scientific-Practical Conference “Challenges of Globalization in Economics
and Business”. Universal, Thilisi, pp. 250-256.

Usakli, A., and Baloglu, S. (2011). Brand personality of tourist destination; An application of selfcongruitytheory. Tourism
Management, Vol. 32, pp. 114-127.

Wanjala, J. (2015). Cultural Factors Influencing Consumer Choice for Holiday Destination AmongLocal Tourists in Kenya.
Journal of Hospitality and Tourism Research, Vol.2, No. 3, pp.17-24.

WTO. (2007).A practical guide to tourism destination management. World Tourism Organization, Madrid.

Zarella, D. (2013). The Science of Marketing: When to Tweet, What to Post, How to Blog, and Other Proven Strategies.
Hoboken: John Wiley & Songs Inc.

Zeng, B., and Geristen, R. (2014). What do We know about Social media in Tourism. Tourism Management Perspectives.
Vol.10, pp. 27-36.

GLOBALIZATION AND BUSINESS Ne7, 2019 47




3OModWNBOBOY ©O 303630 Ne7, 2019

GLOBALIZATION AND BUSINESS Ne7, 2019

JEL Classification: M30, M31

https://doi.org/10.35945/gb.2019.07.005

USING SOCIAL MEDIA MARKETING FOR ATTRACTING
FOREIGN TOURISTS TO GEORGIAN DESTINATIONS

NUGZAR TODUA

D.Sc. Professor,
Ivane Javakhishvili Thilisi State University,

Academician of the Academy of Economic Sciences of Georgia, Georgia

Nugzar.todua@tsu.ge

KEYWORDS: GEORGIAN TOURISM MARKET, TOURIST DESTINATIONS, SOCIAL MEDIA MARKETING,

FOREIGN TOURISTS, MARKETING RESEARCH.

For citation: Todua N. (2019), Using Social Media Marketing For Attracting Foreign Tourists To Georgian Destinations,
Globalization And Business, Ne7, pp. 39-48. (In Georgian). https://doi.org/10.35945/gb.2019.07.005

SUMMARY

At current stage business development cannot be imagined
without social networks. The customers spend more and more
time in social networks and get most part of the information
from them. Therefore, for the companies, the social media is
a powerful tool for attraction of clients and for competition.
Usingthe social media marketing is particularly popular in
tourism industry. Technological changes in mass media allow
immediate distribution of information in the sphere of tourism.
Reasonable using of social networks in tourism requires creative
marketing approaches ensuring coverage of the target audience
to maximal possible extent. Sites of social media became the
primary source of information for the destination management
organizations. Usually the tourists trust online information and
before commencement of travel they visit the forums and online
reviews, as well as specialized blogs. Hence, there is a close
relationship between involvement of tourists’ social network
sites and change in their behavior. Technological development
and globalization of media creates new opportunities providing
sharing the information between tourist consumers through
blogs, web sites or destination sites. The destinations need
creative and powerful social media marketing strategies to
attract potential visitors. Social media helps the destinations to
communicate with the visitors at relatively low costs and higher
effectiveness than traditional communication methods. Social
media, as an instrument for stimulation is used for the purposes
of interactive marketing. Though, it is notable that there is a
growing number of visitors, who use social media applications,
creating new challenges in entire tourism industry.

As social media plays a significant role in the activities of
travel agencies, we found reasonable to find out the level of
satisfaction of the foreign tourists with the activities of Georgian
tourist companies in social media. Market research showed
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that of social media platforms, among the foreign tourists
the most widespread is Facebook. 85.1% of the respondents
use it. It is followed by YouTube (54.7%), Instagram (32.4%),
Google+ (31.1%), Linkedin (29.9%), Twitter (27.2%) and
MySpace (15.5%). 14% of the respondents use the other social
networks (Pinterest, Tumblr, Flickr, Reddit, Ask.fin, Vkontakte,
Odnoklassniki). Study demonstrated interest of the respondents
to the information provided by the sites related to tourism, their
trust and satisfaction. Analysis shows that the respondents are
satisfied with the social media marketing offered by Georgian
travel agencies to certain extent.

As a result of our market study we can conclude that
Georgia is an attractive destination for the foreign tourists.
Therefore, the number of repeated visits to Georgia increases
from year to year. In making choice of Georgian travel agencies,
the foreign tourists basically rely on the information in social
networks and word-of-mouth marketing. Though, interest,
trust and satisfaction of the foreign customers to social media
marketing offered by Georgian travel companies are at the
average level. Therefore, foreign tourists evaluate media
marketing activities conducted by Georgian tourist companies
as average and this underlines insufficient activity of Georgian
tourist companies in social networks.

With the help of marketing research obtained levels
of interest, reliability and satisfaction of foreign tourists in
relationto social media marketing provided by Georgian
destinations.On the basis of analysis of the research results
statistically significant values were obtained that show influence
of the activity, interest and reliability regarding to social media
marketing provided by Georgian destinations on the foreign
tourists’ satisfaction.In the work statistically significant value is
also received reflecting the influence of the social media activity
provided by Georgian destinations on buying behavior of foreign
tourists’.
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