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93393560 90935 0969B0gw0  593H30EJOL, MM 3md3gol  39EwgdbHy  S0dmBgbowo
Do6096M900l dobgzom, oo 533HMMYO0 Joensgdo obmgz®mqdargdols Lbgoslbgs i39bs ogm.
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©M9356gwo  gmGdom  MOLYIMWo  bmagosewyOo  Jugwgdo, s odds  Mbos
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Omd  bemgoswy®o dgool F9ddbol smzws x9gh 30093 99-18 Loy3Mbosb 0fygds,
MMy ©oE  dsbdowbg  0bxzmOTs300l  dofim@gdsls s dowgdolbomgol  dgoddbs
A9w9aMsdo (Ritholz, 2010). 8mag305690000 9339 MO9OM s 39w930B0s 25dM0Ygbgdms
bLemEos Mo 0bEHIMsd300LmM30L. 00 39HOMPOLMZ0L LMEOSW MO XyRBgd0 0JdbgdMmEs
LogOmMm  POMYOMEdJdOL,  O(HIgbs-odMI0WIOMEGdJdOL  Jobgzom b LogMH ™
3Mb6%30g@gdLs o 99mf39390Dg Lod®mOL asdm (Rimskii, 2011). asbvyero bomz«bols 50-
056 §9ddo obogrgmdo  LyEIIBRMbm  3mb68gM9I6309d03 0TIOMIIMS.  OHMYME3
500996, 8500bsg 30 9HgObgdbab bozgmgdo Ls@guwgnmbm 89@Egmdobgdgdol gmbEol
3939b35L o 30650 T9EHYmd0bxdgdol deMmAgdoLs 011) 3EIdLEIOOLMZ0L dodmyqbgdsls
(Borders, 2010).
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dmboBMgdgd0 (Tremayne, 2007). gOH-9600 3060390 LM EOSWIHO SGBOL Togowomos: Six
Degrees (9J3bo bogzgbm@o); BlackPlanet (85303¢0069@s); Asian Avenue (5509960 453D06M0),
MoveOn (go530dgarg). 4mggero domysbo dmdbdomgdegdls Lodrsgdsls sderggs dbyoglo
0b@9MgLol Jmbg Lbgs 5305693 9HoMBMgdobsc 3360 35305. ¥983Es Fom0 FMOZ5M0
©56036mgds  LoBMPsMYdMH030 3583560900l  HomBmgds o  Loxs®m  3mEo@o3ol
5Q3M35G06M9gdS 0g™M.

21-9  Lom3mbol  sLLPyoldo  Lm@EoswrwmGo  dgool  sdbgdo  LHMogs©
39965350nqMMm3bs, dgoddbs Wikipedia - Lobsewbm 9bzozwm3dgoos, GmIgeoag wgbsg
0639Mbg@ 9mabsMgdEgdol doge 89Jdbogro 0bgm®mdszoom LsBOMMdL. 2001 {gerls
d904dbs sky blog o Friendster, bmgom 2003-o Myspace, LinkedIn, Hi5 o 339 2004
Derosb ®golsmzol 3bmdowo 3ws@Bm®dgdo - Facebook, Youtube, Myspace, Twitter
d90ddbs (Junco et al. 2011). ®goLsmM30L Y439wabg FBsmO Lobsgrolm s FolsGMNMOO
3odygm®mds TikTok-o - 2016 fgel Bobm®ds GHgdbmermyom@ds 3md3sbos ByteDance-3s
03940965 (Marketer.ge 2019). dobo 30Bsbo 0gm dm3wqdgEHMo0560 (60 $o3509) 300gMgdOL
394960l s 2960531930l MBgds J0g35 FMIBTsMIGOgdOLMZOL.

331935 3obobosgl bogoMmzgemdo LmE0SEMOO 3eOGRMOTGOOL G3MEIME0L O
30639 JoM00 Lm0 6 Jugwls - mdowobol Bm®dL.

30603900 0530l dgmMg J39mogzdo - 0bxm&Hdsgool  Jdoegdolb  fysegdo s
909063 9¢0 36:6980b 025530L98-9%98980 - 336bOME0s LM305WOHO Ggo00l, MMM
3M3960353008 3603bgemz560 9egdgbBHolL - sObol Lobmmds s Mgo@0bygdo, Gos
390059%Y39@05 90000l Bg53 960l 9839JE05bMdbY.
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3™03996035309, 068mMA5:300L 2o33ws (Brydon & Scott, 2008). 356 39¢0bgmeo &Hod@ozgdl
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9930059 8dEo3M0  0bLEHMMII6E0s. LHimGg 580@GHMmAss  GHMOOE0o 890
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9mdb570w0 363 I6EHOL 2930 EIEGOL BLMEOSMMO sOBHJO0! 30™dIb (Internews,
2021).

0bgmMdszools do®gdolvls  360d3b9wmzsbo  BodBH™mMos  LyobBMOIsEzom
0gomml/oGbol Lo®fdwbmmds s LobmMds. B3zgb JogM Bo@e®mgdwwo 33¢930L 99 9a9J00L
dobgz00m  bMmdol 3Mmbom  BHGOIOEOWo  9gE0d  WoEIAHMBL.  MYL3MEOIBEGHS
36530 gLMds 53dMBL, MM 9bEMdS FHYarg30Dosl - 55.8%; 0bEHMbgE) 499m39dsL - 31.3%
@5 30OmBLOM 3oGBMMIGOL - 22 % (ob. ©o0sa®msds #1). 33wg30L  50bodbeo

990093990L  56039G0baM Sb3gdBHL vy gobgzobowsgm, bsmgwos, GMI  GHGMOOEOYIE
9900bL  99tmggbgoom Bo@9MGOME0/50vdgdmo 5dGH03MdIO0 FOE0WGdIOm JBRIJGHMOO
0946905 ULobmmdol dobgzom, 0Mdgs  9ME30YdIos oo bmaosey®  Jugedo
06393M0M905,  Mosb  FmIbIsMGOGIOLM3oL  0bBMMTsgool  30639wfgsm™mUl
LM E0SEMHO 3905 oMo gbL.
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0ol Lodseomggarmdo Facebook-0 ¢ro@g®Hmdl, Aol 2.7 dogrombo dmdbdsmgdgeo 3gogl.
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Istagram-o (85.9%), o3 9mdbIsmdgerms dogh 4s9mygbgdven (58-57%) Gom©gbmdsl
0omddob 30%-000 MLHOIOL. bbgs 90bgd0@sb 8mdbIsMgdgwms 36M9x896M96309dL o
956039396M900L dogh TgmBgme 5MbgdOL JmMoL osbMmgdom 3-x9M OO LbgoMmdYs
LinkedIn-ob 953myqbgds®y. sb9g3g 29bLbgegqdss youtube osMbOL  godmygbgdols dbGog,
9mdbdoMgdegd0 5060861396, GO dmobdstgb ol (55.2%), 0md3s 56 3939MJd0L bMmErMm©
39% 0ygbgdl youtube-lL OBFMOT>300L  @ozM(3IJIOL  SMbOE.  MIZMS,  MHMI
dmIb3s6gd9d03 s 356393909003 MgoEH0byM sMOHHIdL SJE0MS© 0949bgdgb Moz3056m0
306500 0v) bygdosbo JoBbgdolm30L.

33w935do  dmbsforg  Fo6393H0baol  L3gaoswolBgdolmgol bmEoswy®mo  sMbols
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06¢9gMglo  36M96ol/3MMm©dGHol Bodsdm. slggg 956393 gMgooLmzol 360369 mgsbo
39dBHMEO0s  3EoGBMOTS 099l LT gdsll s  dmdbowro  oyml  Lbgsolibgs
360OMmJAHoL 39639306 Mmo  BodBHoggdol  3oblobmMogmgdws. 3  dbMog,
9563930bgol  B3gEoswobBgdo  JoGomwo 303356090030l Mo gMbosBHogzm s
6909356396 Lea305ME 3EoGHBMOTo dLobgwqdgb Facebook-U o Instagram-b.

306390 09308 dgLedg J3gmsgdo - 3699690l 8969(06980L fyster s Gobo
B98530¢7960L 390U399903900 - 256boErMEos 3636096@0L Fyommls 860d3zbgwrmds, Losg
5060, O3 Msb53g9MH™M3g 35639306330 BLEAMIEIFOMEO BogEMM0s dOMYBEOL 0doxo
@5 3oL 3OMEJG DY IIIOMO saMbTsMMYGOs FMIBTMGI9dOL FbGOWB. 0bEoz0YdO
XIO  36OHm©OMIGoL/Lgm30LoL Tgbobgd Lbgsms Fgbgmgdgdl 9Ebmdosh, Mgo@obagdl
583509996 s 999 005396 dolio Fgdgbol A5sfY39EH0WGOL. 5JGHYISWIMH0S MTBOGOSEIME
LS50EJOLS @S 3MMPYJEHOL LMEOSW IO F9EO0S 3390IODY 49bMI3LgdMEo 0bTMEODsE300L
D9393e9gbol dqufogers (Burgess et al. 2011). d56393H9M9dds 500mopobgl, MM AoLSOMMO
15O gdgd0oL  5MBY360L  4539009d0LSL, B0ETGOOL Mbsob M®goE0bal  9sdPY39E0
96039369 ™d5 5943, MYmEmOL 039 565 ol HMBYEr0dg o06EGEHYHILYdMo oMo (Centeno et
al. 2015). 538 ©9030b90L 30 Lbbgs Mogomo doymEmgdgdo Jdbosh, Mo3 dmdbIsMYdgdol
9mD039L5 5 R9HY39G0WgddDY SLob35L 33m3900.

GOgOM 390580 MgoE0bagdol s FgRIBYOJOIOL  293MEIEd5T  IGROL
0331935M900bm30L  SJGHeMo  Jombgs  §oMdmIgs,  LmEoswrm  d9osdo
393639 gdo HMIgeo 3mbE6EGH05 MBMM 9539dBME0 - dmbdsegdcrols doge dg4dbocro
2026099690 (UGC - User Generated Content) 2obsgom o0bgm®mdszos, GMmIgog
9mdbdoMmgdegdol  2odmEEoMgdsl, dso  doge  BM3M3gdM O J93M(EILYOME
06g3m®3o305L 9yMHbmds (Luo et al, 2014). 0w Gs@399900b 8096 d9fdbocro 302699690
(MGC - Marketer-Generated  Content)  {fo®3mo@pagbl  dG9bOL/MmMs60BsEoO0l
9563939M900L mv) 3m3mbogzszool d969xgM9d0L dogH d9ddboen 3mbFBHIBGHL (Liang et al.,
2020).


https://link.springer.com/article/10.1007/s10796-017-9810-y#ref-CR13
https://link.springer.com/article/10.1007/s10796-017-9810-y#ref-CR17
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33193990l 3653 glmds 59330390L, HMI ImdbAsMgdgwms d0ge 29b9H0MYdMEO
363 96¢0  MamOHm  LLOFIMbMS, 3000609  ILEMBLMGMGOMo  3MbBHIBGHO.  FYBHogE,
5L3MBLMEMGOMOo 3mbEI6EO 0§393L M0G0 MO STIXIMJOWMOOL (3:EBOL
39943H0IM905L, M3 BOEOL Hobsomdgamdsls M93esdol Jodsdmm, s bmy F9dmbggzsdo
MROM 300GH03M® ©S 5ga930M® 25dmbdor©mgdsls 0{)39g3L. glodsdols JmabIscmgdEol
9096  39b9m0MGOM  363HIBBHO0  MROM  Foowo  BYYo3wgbom  bsllosmgds 30069
5L3MBLMEMGOMO S FoM39BH0bMWO 3MbBHYbE0, HMIGEdo3 F90dwgds Lofoboswdgam
9989940 3odmofizoml (Mullet & Christandl, 2019). Gogo 33w93900L 999agdo0l dobgwgom
MmM039L, OmamOE  dmdbIsMgdol  dog  g9bgmHomgdme  3mbEGHIBBHL (UGC), sbg3g
956393 ™ma 0l 3096 496900090 3063 gbEL (MGC) Bgao3wgbs 5J3L dmabdsmgdergdols
3900509393 0gdol domgdol 3OrmEqLbY.

B39b 8096 Bo@oM9dm 33093530 dmbofiorg FoM39BHMWMYgdol MMM
doohbg3l, M3 dmIbIsMgdgrms  Foge  4969MH0MmGdMo  3mb6FIBGH0,  OMYMOOES

“09x35L9d900” (reviews) 360d3690Mm356 B39l SbIbL 3mEgb30we dmMIbTsM9d9WbyY.
01939,  MO39O3  JOMbMMmdgb  Fgx3oligdgdl  3OHMYYIEHoL/LyM30LoL  dgdgbolsb.
399300bMMogsb 9O gd0 5005MG096, O™ by m3zbMs 99mJddbosm ©sId0MO
d995L90900.  FMIBTsMGOGOOL  LEbEMMdy  dMGBEOlL  FoM3gBHgMgdol  Toge o
dmdbds6gdcrols doge dgddboro 30mb3HIB6EHOL 30O PM0MJIol MBS (0b. OO
#3).
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QO05yM50s #3: Bo639GMMMA9d0L s FmIBTsMGdoL dog® 89ddboero 3mbEgbEOL B0dstr0d Lobmmds
Pgs@02: 0380305 589829¢705 33920l 809, 33¢7930L 89009896 B9 ©39HPOOMB00D

33w930L 990093900 230P39690L, MM Lsdmserm bomds dGM9bols doge d9ddboen
3mb3H96BHDg 90L 3.88, beaerm dmAbIsmgderols dogH dgddboer 3mbEGHIBbEHDg - 3.58, Mog
0059 909356086900, O™ v 3mbEGHIBGH0 9B9IJBHIM0S 56 5d3L 360369 ™ds 306 SGOL Jobo
533™O0.

653GMm3ol  JgmMg msgdo  T9BsLYdM0s  SMEOGHMM0sDBY  LgadgbdoMgdmo
bmEoser®o  390s  3mbGHIbGHOL  ™o30LgdMMYdgd0 S BYysgwgbs dmMIbASMYdYMS
Jd3935%g9, OmIwol  306M39w  J3gmozdo - Jobbmdmogo  soodmGools  dg@hgz0b
bA®39980980 ©5 0530U982998980 - 355655¢00DgdMos 3mIMbo3gs300L dgmeg gargdgb@o
- 379OG™MM05 s dobo bgadgbEoMmgds.

LeEosw YOO dgool Imogz5Mm0 ©60dbEgdss JMmbIsMGdWGdIMSE 3m3MbozsEos
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B53GMdol Agmg mogz0l dgmeg 9390330 - dgool bggozemgbol Hgbogbsogdo s
do®0ms@O  JodsGowem98980 - dobbormeos  bmEoswy®o  dgool  Hgys3wgbol
09mM0g00  ©s  domo  Bgdmddggdol  bsdobbo  Lods@mzgwmdo  dosbmz®mgdge
dmdbdo6mgd9bY.

dbmdG030 9900l odBHoMo  JmbdsMgds s  of  bsbsbo  BogmEmndgerls
399939853908 AbmREIbg39wmdsl  (Bryant, 2008). gsdmd«dsz980b 039000l
dobgz00 0600300900 “GgocrmE® Lodysmmb” 500d35996 s bgsggh 03 LyyHsmgdob,
33919993900, bo@gdol, 0gMEmyooll dobgzom, HMIYMLIE GJwg3z0B0s LXOgsDMBL
doo  (Sparks, 2015). @00m3353900L  0gmOHOOL  LEGHWMOs  bmEosmo  Igool
D993 gbol x30dLB0MYGdS, Mog 50bodbmEro 330930l Logsbos.

99005 30l dMIbTsMgdgerdo 005330l LYYMHZ0WLSE  S030dgdL,  5sd0sBYdO
bb39dbg/go090mby  ©533003900L  FggEs©  ImJdgadgb. Lmgoscray®o  Lpszergdol
0292500l BowMbMB0s 593H30390L, OMI 5s30sbo Bogemdl bLb3zsBg 330603900l o
Lbgoms dmddg909dHg dodsdgom. 2020 Fgwl B396 3096 BodsMgdeo 33¢0930L 9900039dds
399053w0bs, HMI Mo MBROM bdoMsw 0Y4gbgds MgldmgbEo Lmizoswme Jugagdl, doo
MROM 5IMJOS B3N 3L bb3s 55305690, 09d3gs mogol Abasgl 0boz30gdL
MROM  5M9ds ™ozl (M=3.15), 3069 3Ebmdow 5@sT0sbxdL (M=2.12). s80@HM™ds3
956393 9M900bm30L  db0d3z69wMm3569L0 obs BOBEMIMOZ0 SMEOEBMMHOOL 0MR3w03
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dgmgxzo  dmdoansdggdol  J3g3oL  dglhogws o FoBg  BmMagdero  dqLsdsdobo
956393060 5940300900l gobbme309egds.

8900b bgps3wgbol 30@I3 JOMO BSONME FZOFILIIYo ©d Fgbfjagwrowro
09NO05s - sGobol §97dbol 09m&os (Bryant, 2012). 53 09gm®ool 8mogsto 3mbggnaos
5oL ol, MHMI LIBMASOMIOIOL 0bBMOTIOMYGOMEEMBsDY ©9db0T369™3569L BgAs3egbsL
5bgbl FolMdM03 LHObFMOTsz0Mm LYW gdgddo oo 0bxMETs30s s 3oModom,
LoBMYPSMGIOL 533905 MHYHBMBOMGIL F905d0. ,,58060L T9ddbol MmgmGool” dobggom,
990000l F0b55MBO  2oblsDP3®magl LEBMYSMGdOL Fogh obbomE M9dsdo3sl - o3
MBOM  9JBHomo  dMdgds gy vy ol gds, To NFOM  SIBHMOWMO O
3600369035605 ol LEHMASIOMYOOLMZ0L. 3393900l dobgz00 sIMAbEY, MME 09ds
59399 H0 bgds Mg ol 390 L3 gdgdolL §odyzsb MHdM03g0d0s/8390M©dDY, Lbgs
d90mbg93580 dmabTsMgdgew0 3963 30 59RbY3L L.

9900L Bgye3wgbol 30093 gOMO MM - Jelsdy 306y Yggsgargbs (Bryant,
2012) 809900m90L 0bogzool doge [oMImEygbsHg, GMI Mo0dg dmgzwrgbs, As6M9dm
RogHMMJO0 s 3500 FmMOL BoBgeg30Bom 203995 Bb35Bg (8gLsdyg 306bg) sbgbl
D9393w9gbsll o 9MLMEIL/08305m5© L3 MOOZ ABDBY. SFoGHMId3  9sT0sBYdO 5O
30WMd96 0530 89035306 doesMBdBY 4900 0Erdgdol BobzoLsh 56 b3
LM E0sO Jugerdo EIHBOBRMOTsE00L F53000b30L296. OLOBO WIMFIMBIOMO 5G0B, BT
0991653 3O080bso, MLsFoMMEMdS FgodEgds bbgsl dggbmb, doa®ed s6o dsls. B3gb doge
BoGoM90M@0 3309308 J0bg3000 OIPILEMM©S S0b0dEMEO MYMOOOL sOLYdMdS (0b.
©OoaMs8s  #4). MH9L3MYBBHIO0 50 YOHI6, MMI Tgosl OO BYPeggbs  5J3L
060030000l d9bggdsHg/3bmgcmgds®g (59.4 %), 0mdgs gb 50 gbgds LS3IMMGOZ dob.
dbmemo 10%-35 ©s9x80JuoMms, M®A dgEosl Jgodergds doe0sb oo BgRsggbs
3Jmbgl dol  gobHgmdobg o AMBEAHY39MISDY.  godmEol, MMI  BMYSI©
50580569035 033006, OMI FHMOOEOWMWO ®Y) bLMEosIMHO F9gEos OE bYRs3egbsls
bbbl 5530560l FgbgIegdsly s F9BHYMdIBY, BogMsd bAoMs BoJMHMdI6, MM 9u
43909539600 Bb3sL gHgds O 9GS 1535 To0.
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B Lb3s®y [ RI8%B)
60

40

20

LSIMOICD 3 930M) bsBMseMeL [Celeluele] dagmnsb coogon

@033650s #4: “Gobsdg 3069 bgaszergbolb 360bz030l” dgzslbgbs

PgsG02: 0380305 589829¢08 33920l Fog6, 33¢7930L J9©09896 B9 ©syHLObMBOY

05365359 50)9gO0wo dmbszgdgdo 0a30000m9dL, MM M3 56O Mbws B3RO
3M0bOsm LEBMYPSOMGIL, OHMI G905l OO DYYO3eghs 9d3L oMM omysbby,
0bobo 35063 393W09x9MJOIgd0 09698056 5 08gb M93csTol/ObFMEOTo300L/0dEH0ZMdIL
90009096, 599bLsE F0sfmgd9b Lbgoslbgs dmeo@ozm®o vy dsMm39E0bymeo
5d3H03md0l  GoMgddo, Bmoz35M05 Fs0m0  0bGHGOLo  goBmofzoml s  BIMMMEIMDS
239HMHOMU.

@000l b3oMmsero 8cmgddggdl LmEosw )M Jugando, MHMOYLE 5©sT0sBIdO MH3L
03539996 9mLsDBM9d900L godmmddolsls ) 53odMMmdIb, M »IMOZwgLMds b3y BOBYS.
bemEosy®ds 390509, LOsE 06@030©JOL  Bodmogds o430 (3MEbsE  olgMlosdo
Boghomb s Lbggdol sBM0 dmobdobmb, sd@GmoMo aobo@s s©0bodbmwo mgm®os.
539603580 BoHo6mqdmeo 33093900L d0bg30m, M3 MBOM 93980MO 0YM 453M 3390000
X3IBoL 256(ymd900, oo MRO® o3l 03539000696 060300900 oBLL35390ME0 SHOOL
©5530JL0MYdOLYs6 Facebook-Ls vy Twitter-8o. 9dM3glmds  OLZMLOsdoEg 3O 96
9639005 S 049bgds J9M0YdOL 3meo@o3sl (Matthes et al., 2018).

39000l Bgyo3wgbol MgmEm0gdoL gobboergol 9939y B3z9bo Fqlfogerols Logsbl
Do0moagbs, 0 Mo Dgaog3egbsl  sbgbl  LmEoswwmo  d9Eos  FMmbIsMGOYMS
3960gmdgdls o  390WEMIMdsHY. TgLodsdobo, BsdMMAol dgmeg bsforols Tglsdy


https://journals.sagepub.com/doi/10.1177/2056305119855139
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3905300  2530b0wsgm  bmgoscraio  Ggoools  dmdblstgberol  Jgzobg  bgdozergbols
0530U989698980.

bbgoolbgs ML Bb3sslb3s J3999bsdo Bo@oMgdmwds 3300939035 3bowym, GMI
beEosgr®o  dgool  0b@gblove  dmbdotgdsl  Aoblbgsggdmeo  Bgyo3wgbs  odaL
dmdbdsMgdegdy. 2014  Fgooll 939003900  933¢09356M9d0lL  FoghH  BoBotmgdv)cno
3odmzombgoll  dobgzom, Mmool FoMawgddosg  dgufegerow  odbs  gqoldyd
9mdbdsmgdgo  BEGHMIbGHJOol  LmEoswyGo 9900l  JodsMm  IIM3I0YIYGDS.
0330935609005 50dMB0bgL, MM Moz »RM™M dgBo IMobIsmEs LBEYIbGHO LME0SEO
JB9eb, dom MROM J30MEIOMEs Jobo M30mTgBsLYds (Vogel, 2014). dsbsdwyg, 2010-2013
H9-00 Bootmgdmands 33¢09390ds 30 B396s, O™ LmE0sE MO JugEgdol F5Md0 Jmbdocgds
003936 ©93M9L0Eo bolosmMol BOELL s bM3OIOom  3059MmBOEGdOL  9dE30MGISL
(Feinstein et al, 2012).

2020 §9geob (356gdool Mmb) Bz96 BogH Bode®mgdmo 33eg30L BoMwgddo
50600, (OIuYs! bLMEosSEOHO dgools dmbdoGgdol 06@9blogmds
OHM0JOMIINI0IOos  ImIHToMgdol  M30mTgRIBYOSLY s 3bmgdgdom
305945300 gd5bmsb (0b. gbGowo #1).

2020 Hgero 298my969ds 5JBHoOHMdS
239M936md0m 305ymz0egds r=-024 M=3.36 r=-0.07
396009600 3054MBOEGdS r=0.10 M=494 r=0.22
306500 3bM3Mgd0m 305gMmFBOGds r=-0.10 M =4.96 r=0.10
MOHOOJOHNMIJO0M 305YMBOEIdS r=0.01 M =5.62 r=-0.01
§omoBgds r=0.07 M =4.81 r=023
DYoo 305gmRowgds r=0.03 M=5.13 r=0.20

3b®ocro #1: begoserryio dgoools B9as3¢79b5 3bm30398000 30599001985 BY
pgsea: 3bGBoero 894060¢r0s s3¢9mob o9, 33¢7930L 89009896 B9 @syHObMB00
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33w930L  dobgzom  Lods®mgzgemdo  (33¢0g30L  dmbsfowggddo)  sbmg®mgdom
30594mxz30gdol  Lodwmoewm  bodolbbo  (M=5.13 7 J9wosb) Ubs30sm@  Fomoeros
M9L3m96EH90T0. 3MEOGEs30s  2oblbgozgdm©s IMIbTMGIgwms Fogh  LMEFOSTMO
99000l 359mygbgdol LobdoMmol s LeEosW MG Jugerdo 5g@03md0L JgLodsdols, B3
LobdoMg gmEolbdmds EOHML, MY) M3 bobls dmobdstmgl 0bogzoo LbmaoswM
99005 s 5dBH03Mds 3olbdMmdEs, dol Joge obbm®mEogwgdme 5g@03mdsL: 3mbEo,
239B05MGds, ©7906005, ©93MIGBGHIMOS o 9.0. Lemz Jugeol A5dmygbgdol HBOHEILMD
9605 I30MHYIMOS BoMMIMO oMgabmdom 3dsgmgowgds - r=- 0.24 (M = 3.36), 00935
beEos YO Jugedo 5dGH03Mds 256 339MIWHOWSE 3D SBLYIS 58 QobHYMdIL s dog0sb
93069 M5MYMR0MO 35380600 IBOJLOMES BO3NMmO LBbgmwom  305gmBowgdsls
LmE0sO Jugedo 5J@03MdSL dmeol r = - 0.07. Modygmzgomo 35300600 «Bz9bs 30650
35™3609000 3059mi30egdsl r = - 0.10 (M=4.94) 5 LemEoswwmo dgool sdmygbgdols
LobdoMgl o, Mo3 4rIolbbIMdL, MM M3 MBOM oMo JmobdsMgb dmdbIsmgdwgdo
bemEos O d9osl, dom bs3wgdo 5430 306Mso 3bmgmgdom 3dsymuoeqds r = - 0.10,
beem o3 MRO™ 5dGHoOM™Mdb 9053060 LmE0swwE Jugedo, Jom MRO™ BBl YdS
306500 (3bMm3Mm9d0m 3dsgmzowgds - r=0.10.

QOQJOOMO 3MMGES305 IBOJBOMES 35009M00/BoABb MG 3059gMBOWGdSL OO
bemEos IO 890530 5gGH03MdsL Mol r = 0.22, 5939 ©IO0M0s 3538060 B3P0
05300 §96353H9000@ 503l s BmEosEre Jugendo bJo® 59EH03mdsL dmmol - r=0.23;
DMPoo, (3bM3M9000 305gMmBoWwGds3 FoGHMWMIS, MMEILSE LME0swwwE d905do
06003000 5JBH0MOHMDdEs, 3000609 OMEs 0949bgds. LrmEoswMo Juguol sdmygbgdols
LobdoMgl s LmEoswr®  Jugedo  5g@03m0osl Mmool 35300600  IBSE0s,  MI3S
©5900m0: r — 0.23, 353659 d5¢05b oo 56 5MHOL U WMY0IMMO 353806M03. 9939
50Lsb0dbs305,  MHMI  BmYssE, (bmgmdom  Jdsgmxzowgds 5+ 7 JM0osb)
913963900 78%-05 580JLOMS.
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2022 figeb (35609300l d90pmd 396MH0Mm©ado) Bo@o®mgdywmo 33930l G9w9a)d0
3b5EMP0ME0s.  2odmzombmms  Bobgzs@o  (53.5%) ¢ dorosh bdoMo  0ygbgdl

bemEosE)® d9osL, dbmemE 17% 5dGHowmmmdl sbgmogg 0b3gblogmdom. Lsdwowme
913963900 5 JME0sb 4.27 063 blogmdom 0ygbgdgb LmEosErME BgOSL WS 5-sb
3.2 LobJoMO” 5dBH0OMIIE LmEoSEXME Jugerdo. Fgbfiagarol Logsbo bLmaoseMo dgools
dmbdomgdsl s dsmo  3bM3Mgd0m  35gMmR0qdsl dmMol 39533060 oIbs 0y
Sb3MdMO3  FMoodo. dggao©, 14 - 25 (arsdg - 9M9abmdom  385ymzoegds
593HoOmMmdolols r = 0.22, Lodmowm 5 Jmams; Bmaeo  30594mBowgdols  3mMm9gEsE0s
5930OHMIOLOL RO Foo0s 1= .29; Bodmowrm Jmes 30 - 5.1-09; ®3008985L9gds3 = .29
m = 4.87 (ob. sbMogo #2).

24990996905 Lbbgyyeoom 3b™3zmHgd0m bMmyo©o
30594M3z30eg0s 30594M3z30eg0s 0300089535590
0505 Z (14 - 0.04 0.12 0.12
25)
0505 Y (26 - 0 0.3 0.4
40)
®omds X (41 -
56) 0.17 0.25 0.31
0omds BB (57 0.4 0.35 0.44
+)
5JBHoOHMBS
05005 Z (14 - 0.22 0.3 0.29
25)
®omds Y (26 -
40) 0.1 0.14 0.2
®omds X (41 -
56) 0.23 0.26 0.27
05mds BB (57 0.58 0.5 0.34
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+)
Lsdugsenem

Jows
®omds Z (14 -

25) 5 5.1 4.87
®omdS Y (26 -

40) 5.45 5.3 5.3
®omds X (41 -

56) 5.2 4.9 5.3
»omds BB (57

+) 5.2 4.7 5.2

3bGOEO #2: LeOEosE MO IgEO0L Fdmyggbgdol bgaegwgbs 3bmzMgdom JoogmBomgdsBy sbszmdMg FHowdo

Pystoer: GbGHOro G94060¢r05 5309020l Jog6, 33¢7930b F99890 b9 ©syHPObMB00>

3b®owdo dm3gdmwo  dmbs3gdgdo  235d¢g3l  LYFNOEgdIL 3913365, OMJ
95050 s Bodmoem  3MMGEs30d BoJLoMYds LBMEOSXMGO dgo0l  godmygbgdsl,
5JBHoMOMIL o 3BM3MGO0m  30594MBOGIL O M30mTGBILYIL dmMol 40+ sls3zol
0b603090d0. G553 T9ggbgds (3bmzMgdom  30594MmBogools LBodvswrm  3M9BO0E0IBAL -
Mmmb0gg 00mdJ0 B53T9ME FOWVWOY.

39690l 3M9Pbom MY) 2535965¢0DYO®, A9M339MNWHOWOS© 9Jo3 ©ITROJBOMOS
39609gmdgdl dmeob Bbgomds. 8585353900 MRO® d0MY30¢bo 56056 Lemosw o dgool
D9393w9gbol 398 9mgd3696. B0 3MMHYWHE0s ITFOJBOMS BMYS M30TGBILGIL
@5 bmEosEmo 9900l godmygbgdol  bLobdomgl dmGol (r = 0.22). 9585353900l
0300399851900 0BOYds, HMES bIoMms 09gbgdgb LmaEoswy® dgEosl. [1g3g 0bBMHIYdS
Bbgmeom  3dsgmgogds (r = 0.26), gbmgdgdom 3Jdsymgowgds (r = 0.23) s
0300309935905 (r = 0.3), OmEs obobo 9JBHOMOMdID LmEosw® Jugedo. Jowgdbg 3o
3b™3MH9d00m 3059mR0gdslmsb (I = 0.19) s 1300089535L9d5LMD B0 J3MMGES30s (I
= 0.26) ©o330JLOMES. 9453 ©o©JO0MO. 360d36gErMm3506s 503600bMm®, GMI GMYMO3
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Joegd0 51939 0595353900 L3NG MO3L, Lbgml s 3bM3MYdL 7 Jreosb Lodwmsewme
5 JMeom 5x3519096.

9mdb3s69d9wms J3935D9 B9yo3w9bol 3Mmbom goblibgsgzgds 33069 Jodsdmbydl
Qo 3585353390 ImE0L, md3Es OO Bb3sMds IxodLOM®S BHZsILBZS MOMBSL FMMOU.
60056Md0305, GMI dg0do 39dgM9gdDg LeEosH FgEO0SL doEr0sb OO BYYs3Ebs
5J3L @5 g 39bmagLgd M 0bBMMTo300L, Fom SJEGHOIOMBSL FgdE0s oBIGMEOML Fomo
353609000 3059MR0dS s MZ0MTGRILGds. LTS BYRO3ghs 5J3L Momds X-Bg o
LSYODME 5O EOIROJBOMES BYYO3E9bs F0gb0sEIGOLS O MM Z-Dy.

659MM3ol  dglsdg osgdo  asbboos  98gdBHWMO  3MmbBIBE FoM3gEHobgol
UGHM33930900 5 B339l 153019349M9d900 LemEosEME 390530.

Do@0mppgbocro mo30L  doMgzgen  Jggmegdo - 369960  Fst39¢90630b
obly®9896(9900 @5 05656900639 UAM5H980900 - 35Bbomos 993609609008 o
3653@H03mBYdoL M35wom BbIBMWO 3mbFHIbE 639G 0byol 860336gemds s dolo
A65003E0ME 356 3930by0b 9oMgds.

3639b@0 0039 “G0bssMLO”  gmeolbdmdl yzgms GHodol FoBce  Fologrsl,
OmAol  Holivgombo,  Lobobogs,  Tgbolfoges vy  20dmbo3EIWs© 39300
9dmdbdomgdgero (Wuebben 2012, p. 5) 3083606 3e0o@dBm®mdsbg. bLemEoswwe dgosdo
2396053L90wo0 3MBEHIEEHOL B3 gbols LodErogMol bsGolbBg 293w gbs 543l 3mbEHIBEHOL
doboboomgdengdl (Schreiner et al, 2019). sbgom sboLOSMGOIGOL FoMIMoYIBL - M9Ts (M
9L gbgds 3mbiE0), 30Hsyemo 3md3mbgbEo (LYMsmo, wobzo, 0dmyxo, 3900920),
A9dbBoL ooy (Ms3gbo Fobsogdolgsb Tgagds 9.f. Jnx0), 0bEHIMsIGHOWWMdS
(0cfm@gds  ImJdggdoLzgh, AsHosMgdolzgb, s0mbdom™gdolzgh), gobos®gdmo vy
533™Mob dogH d9Jdboo 3mbiGo, OH™oL BodEmmo (3mbEgdol LobdoMmg, Lol MMIgE
dmbs3393d0 459md3994bs) s 3mboios (Schreiner et al, 2019).

R0GHIsLs 5 JobssHlb By Axgmdolsl, 956 39¢JM900L M3wgLMds 50bodbsgl,
O3 Jobos®l, 09953035L 49053(Y39GH0 608369 mds 593l (Schreiner et al, 2019). oyo39

d9bgmEgds 9930 Jodmgzgger FoM393H9MgoLSE, Mog 2022 Fawlb Po@dsMgdmer 33w9g35do
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3°90m3w0bs. olobo 58dMd96, MM Jobss®lbos M30MsEILO, 30MY BMOTs. 3mb3I6E
95639¢0bg0l  33¢93900L dobg30m Y39wsHg BoMs Fo0owo BsOMMEMds dmY39ds
30009MU (54%) s 9839dGHIO LEomgdL (53%), 9999 IMOL BH9JLEWYSIOHO 3MbEHIdO -
30% 0o s LEOX™MgdO (26%) s Ws039d0 (25%).

0693700 3mbho, MmIgwoi  dmHmogds  dmddgogdollgh  dggyo©
0090©> ©@OQE  25dMbdsrMgdsl  3m39bEBHMJdoL  Lobom. bgdoldoghHo  0bEHgModd oo
90999630 3mbAHL bos MBOM dMLsHmbL s 853gds dmIbTsMYdJmS BIODMEOMBSL.
(Kim et al, 2017; Schultz, 2016). 0b&gModGHoremdols domoeo 8983390 MmdoL  3mbEol
D9393w9bs 89500598 BHMBEBo30ME 3mBEGHOL F0TsMm BIOMMEMISL. 0bGEGMogdEow
3b3HJodo Mb350 0ym dMHY6EOLYSE Foloedgdgdo, LvM30gdo, 300b39d0, dmfimwgdgdo,
bomm  GM6BsJaomwdo  3OGMmEJGHoLb  M93wsds,  3plEo3Egdgdo s 9J30gdo.
9331935609005 9950359l BTbToMGOgEms LEbOL godmdgEY39gargds G039 GHo30L 3mliEgdol
bogolsl s 50dmsBobgl, @3  0bEgMog@omwo  FobssMlo, s©0oddgdms  MBROM
505093905 5 FgLd5F0LIP MBOM PIWPIIOMOW, 3000MY BHEMBBIJ30Mwo 3mbEI6EGO,
G390 J0Dbo 0lsbs3s 496339790 3MMEYJBHIOOL gogoasl (Yu, 2014).

LemEosm®mo 89005 9mabdsmgdemgool gobigmdgdol s J3gaol Igbfoganslionsb
9ems  Bzgbo  3300930L  L¥B0gdBHos©  MBgM  0dbs  Lodomggermdo  8md)dsagy
956393 MM900. Bodo®m39wmb 3086Wwo 93mLoLEHIIoL Tgbobgd o 3MMBIBOWEISE
4390sDg d9¢0 0683mET5305 99300, G106 Jdb0sb 9bsdgM™M3g LmE0SMO 3MbEHIBGBL
bbgoolbgs 369bgdols M) MmMQs60Ds30gd0LmM3Z0L. 330930l F99agd0 dm39dwIos
O0M50s #6-00 - 05639390900l MAMgzeglemds (77.6%) LbmEoserw® Jugerdo yzgarsby
dmbdoMgds©  FMOTSBEHO©  SLobgegdl  30gml, o3 LEYOMTMMOLM  33¢g39d0MS3
LG MOIYS. 8909y ImEoL gm@m (59.2%), aMoxgo3zmwo b6sdmdggsmo (52.6%) o
boomMo (47.4%). om0 sHBOHO®, Y39esbg b3 gds IMbIs®mgdoos dwMwo, MBO™
30390 06353009 (15.8%) s Live 30gm (22.4%) (0b. 0osg®sds #5).

3mdbdsm9dgdo Ms30L IBMHOZ Y4z9wsbg bdoMos bobmwmdab BmEmL (62.2%),
30009mb  (56.8%) s G9JuBee  Tsboesl  (63.8%). [gdu@Boom  ©s0bEHgMgLYdL
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59(H30390L 98539 3393590 MYL3MEIHEGHIOOLMZ0L LLIMo bbgs 30mbgss, MmIgaos
doBbo  obobogs  LmEosw®  Jugewdo  dmdbTsMgdgms  9JGH03Mmd0L  BFmEGIOL

25BLoBEZM. M9L3MmE9bE9d0 g439wsby  bdoMo (79.2%) 3000bemd9b
30LGOLILAEHGHO0JOL, OMIGEms  Lomor@ds  506E MgLsm. glodsdols, Tgag0deos
3035059 Mm, HMI 30D95¢ME A5TMBbMEgdgdMIB 9O B9JuE SO 3mbEIbGOG
99393dB0560s, g ol ULHmGs 5ol d9ddbowo. ommdgs B39 doge  godmzombyyemo
95603939M900L FbmwmE ygmzgwo dgbsdg RoJOMIL, MH™I  GgduBo ML  9x9dEHMOO
3mb@9bGo0.

[ S R
80

60
40
20

)
ddemn FErm afemngp gndm dohde  Live pggm boefa bbga

053M0s #5: 309DB0Zgw0 3mbEHIBEOL BMOTsEO - FoM3 B JMYOOL s IMTHToMgdgdOL
36913969630930L 900000 sbsgrobo

09500: 0035 5390w0s 53EHMMOL JogM, 33¢930L F90)A7dBY oyHEbMdOm

OMAMOEF ©05M535d0 BsblL - 3009M, FMEGHM, 03 30©IM, LoMMGdo s bbgs
SIIOT3tele) 95639390 900Lm30L53 Qo 9mdbdo6H9d9d0LmM30L53 96»0bs0Ms©
9600369035605, goblibgsgzgds dom 36M9x396M963090L MOl sxodloMEs Bsdo FmEMmIoL
90056OHm: 356039390900 R0dOMdGb MHMI dIMwo 3039 0bBM®To30sbg  bogergdo
998393BMO05, O3Hg3 296Lb3s390Mwo  (o®mdm®aabs 94300 FMIBTsMIGOGIL. AMSBOI I
3M6396@L 9mabAs6gdegdo 653egds ImobdsMgb, 3069 856039G9MOL 3ymbosm o
A9GHMOMGo  3mbGHYbGHo - dMIBTsMgdd0  SJBHOIMS  300bMEmdb  39duGH e
3mbGgoL, 30006 Bo63939MO0L godmEEOwgdom B30JLoMEOYdS.
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BMOILMD ghms 3960 330930l Bogobls Homdmoygbws LmEoswmMo dgoos
3M6&96@0L Fobos®lmdm030 dbsMg5. 33¢g39do dmbsfowg Mgldm©9b@gdo sx30du0M9d9b,
6md y39sbg 99Eo© 063 9Mm9Lgd0s6 8999369800 3mbEd0m (76.3%). yz9wsBy 65309d
L50bEYMYLM 5©0IMBBS 30335600L Losbarggdo (14%), 30835600L MsbsdIMMAgdo (10.1%)
5 9Bl 39MHLMboBoE0MYds (8.1%).

956393909000 259M(3000¢g00m Jorgdwo Jgbgwrgdgdo s IMIbAsMOEGOOL
30M9839M9b30900 MM F9350OM®M (0b. O0sMTs 6) 365bs3m, MMI OEOS AsBLLZs39ds
3999369000 30mLHJdM6 ©535306M9d0m, 36 39GJMIOOL 3306039000, A3V 3MbEYdO
Bo3agds  3m3MEs®mos.  slg3)  ©O0EOS  2oblizoggds  Golis3zErgdgdol 99339
3LGHJOMb 353800 9d0m.  F9M39GJMJO0  BogOHMdID, MHMI  BoLEO3EWGOIOL OO
300mbdomEqds 043t (74.4%), 0mAbAsGgdEgd0 30 53396, G™MI oo  bo3ergdo
506396990 BB 90900 (30.7%). 939 A9BLLZE3WYOS TMIOWIOVIENGDS AILBIMCMD
3063 96@96 ©s35380M900m, Losa 35639390900 B0JMHMdIb, M3 oo dnmMbM3bss
(68%), 9m3bdoGm9dgdo 30 53dMd96, GMI 653w gds© 506@gMILgdm (27.2%). ©S dMEMU,
39bUbge390 o IgbgMgdgdo  9g3zm  FoM3YBHYMHJOL o  FMmIBTsMGOGIL  TmEOL
363 96¢30  36mdowo  5@s30s6700L  499MmYygbgdslicmsb  s3s3d0Mgdom.  F9039BHIMYdO
10JOMd96, HMI 06z mabligMgdol BsMmzolsls Imdbdscmgdwols 0bEgMglio Ladwyswrms (30%)
Q5 dmIbTsMxd9d0 533096, MHMA BIOMMEOMDS B0 (8.1%).
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@083 #6: B00B0©3900 3699690 F0bssGHLO - J56339:59(980L 5 mBbIst98¢m980l
3699909660980 90056980000 s65¢70bO

Pgs®02: 0330505 5398:9¢105 33920l 8090, 33¢7930L 89009896 B9 ©39HDObMB00D

50539 5300 gobboemos bezoserey® G9osdo 336005160 ©s 90030IG0 g boo
@36pd96960b o050 360b;E03980.

©oMfambgds gEolbdmdl  0bxm®Bsgool  JoMgdol,  gosdMdsgzgool o
9mgdd99d0l dqlobgd 49wsH939E0wgdol dJowgdol 3OHMEILL, MMIoE 89JR® 5©sd0sbol
»(3965-09b90Mg0gdbBg bgds BgEogwgbs s Lodmemmo J39g39do, dmddggdsdo
390m3w0bgds.  ©sdsMfambgdgo  3mBMbozszos  B0Bbs  obobsgl  0bxgmMIsi300L
9080900l 35Lbol/gsdmbdom®mgdol 330w gdsls, 0L, 3MGOIoMmYdsL (Wall et al, 2019).

1986 gl 39000 @ 3960M3M8 ©53w9d53900L FgLodeEgdemdol dmgwo (Petty &
Cacioppo,1986) 09008539L, MH™Igol dobgzom 0603000 000l s  53w9dsgz9dL
063m®3o3056 MM abom - 9.f). FOIOMGHo® - 39bGHOIMMO ©d 39MORIHOYIEO
350IO3H0m. 396GHMOMMO FoMTMGH00 0©gOL 530560 0bBMMTo30sL, MM@gLss ol
3Mb9000  LoBO3MOZL s FOIBOYGOMWS/OdE0MbBsMEsE ALY JMBL  3OMEYJEHOL
53390006Mdsbg.  39M0xgM0mwo  FoMmBGHom  ©oMfidmbgds 08  BoBHMOYdOL
39035¢0{0bgdom bgdo, (ORYe B99306MHY 393006305 0539
0653mE35305L056/360MmYJBHMsb. M) 396GHOIWMOO BsOIOEHOM IM{IMBYdS mbgdom
bgds, 59 296(ymds o 2MdbMdss 809356(0. 39M059MHOMO BodGHMEYd0s: 0bRMGBs300L
D990l 933™M0GH9E0, dmTb0dE3geMds, B536MdMds s 5MRMTIBEHIOOL MromMm©gbmds, o
565 bodolbo (Cialdini, 2009).

563963 0L bo®olbo (396G MHo FsMIOBH00 3505(Y39G0Wwgdol Jowgdolsl
153396dm  0BLEHOMMABEI© Fo0oBbg3s. o3 TgBo bocolbosbo @y dwogho scymdgb@o
doghmgds dgbgeol, dom YRO® 5©300s dolo s®(dMbgds (O’keef, 2009). dgrog
36Om39bBHL Jdbol o 0b0300qdd0 IM(IMBYdsDY 9RBgIBHMGOE dmJdggdl Fodols
5696935, 29BOMbOEgds (Petty, 2018). dodo {omBmoygbls 5¢sd0560L 39690603 9dmEosL,
Mmd9wo3 Imbsembywo LBox®mbol (obsdg gmxabolsl gmawmgds. 833wg35Mms SHBEOO,
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40dbg 93900MgdsL 3OO 9B9JGO °J3b (Hovland et al., 1953). 9dsb 8909y, o3 dodo
9050(193L 3963399 ©™bal, ol 356o3L Bgdmddggdol MbIOL. WMYOIMMO© Y
300Lx 9930 50bodbMEo 330930l O336Yd0 Tga30dw0s LodsMm3zguml Fo9e0mBY;3
39630bowmm. 3mxLmgEIL 49M3393™dOL S30egdol T3ty LodoMmzgerm 85-by
5QRA0WDHYS, M3 F900s, OMAMOE LEFMIBAJMOL Fgdmbggzsdo. S©0bodbwmwo odwggs
533905, M3 LoJoOM39Ml  BMbIBEgMdSdo, FoLo 3MWEHMOWO  FobILOIMYIGdOL
d9L50530bo, Fodol  M3BH0TSWNOHO  DBPISMO  HOZOEISP  JOWS0ObYds s 99
390093998530 9d50  dIbTsMGIWIGOL  Mo3o330L  F9doboBdo, o3 3m30© 356900l
@6OML Bsmes 499mBbs.

LME0SEMMHO  FJ0S  SEAMOHOMIGIOL  A5dMYgbgdom 0dsMMYds s  JOHM-9MHDO
w3m93609Lo 3600630305 55F0sBxdL ol 0bBMOAs305  FogfimEml,  Go3  dobomgzols
901932569905 (Chen et al, 2015) s o3 LB MB5S DWHE0O.

BstorwemmBsl (engagement) 90560bogs39b, GmymeE 0bozool dmbsfowgmdols
06@9bL0gMdsll o 39300M0L EAYMGOL MMYIBOBIEOOL/3MB3sb00l Foge dmfmgdre
0900350909000 099 5dBH03md70do, OMIWOol  FyoOm b mOsbobsgos b Lbgo
9mdbdsmgdgos.  dmIbomgdgms  BsOomvemmds 990905 99003905 3mabod Mo,
90030960, J3930000 5 LMEOSEYOO gargdgbEgdologsb (Vivek et al, 2012). Lbmgosgrw®
9900530 BsGOMMEMBS 2eolbbdmdl YmMoegdol Jodgmmdsl, 0b@gMabols asdmfizgzsl,
39MML 5 IMBsFogmdsls (Geng et al, 2021).

bsbmmBs, GmamOdE 339 90360869m, gom-gOmo 3600369wm3zs60 Fog@mMos
oM mbgdolsl.  dolo  Fm3m39d0L  Logmdzgero  LmEoswmo  89os  3mbGgbE ol
89949bgero 96 dslibg FodmBgbowro 0603000900l 9290 BH A0S, 0b6BMOT>300L 0O
LoBEMMBIBY OE BYYO3EIBIL 9bEIBL LHOBFMOTs30M FYsOHML HOMPIbMDS, M3 MBO™
390 5530560 53dMBL gMHMO s 0g039L, dom gBHo FoJOMBdL, MMA i 0bxzmMIS3E0s
Lo®HImbms (Okeefe, 2008).

3065056  300@ MmO LogMEoL  ob30mMGOLME  gPmo  FM0odsdo
0b3m®3o305Hg  3omdod @  9©TF0sbo  MdwMEOs  3MABOGHMMOI®  ©5FwYTogmUs
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90Hm@©gdmwo 0bxm®mIs30s, sdoGHmad bogergds 9mgdggdl dsmby sMMdgbEHocmgdeo
3bogboado (Rodriguez et al, 2014) o 93@™>GHMOs© bgds gdmaool BsGomgs
(Weismueller, 2022). 0bgm®™ds3ool ©sdw)dsgzgdol 396083900090 dsm3OHEHol 439waby
330056 36006303908  2300535BMOL  MMIGME  Bosewobo, MHMIgEog  Aobws3m
056589000M39  0Gowogo  FoM3I9GHMEMP0  ©S  339g35600. ol dooBbg3L, OHMI
3™3960353008 OML 5GBYIMBOL obgmo FgMPYdO, GHodd03900, LoGY3gdo, OHMIGOO3
0900035%9080L 80860y  89gobozmEo 0fj393L6 FMmIbsMGOOL  LOB3sMOsL.  ToQO0MS,
ROYDBS ,0003HM3, MMI INTsMHo3L 2Mbgdsl ILHdMMYOOL FMBOLIYDbs, TYLodsdols
PROHM YMH50gd00 bgds 99damdo aHsgbowol 4osb@gd (Chialdini, 2009). Bscrobols
©MH3Mb9gd0oL 3od@03900 9yMHbmds 6 3G:06303L:

bs8sg096Gmb 3ssbos (reciprocity) — @s®d/bgdols 360330305, HMIgeoi 953w9dbgds
50530560l Gobsgob  0blEGHObJBHL  3gmoobdymagerl  Bsdsa0gMm  oIMboEM.
930M9M©9bo 1039gmOL/EobTsMGOOL 800 060300 35¢EYIMWHE AOHABMIL o3l
boggomol dJabgenl, sdbTsMgl, LsogogM™ gosmbsml (Cialdini, 2009). LmaoseyGo
990095, Bs3og0gMML 4oIbEOL 3M0bE03L LMWL gyHbmds, 306506 Jobo Fmsgz500
53bd3095  06x8MmMT5300L  2oB0sMYds. LmEoswwemo dmddggds LHmMgE  25boscmgdols
36Om3gLboL M9HBYEsGH0s (Surma, 2016).

3093 JODNO EbsMNEM0569d0L 300630305 bHsdoeratrmds - 5sd0sbo ymzgwm3zol
3OMBAL 0gmlb LBEGHSBOWMMHO Ms30L F9wHY39E0WYdgddo. LEBIBOWMOMIOL 36MH0b(3030
39bLO3MPOMGOM  BslFB9dgOL 0©gdlL  LmEosw®  Jugardo, 306506 o ULbgoolibgs
9900ME0m - X3530L §930Md0m, 33900l IMimbgdom, ©sdgyMdMHYdom, 308©I3OMIOM
(IxBMWMgdom), 30bGHBY 3mdgbGM00 06000300Yd0 LoxsMME godmbo@egzgb 030560
3mD0E0gdL, M(dghs-8gbgergdgdl, sdm30YdIYdsL 5850019 00 5Q530sbol, bsgombols
Y] 3OMmEMJGHOL 30dsOm. 339398053 3bdYM, ™I MMEILSE 060300 SB0MGOL
0683m®35305L oM339w0 3OMEYJEOL, Logdlzgedmddgm sd@ol, oMgdEgdols dglsbgd,
555, MMI 3535053 990dobmU/RogMmMmlb go30wgd00 OEOS. gl 90dwgds 0yml
239M90mMLES33000  ©Mboldogdgddo  BosMmmeomds (Mickael, 2014; Demarque, 2013),
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3m0303mMo  I9bggdols Bsdmygoodgds (Penney, 2017; Weismueller, 2022) oy
36019 GobL 99d965/©5399m369d5 (Chen et al, 2015).

b3 Bmgo@mgdol oslihymo/5BGo 0bo300900L g505)Y39¢0gdol dowgdol geom-
960 3608369 m3z560 Loggdzgaros, AobLs3MMMGO0m obgm 3mergd@ozol@we J394b9ddo,
OaMO03 LagdoOmzgems. LmEosw® Jugedo 3M3wglrmdol sDM0m Fobodmewomgds
&3 dmbl, 5doLom30L 3MY6OL/3MEOEH03MBOL 339MYd0 (3OEMdI6 Mo Tgodagds
dgBo Imfmbgds (Like) @o03®Mm3mb o sdom 80560dbmb ImdbIscdgwls, ™I d93¢M0
908¢93560/0mA[Hmbgdgmo  39sgm. ULbgosbbgs 3mwodozmmo oy Loymazszbmzmgdm
d9bgomgdol 3gmbg 958056900 3EOWMdIE S MOGHMMOsL 5B39bMb  MIMSgEglicmdol
5B6M0 s JoLoo 35603990MGOS IMIBEOOBMB.

bLOEo0sH Jugerdo LEHMASPMIOMH030 ELEGHMOOL RIBMIgbo ymgzger bsdox by
99990l 5 33¢09350m5 063GMgLoL Lo sbos gobesgom. MHmEs dgologwrgl 5@sd0sbgdols
906M9309ds 35000 30650  1B530MHYdOL  TJLobgd  0bRMEBs300L  A053:536905bY,
503mPbs, O™ 049 0bobo bgs39b, MMA Lbgs 535093690L, Mo35s3 b9 0393096 (Acquisti
et al, 2012; Tamaki, 2021).

00bs0g0s6g 3309308 98M(356900@6  godmIObsmy  0BFBIMGLOL  Logsbl
Do0mo9b®s  ©oagbs, v Mo FoBboom o-like-gd9b  9439M@YBL  AMbIsMgdgdO.
M9L3MEIBEHS  3oLbgdol  Jobggom, MIMOZEgLMdS  M30MOGJLMdL  9B0FJOL s
“ofmbgdl a39ML” vy od LsobEHIMLM 0bBMMTs30s IMo3m3gds (70%); BoLEOIEGdIOO
Omd 96 qo0mOBgl - 26.7%. 999m30mbmms  bobgzeml  (52.5%)  59d65390L
3bmdOoLIMY356MgMds @s  LOL  Lsddol  3MEOLJo  ogmlb  ®mv) Mo bgds 0
3060M36905L006/300356056056 ©539300609d0m. 45FMIOMHBNWMogsb 29.6% s530dBoMYAL,
MOmd 23960L 0fmbadl, Mosb MOMIm@ IMUBH@BL. LsobEHIMgLMs ol BodBHog, M™I
00mddob gmggmwo dgmmby (23%) M9L3MmEIBbEHO $3dMBL, GMI 339MOL  OMS0dgdL
SbEMdgdo Lmbmgab s LHimGmg s80EMIsE 0ffmbgdab 3396 L.

bodpo®g/«9305600b285  ©bsMMI0HBdOL 30093  9OHOo  BogdB0gss,  MmIwol
dobggomsi 06000300900 MBOM 58389096 0dsl, G5 653egd0 WS JOMIMELPMDIMNZOL
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bgwdobsfigomdos  (Cialdini,  2009). 506036  FHogBolddsl  “doddoerols  d9gdabols
95639¢0baL53” MPMm©gdgb bmendg, GmIwol dobgzomsg s6393H9Mgd0 bgrmzbr®mso
9406056 3Om©Md@ol LodFoMmol 5©Jdsl s gu MMM OE BYPo3gbsl sbgbl
Y039 MdOM  39HY39GOWGdsDY, 306506  3OM©PMJBHOL  Fgdgbol  LmGzoo
0bM9ds (Zhao et al, 2021; Zalake et al, 2021).

LmE0sO Jugerdo LodFomol 3G0bEo3ol AsdmYgbads MM IMLsbgMbadgo
9939331605, 306500056 MRO® FoM 30305 bgrmgbmemo z0mEHMsHo dmmbmgbs 894dbs -
300b3900m, 3396@56M9d00 s BMmbIsmdgdo mMIo d)Brmem bdoMo dgblgbgdoo -
MRy 1 Mg, MRS 5 GHgwgz0bBmeMmo ©s 5.0. 93e9350980 3565MEM™I9D, MmI 3m30
396009300l ML LHMOgE LmEosw® Jugedo 99ddbowo gorM3393wMds - LOM®MYIOL
@5 LodfoMol s0dds 0ym LyxMdzgwo AMbIbEgMdsdo 2odmfzgmwo 3sbozolbs, €sdss
9505H0900L 3¥199EOL Jo0oOLysb s b3y 30639wso dmbdsmgdol 3Grmv)dEolysb
©OE9M0Ygds 259mofj30s (David et al, 2021; Kirk & Rifkin, 2020; Omar et al, 2021)

33w930L dmbs3999d0L 9b5¢0Has QI9QILEHMOO, (OIuYs) 993060
©59M 300090905 S 236fgmds FoMrmogl IMAbAsM9dYEmMs J(3935U. 33e935d0 dmbsfowng
M9L3M96E900L Ibmm 2% 0b@EgMgLEYds 080m, Go3 bF0HOIBs0, JOOOMOPIE 0LObO
4o ™md9b oL, Grog dmbprmbor s MLSE Yo MB0sb. M>MmdgdOL Fobg30m godmo339ms,
M3 JooEr0 130039%835L900L IJmbg 9bOEASHBOEIdO - M9MdS Z 3OM©IEol gsliom
06@ 9091905 S VO M3000d9RBBYOOL IJMbIBY 93w gbs 93EHMOOEHYBHIOL SJ30m.

d9Lodg mMog0l dgLsdg Janmsgzdo Qobbowmwos 0bger9blin®m-0sm 3990630 s obo
35002996960b d97/3560bd9d0 bsiseor39¢rmdo.

Pyl 33¢902HoBIH0, oo BEIGHMLBO S FMIBAsMYIOILMIB sbem JgabgdMds
9600369c0™356 Bga93wgbsls 5bgbl 30M>:M36905%g. 3MEMgws30wE0 bdgdoo QsdmgEwobos,
™3 BP0 96096300m, dO M3009535L9d0L dJmbgbo 9@ 9®0sb JoMgzowbo,
9m0fmbmb  LmEoswmMo  dgos  LAHSGMLO, ®™WIzs  3MB3MYGHMEs©  93EBMOOGHYEHOL
SMLYIMOS/5M-5MGOMds 9O SMOL  MEg36GHWOO  LAHIGHMLOL  BMfmbgdaly o
0300395351905l FmMoL MMN0JOHPITMI0IOgdOLM30L (Jogme®sdzowo, 2019).
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bogos®  Jugewgddo  gOhM-ghoo  gzgweb) G  3IZOEILIONO
956393060 G9gd@0355 - 0683 9blige-05639@0bg0, ®Mm©gbsg 3bMdowo 3oMM3b9ds 96
603000  3mIbToMmgdgo, Foa®sd  LBoobGHgmglm  3mbGHIbGHOL  93BHMEO,  Lblsolibgs
36O JGoL Tglobgd LodMmMOL s 3GMMIME0SL »fgaL dsl. 9.. “0bxgamabligMols” dmogs®o
R6J3059, OHMAMMTg FmobgMbml 30893000l bomdol dm3mggds s ™s30Lo MO
33N OMBS. LMEFOSWIHO FJEOS SOLOL 3MIMWHOMDS 30O FOHM3MEM (3005 Jobo
3900bo3egd0L  4969M0MGOSBMb. 9805, 0683 MaBLYMHIOL OO BYYszwgbs o3l
3mdbdsmgdgms AbYo3zgermdom gosfy3g@owgdsty (Tafesse &Wood, 2020) owydiso
Logomggermdo dmgddgo 95039390900 583md9b, M3 42% 0ygbgdl 0bgxgegbligcmadl
39935609000, 42% - o6 0y4gbgol s 16% - BmaxIO. G000  FMIbIsMGOJMS
399m30mb30L5L 30 IR06Y, HMA FoMZ0L Bo3gds LsobEHYMHgLMs 0bgEm9gblgMgdOL
5Mbgd0. olobo o3 MBMM bdoGMs 09gbgds MLdMm©IbGHo LmEoswy® Jugwgdl, dom
MROM 5OIMJOES B3N 3L bb3s 55805690, 009d3s mogol b3l 0boz0@gdL
wR3M™ gMgdm©s (M = 3.13), 300069 3bMdOE 5sd0sbgdl (M = 2.17).

. ©s13369%0 s ffobsswgdgdo

bemEosE®ds 89050 ALMREOML  BoBMYsMGdol oo boffowwo dmoggs s
BOBOMwo  BoMm39B0baol  §59Y396  0bLEGHMMIGBGHI©  odge.  dmIbIMYIgdOL
BOODME@MILDMD 9O 2o0boms Jolo BgRezwgbs Lm0 E MOHMOGOHNMDYIBY,
BOBMYSMYPIN0Z 496(YMdYdBY, LS3MPIMO Mogz0L 5©Jdsls s 93mbMTo3MG J39390DY.
bemEgosey®o  dgool  gmgewolidmd3ggurmdsd  HoMdmdzs  sd@wemMo  300mbg9d0
5000E™M00L 19ad9bE0MGOILMB, 0bTMOAs300L Yol Bgyogwgbolis s MHIMbgdol
b3 399403900056 3930060 gd0m.
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5060360 Lszombgdol LErmeymzgows dgufogzerols s s65¢0BolL Loxdzgw By
393300005 b59M354500dM® 07JMMH0ME0 S 3M5dGH03Mw0 bollosmols 99990 ©alizgbgdo
5 {obowoqdgdo:

1. bemgoswyOo  dgos  Jdbols  bogmaoge  3woGHBRmGmIsL  bosGolbosbo o
9939930560 95639@0bg M@0 3m6¢)gbEHOL F9mo35D9gdolmz0L, MHMIGE0E O BIRI3egbsls
b gbl IMIBAsM9d)EMS J9BHYMOJIBS O J3935D9. FgLsdsdolo, O0WOS IMIBAMYOYEMS
oM mbBgdol  5¢dsMds  bbgosbbgs 3mIghEomw 3MMNIGHMb 00 3nWoEH03ME
dmbsBG0gdmMsb 0o gdsdo.  FoBsbTodommo s 9BgJGHIMO o6 39E0by Mo
39930390000 dgLsdegdgeos dmdbTsMgdegdbg Bgao3wgbols dmbgbs, Mog s0Lobgds dsm
doge dBYo39WMI0™ FoIPY39BH0WGdSDY. dgLodsdols, 3MIgHEowMwo dM9bols ™M)
6560300l 956393 0bgymwo 5J3H03Md900L 99393G09bs© BobO@9MJOWS©
LAO9GHR0Ms© 3609369M3z5605 LMEFOSEIMEMO FgE00L Fodmygbgds, Gmdgwos BOHOL
dmIb3s69d9gwms  BsOMMEMOOL  sdsmMdsL s  JAbob  Loxgdzgwls  dmabIsMgdEL
39003xdsggl  3OMEWYJGHols vy oMMl  B0BsOHm MOS0
59M 300090 qds.

2. 33093000  LAHMOGds,  OGMmI  dmIbIsMGOWIOIOLM30L LM EFOSEIME
3EoBBRMOIgOL  JmeMol  g39wsHg  3M3MEsden oMbl Facebook-o s Instagram-o
Dom0mo9bl, dglsdg sl Mgo@obygddo youtube-o 03FgcOL. LHmMg o3 sOGbgdOL
LodMogdom  00gd9b  LodoOmzgermdo  dabmgzmgdo  IMIbBAsMYOEGO0  OMAMO;
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. Introduction

The relevance of the topic - in the modern world, social media has become the main tool of
marketing communications, as well as an unconditional way to present, position, and create a mood
about yourself or your business/organization. The 2020 world pandemic increased the intensity of
social media consumption, during which the power of influence of social media on the worldview,
self-esteem, mood, and behavior of each user became especially visible.

Researchers argue that the active consumption of mass media creates a worldview for viewers and
shapes their perception of the outside world (Cinelli et al, 2020). The image observed on the screen
creates a consumer’s mood, changes attitudes, and prompts action. In the modern socio-economic
environment, the customer is much more informed and demanding. Individuals demand factual and
useful information that will help them make a decision regarding the purchase of a certain
service/product, form life preferences, and make important choices at different stages of their lives.
In this regard, Content marketing comes to play to provide useful information to the consumers.
Today, social media is the main source of information, where both contents created by marketers
and user-generated reviews are available. The increasing flow of information affects the individual's
self-perception and self-esteem (Bryant, 2008), impacts their life satisfaction (Vogel et al, 2014,

Brailovskaia et al, 2020), forms product/service purchase decisions (Dhandra, 2020) and influences
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the perception of the outside world (Appel, 2020). Thus, through social media, it is possible to
manage social and economic moods, which is ultimately reflected in consumer behavior.

Social media allows both brands and consumers to create electronic accounts, so-called personal
profiles, post details about their personal and business life or experiences; post visual aids; make
new connections; maintain relationships; plan social events; monitor their "friends", "connections”,
people talking about their lives; express belonging to a certain culture, sub-culture membership,
beliefs, views, preferences, and emotions (Nadkarmi & Hofmann, 2012). Social platforms have
made it possible for businesses to accurately track feedback on marketing tactics, target segmented
audiences, analyze large-scale data, and test effective messaging/content to atchieving high results
(Hwang et al, 2020). Social platforms have enabled specialists to run measurable, relevant, specific,
and targeted campaigns (Halbauer & Klarmann, 2022). Consequently, effective social media
management has become critical to the success of a company or the product it offers.

The digital world has shifted traditional marketing tactics to digital platforms. If earlier WOM was
transmitted orally from one person to another, today thousands of people have access to e-
recommendations posted on digital platforms. User Generated Content seems to compete with
Marketer Generated content and rises the question of which one is more effective and trustworthy
for the users.

Social media has taken further aspects of community life and has become a tool for shaping culture
in societies (Appel, 2020). Social Media users share important dates of their lives, feelings, and
opinions, and create a perception about the world around them. Consumers create representations in
the digital environment and compare themselves to both their peers and celebrities, the so-called
"Influencers™ (Sirabidze, 2020), therefore, social media has the greatest impact on a person's self-
esteem, body image, and life satisfaction (LifIntsev et al, 2018).

Social media has become a vital channel for marketing and PR professionals working in
commercial, government, political or non-profit organizations trying to raise brand awareness, offer
a service or a product, shape values, and change consumer behavior. Based on all of the above, the
scale of social media distribution and its functional diversity have made it relevant to study social
media as a tool for influencing consumer behavior and attitudes and to investigate the trends and
perspectives of its impact. Since there is little research in Georgia that comprehensively studies the

tools of persuasion spread on social networks and their impact on the behavior of users, it is



55

important to thoroughly investigate this issue, both by identifying the preferences of social media
users and by analyzing the experience of marketing specialists.

The purpose of the research is to study social media as a powerful marketing tool, modern
directions and trends, digital content marketing mechanisms, cognitive and emotional persuasion
technologies, and their impact on the behavior of social media users. Based on the goal, the
following main objectives are set:

- Analyse the social media channels and develop strategic mechanisms for social network
management;

- Reveal the strategies of using the source authority as a persuasion tool and analyze the trends
influencing the behavior of consumers;

- Cultivate the features and characteristics of audience segmentation and develop marketing tactics
accustomed to them;

- Study the theories of social media effects and evaluate their correlation in the context of users' life
satisfaction body satisfaction and self-esteem;

- Study content marketing tools and formulate recommendations related to the advantages of design
or content;

- Analyse the main tactics of cognitive and emotional persuasion used in social media and define
the perspectives of their use;

- Study the effectiveness of influencer marketing and justify its perspective in the modern social
environment;

- Compare analysis of user-generated content and market-generated content;

- Determining the relationship between the quality of consumer self-esteem and their purchasing
preferences.

The subject of the research is the study and comparative analysis of the opinions of social media
users and marketing specialists employed in social media management. The object of the research is
to analyze the influence tools of high-rated social media channels, measure the degree of their
influence on the life satisfaction, body image, and self-esteem of consumers, as well as the
comparison of the attitudes and management mechanisms of professionals employed in the field
with the preferences and behavior of social media users.

The theoretical foundations of the research are scientific works of Georgian and foreign scientists;

Statistical data published by international and local organizations and the results of research
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conducted by the author. In the research process, the method of bibliographic research, the method
of data collection and grouping, and the statistical and logical analysis of the interrelationship of the
collected materials are used.

The methodological foundations of the research are quantitative and qualitative research methods
- questionnaire, content analysis, and in-depth interview. Ordinary social media users and marketers
participated in the research. Quantitative data obtained as a result of the research were grouped and
analyzed using different statistical methods, which included analysis of variance and the detection
of correlation between two independent variables.

The scientific novelty of the research is as follows:

- Emotional and cognitive persuasion technologies used in social media and their impact on
different segments of users are discussed.

- The relationship between the intensity of social media use, social media activeness and life
satisfaction is substantiated.

- The relationship between social media and the self-esteem of an individual is substantiated, the
impact of the intensity of social media use on the quality of self-esteem of users is established.

- The relationship between the quality of the user's self-evaluation and the acceptance of the
methods of persuasion is determined, which influences his purchase decision.

- The influence of the source/author of social media content generation on the user's reception of
information is analyzed.

- Features of target audience segmentation are established for high efficiency of content distribution
in social media.

- Social media content marketing tools and mechanisms of their effective use have been
investigated in order to raise the brand image.

- Sources of priority information for the user in social media and mechanisms of their effective use
are established.

- Researched and compared consumer and marketer preferences for social media content.

- The use of influencer marketing in social media is analyzed and the attitude of Georgian marketers
towards the mentioned marketing tactics is studied.

- The effectiveness of digital "reviews" of the product/service in social media on user behavior is

measured.
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Theoretical and practical significance of the research: the research we conducted represents new
findings both for social media users, who will learn about effective methods of media influence, as
well as for marketers, who will learn about research based legitimate tools necessary for the
effectiveness of marketing strategies. This paper will help business startups to understand the
impact of social media, segment them correctly, develop persuasion tactics, select channels,
strategically plan and purposefully manage social media channels.

The results of the study can be used for advocacy programs of non-profit or governmental
organizations so that they can develop targeted communication strategies aimed at building social
response values. Also, this work can be used as a study material for marketing students. In addition,
the results of the mentioned research can serve as the basis for the production of new studies for
researchers interested in social media marketing.

Approbation of the thesis: The thesis was reviewed and approved at the extended meeting of the
Department of Business Administration, Management and Marketing of the Faculty of Economics
and Business on August 4, 2022.

The structure of the work: the thesis consists of 201 pages. It consists of an introduction, three
chapters, nine subchapters, conclusions and proposals. The list of used literature is attached to the
work.

Introduction

Chapter 1. Evolutionary aspects of social media and features of media effects

1.1 Stages and directions of social media development

1.2 Sources of information and features of high-rated channels

1.3 The source of content generation and the prospects for its impact

Chapter 2. Features of social media content segmented on the audience and its impact on
consumer behavior

2.1 Target audience selection strategies and features

2.2 Trends and main directions of media effects

2.3 Peculiarities of influence of social media on user’s behavior

Chapter 3. Effective Content Marketing Strategies and Perspectives on Social Media Effects
3.1 Content marketing tools and modern strategies

3.2 Basic tactics of persuasion through cognitive and emotional means in social media

3.3 Influencer marketing and mechanisms of its usage in Georgia
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Findings and suggestions

Literature

1. Key Concept of the paper

In the introduction of the paper, along with the relevance of the topic, the literature review is
presented, which studies the findings of the Georgian and foreign scientific literature about the use
and impact of social media in various fields. However, despite the research conducted on this issue
by researchers and practicing marketers, there is a need for a more complex and in-depth study of
social media marketing tools and the investigation of the extent of their impact on consumer
behavior.

The first chapter "Evolutionary aspects of social media and features of the media channels' effects"
consists of three sub-chapters. The first sub-chapter "Stages and directions of social media
development™ present the modern definition of social media, its role in the development of digital
marketing, and forms of shaping the worldview of users. A social network is a chain of social
objects consisting of organizations or individual people (Tosun, 2012). Social media functions in an
interconnected, networked, digital environment where interaction is possible (Appel et al, 2019). It
uses web-based technology to quickly distribute knowledge and created content for a large number
of users. Social media is a widely used and culturally relevant medium. It enables individuals to
communicate and form social groups using applications or platforms for creating, sharing, and

exchanging information, images, or audio/video content (Wamuyu, 2020).
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The first manifestations of social media are considered artifacts from 20 centuries ago (Benefiel,
2010) in the year 79 AD, in the city of Pompeii, the Roman Empire. The subject of the study was
the inscriptions and images left on the walls of the city. The researcher Rebecca Benefiel argues
that according to the inscriptions found on the walls of Pompeii, its authors were citizens of
different statuses. On the walls of the house of one of the nobles, the good wishes left by friends for
the host can be clearly read. Poems were written on the walls of the house, and servants told love
stories on the walls of the kitchen (Benefiel, 2010). It seems that the citizens of Pompeii
communicated through public correspondence, this interactivity served not only for entertainment
but also for knowledge and information transfer. This is very similar to today's social network
"walls" and posts, with the difference that now there is much more space and means to express
one's feelings.

Social networks in their current form are, of course, connected to the creation of the Internet - the
World Wide Web, although researchers believe that the countdown to the creation of social media
begins in the 18th century when the telegram was created for long-distance information delivery
and reception (Ritholz, 2010). Later, radio and television were used for social interaction. By that
time, social groups were formed because of shared values, and beliefs, or to talk about common
conflicts and challenges (Rimskii, 2011). In the 50s of the last century, telephone conferences were
also held in Western countries. Even then, hackers are said to have been able to break into phone
messages and use the private content of blogs or podcasts (Borders, 2010).

At the beginning of the 21st century, social media channels rapidly diversified, creating Wikipedia -
a public encyclopedia that is still filled with information created by Internet users. In 2001, sky blog
and Friendster were created, and in 2003, Myspace, LinkedIn, Hi5, and since 2004, the platforms
known today - Facebook, Youtube, Myspace, Twitter were created (Junco et al. 2011). The most
growing fun and entertainment platform today, TikTok, was created in 2016 by the Chinese
technology company ByteDance (Marketer.ge 2019) and its goal was to allow users to create and
post short videos (up to 60 seconds).A brief history of social platforms and stages of development
are reviewed in the first subsection of the dissertation, while the second subsection provides a
discussion of the features of information sources and ratings of channels, which are decisive for the
effective media influence.

A communication channel is a physical medium through which communication and information

exchange takes place (Brydon & Scott, 2008).Marketing tactics are primarily determined by
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channel because the first stage of customer persuasion in the marketing funnel is attention. It is
important to determine which social channel is popular among Georgian users. 85.4% of the
respondents interviewed within the framework of the study named social media asthe first source of
information, followed by television (52.5%) and online publications (30.9%).

In modern reality, social media is a powerful tool for spreading information over television. That is
why traditional media outlets create channels/accounts/groups in social media and try to spread the
content prepared by them through social channels (Internews, 2021).

Credibility and trust of the information source/channel is an important factor when receiving
information. According to the results of the research conducted by us, traditional media is still
leading in terms of the trust. The majority of respondents say that they trust television -55.8%;
Internet publishing - 31.3% and professional platforms - 22% (see chart #1). If we look at the
marketing aspect of the mentioned findings of the research, it is clear that the activities
conducted/covered using traditional media will be more effective in terms of credibility, however, it
IS necessary to integrate them into the social network, because social media is the primary source of

information for users.
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Chart #1: Comparison of Source of Information and Trust

Source: Chart constructed by the author based on research findings

As shown in the chart, social media is the primary source of information for the population of

Georgia. Therefore, those channels that enjoy high ratings in Georgia and the world are interesting.
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If we look at the rankings of social media in the world and in Georgia, according to January 2022
reports, 67.1% of the world population uses the Internet, which is 5.31% billion, where Social
media has 4.62 billion active users (Datareportal, 2022). Facebook is the leader among social
channels in Georgian reality, it has 2.7 million users. Facebook is available to 93.7% of Internet
users. Instagram has 1.45 million users in Georgia, and 440,000 Georgian users are registered on
LinkedIn. As for Twitter, it has 143.6 thousand users in Georgia (Data portal, 2022). According to
surveys conducted by the current study in June 2020 and April 2022 (see Figure #2), both
consumers and marketers participate, and the majority of respondents prefer Facebook (97%),

followed by Instagram (58.5%).
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Chart #2: Comparative analysis of social channel usage.

Source: Chart constructed by the author based on research findings

The chart shows the channels reported by Georgian marketers and preference of surveyed
consumers (2020 and 2022). 97% of marketers use Facebook for their activities, followed by
Instagram (85.9%), which is almost 30% ahead of the number used by consumers (58-57%). Three
times more marketers use LinkedIn than reported by the customers. There is a difference in the use
of the YouTube channel, with consumers reporting that they use it (55.2%), compared to marketers
(39%). Undoubtedly, both consumers and marketers actively use rated channels for their personal
or business purposes.

According to the in-depth interviews with Marketers, the indicator for selecting a social media

channel is the target audience, demographic characteristics, the quantitative extent to which this or



62

that segment is represented on the platform, and the extent to which this segment is interested in the
brand/product. It is also an important factor that the platform is flexible to implement different
marketing tactics for diverse products. In this regard, marketing specialists name Facebook and
Instagram as the key and relevant social platforms for Georgian companies.

In the third sub-chapter of Chapter 1, the source of content generation and the perspectives of its
impact is discussed. It was established that brand image and positive feedback from consumers is a
strategic factors in modern marketing. Individuals first learn about the opinions/reviews of others
about the product/service, evaluate the ratings, and then make a decision to purchase it. Hence, for
researchers, it is actual to study the influence of information posted on official websites and social
media pages (Burgess et al. 2011). Marketers have found that when making entertainment choices,
the online ratings of movies are crucial to whether a person will watch it or not (Centeno et al.
2015). Those ratings are created by other ordinary viewers, which attract new users and reflect on
their decisions.

The distribution of ratings and reviews in digital media has raised a question about which content is
more effective - user-generated content (UGC), which is information that is based on the experience
of users, content obtained and distributed by them (Luo et al, 2014) or MGC - Marketer-Generated
Content, which is content created by brand/organization marketers or communication managers
(Liang et al., 2020). The majority of marketers involved in the present research believe that UGC
such as "reviews" has a significant impact on potential customers. Georgian consumers rate MGC
and UGC almost equally (see chart #3).

- UGC = MGC

Chart #3: Credibility towards MGC and UGC
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Source: Chart constructed by the author based on research findings
The results of the study show that the average trust for brand-generated content is 3.88, and for
user-generated content, it is 3.58 out of five, which indicates that if the content is effective it does
not matter who created it.
The second chapter of the paper evaluates the features of social media content segmented on the
audience and its impact on consumer behavior, and the first sub-chapter of which discusses the
strategies and features of target audience segmentation.
The main goal of social media is to communicate and interact with users (Safko, 2018). It is an
online opportunity to facilitate interaction between users and enable them to share information,
opinions, and topics of interest (Swar & Hameed, 2017).
Users living in Georgia both receive and give out information through social media. They create
content and communicate with their relatives or customers. Therefore, it is logical that companies
have to highlight the priority component - people added to the marketing mix, and inform them
24/7, along with the elements of the marketing mix - product, price, promotion, and place. Since the
starting point of any marketing activity is the customer (Rahimnia & Hassanzadeh, 2013), the
company identifies the target audience and analyzes its characteristics in order to attract them using
content marketing prior to selecting digital channels. One of the important principles of effective
marketing is to create content that is relevant and customized to the target audience (Bly, 2018).
Grounded with the reason it is necessary to study both the demographic and cultural characteristics
of the target audience.
Audience demographic analysis involves studying the audience by age, gender, socioeconomic
status, and geographic location. Every generation has its own values and interests. Knowing the age
of the audience gives us an idea of its demands, values, and interests. Social media is also
segmented by age, according to ratings (data portal, 2022) Instagram and Tiktok are geared at
teenagers. They prefer short videos and fun pictures to textual posts. We have a similar situation in
Georgia. The studies conducted in 2020 and 2022, confirm that 90% of teenagers use Instagram,
and 45% - TikTok. Facebook and LinkedIn have an age limit, however, Georgian parents often
register even their newborns with a false date of birth. Age is crucial for FB ads, where the age of
the target audience is prior to the other demographic characteristics.
Age segmentation helps the marketer to determine the interests and attitudes towards different

values or products and their likely behavior. Today, generations are divided into 4 segments. All
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four generations differ in their economic attitudes and spending decisions, thus it is interesting to
discuss their characters in the present study. The Baby boomers are the oldest generation alive
today. They are called this way because they were born in the period 1946-1963, after the Second
World War there was a baby boom. "Generation X" is the generation born between 1964 and 1980;
Generation Y is called "millennial”, who were born between 1981 and 1995. This generation cares
about new ideas, human rights, and environmental protection. The fourth generation is "Generation
Z", who are born between 1996 and 2012 and represent the youngest generation.

Another demographic characteristic is Gender, which plays an important role in audience
segmentation, as men and women perceive information differently and have different interests.
Women are more active on social media than men. Women's/mothers' groups prevail in social
networks. The main consumer of social media advertising launched in Georgia is women, as they
are more responsive to the content spread on the channel.

Geographical location plays an important role in audience segmentation in social media marketing.
When creating SN ads, a necessary criterion is to mark the geographical area where the customers
live or are at present, who should receive the content distributed by the brand.

Another important characteristic is Socio-Economical status of the audience, which leads the
marketer to identify their likely behavior. The concept of "socioeconomic status” indicates the
economic, political, and social rank of a group of people and their status in society. It is possible to
determine the socio-economic status through the so-called "leads" filled in by the user on social
media. Generating leads is the act of initiating customer interest or request for information about a
product/service/business (Holenz & Stoy, 2018). Moreover, segmentation by profession and
workplace is especially important in B2B marketing, since the offered service/product is mainly
marketed by industry. In this regard, segmentation in social media is done by indicating "interest”,
or when looking for partners, it is possible to indicate a keyword in the professional social network
- LinkedIn.

When talking about audience segmentation, we should also discuss spoken language. Social
networks provide an opportunity to target and deliver content to a multi-million diverse audience
speaking a particular language or interested in a particular language. It is also desirable that the
promotional colloquial language of the product/service matches the knowledge of the target

audience. Every generation, profession, district, culture, or subculture has specific terminology and
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linguistic characteristics. Social media is a good example of a platform for informal

communication, where using terms such as "tag",

post”, "like", "share" etc., is perfectly acceptable.
Understanding the cultural diversity of your target audience along with demographic characteristics
is paramount when creating marketing content. Every person is a member of a society learning to
live and behave in it. People get used to the environment immediately after birth and acquire the
characteristics of their surroundings, which later affects their individual and social actions.
Therefore, it is cardinal to segment the audience according to their cultural diversity.

The five cultural characteristics proposed by the Dutch sociologist Geert Hofstede are of great
interest to researchers: 1) power distance; 2) individualistic and collectivist approaches; 3)
masculine-feminine tendencies; 4) acceptance of uncertainty; 5) long-term and short-term
orientation (Hofstede, 2021).

In countries with a large power distance, such as India and China, respect for the person in power
takes superior, so if the content is created to promote the official, there is a high likelihood that
engagement and discussion will follow. However, asking a question or generating a discussion
during the creation of a post will have less resonance. Whereas in America and countries with a low
power distance, citizens are, free to express their opinions and therefore will be more engaged and
honest when expressing their opinions.

An interesting case is Russia and the countries of the former Soviet Union, where power was a
value in itself. In such countries, the use of bots and trolls is quite common both when discussing
public issues and when evaluating the products of a private brand. In particular, Georgians are quite
open when evaluating a commercial product/service, but when expressing political sentiments,
radicalism is more common - they either praise or completely swear against the subject (Internews,
2021). The mentioned cultural characteristic should be taken into account, especially when using
influencers to promote the product. In countries with a high power distance, a product/service
promoted by an influencer is acceptable and is "not a subject to appeal”, however, in countries with
a low power distance, both the marketer and the influencer must be careful when promoting the
product/service, as it can cause too much negative sentiment if the product not relevant to the
influencer's competence.

Differing cultures according to Individualist and collectivist is expressing the approaches and
attitudes of a society. High collectivism is characterized in those cultures where people are forced to

integrate throughout their lives into powerful groups, which in turn protect group members, but
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demand loyalty and subordination to the group (Hofstede, 2012). Individualistic cultures refer to
societies in which people are more independent. In this culture the opinion of each individual is
important, people's actions are aimed at universal civic well-being.

In collectivist cultures, social media is used for relationship enhancement and public approval,
while individualistic cultures use social media for entertainment and casual relationships (Kim et al,
2011). It should be noted that in collectivist cultures thousands of friends on social media are
acceptable, while in individualistic cultures they have a narrow bubble of friends in a physical or
virtual environment. In individualistic cultures, messages that focus on individual benefits, personal
preferences, and success are more impactful, while in collectivistic cultures, messages that
emphasize group benefits, harmony, and family integrity are more effective. In an individualistic
culture, people tend to express their thoughts and feelings, so they give more weight to their
Timeline than to the News Feed, which is a personal space for self-expression (Chapman & Lahav,
2008; Choi et Sung, 2016; Sung et al, 2020). According to Hofstede's research, Georgia represents a
collectivist culture, thus the content created for the Georgian audience should be focused on the
welfare of society, high values, traditions, family environment, and public opinion.

According to Hofstede's definition, feminine culture belongs to societies where social and gender
roles are equally distributed. Ethno psychology assigns Georgian culture to a feminine type, which
Is characterized by long and sometimes excessive attachment of children, especially sons, to their
mothers and the tradition of newlywed families living with their parents. However, Hofstede
assigns masculine culture to Georgian culture with 55 points (Hofstede 2022), which is 5 points
beyond the feminine culture, therefore, it seems that Georgian culture is at the intersection of
feminine and masculine culture. That's why more research is needed on what type of content will
have an impact in specific cases.

Uncertainty Avoidance divides cultures according to tolerance for uncertainty. Members of Low
uncertainty avoidance cultures try their best to escape from an unknown situation because their
plans are often written in advance and changes are perceived as quite painful (Okeef, 2008). On the
other hand, there are societies where uncertainty is somewhat acceptable—vague directions, vain
promises, and unplanned activities are common. Hence, when creating promotional content on
social networks, specific and clear messages are more acceptable in uncertainty-receptive countries
than in countries with low uncertainty-receptivity, such as Georgia. Moreover, opinions left on

social media are read more in countries with a high acceptance of uncertainty. Georgian consumers



67

surveyed think that specificity is important to them, which contradicts Hofstede's index of
uncertainty avoidance for Georgians. However, it should be noted that the opinion expressed during
the research may not coincide with the behavior of the same users.

Another type of cultural characteristic proposed by Hofstede is the orientation to long-term and
short-term goals. In general, short-term orientation prevails in collectivistic cultures, which was
confirmed by a recent study that examined the cultures of 16 countries (Srivisal et al, 2021). People
with long-term and short-term orientations are approached differently in social media. The design
and content of the arguments - messages are different. In particular, users oriented to long-term
goals are given detailed information, in case of interest, they schedule a face-to-face meeting and
give them time to think. In cultures with a short-term orientation, content should be created based
on emotion and is designed for quick response. Pension fund messages are more effective in
cultures with a long-term orientation than elsewhere. Georgian audiences are part of a low-context
culture, so vague, innuendo-laden content may not be effective, as it may not be properly
understood by users. Therefore, it is desirable that the content posted on social media presents
logical arguments, including statistical data, and specific facts.

The second sub-chapter of Chapter 2 discusses the trends and main directions of media effects. The
active consumption of mass media creates a worldview for the users (Bryant, 2008). According to
the Cultivation theory, individuals perceive and see the "real world" according to the images,
values, icons, and ideology that television offers them (Sparks, 2015).

Media also awakens the desire to imitate others, people act as a result of observing
others/environment. The philosophy of social learning theory asserts that people learn by observing
and imitating the actions of others. The study of 2020, conducted by the author revealed that social
media users look up to and imitate their peers more than celebrities. This made marketers study the
behavior of citizens around the target audience and implement appropriate marketing activities
tailored to them.

Another theory is the third-person effect (Bryant, 2012), which refers to an individual's perception
that some event, or environmental factors, influence another (third person) and never/rarely
influence them. That's why people don't try to avoid watching violent movies or even reading
misinformation on social media. They are sure that even a crime, or injustice condition can affect
someone else, but not them. According to our research, the existence of the mentioned theory was

confirmed (see chart #4). Respondents admitted that the media has a great influence on an
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individual's life (59.4%), although this does not apply to themselves. Only 10% stated that the

media can influence their mood and outlook.

mOther m Me

No influence Low Average Large Very large

Chart #4: Impact on third parties

Source: Chart constructed by the author based on research findings

According to the chart, we can conclude that no matter how many times we tell the public that the
media has a great influence on each of them, they will still be confident and will receive as much
advertising/information/activity as they are provided within the framework of various political or
marketing activities.

A spiral of silence, another media effect, operates in a social network when people refrain from
expressing their opinions if they think that the majority has a different opinion. Social media, where
individuals have the opportunity to engage in lively discussions and hear the opinions of others, has
made this theory relevant. According to research conducted in the US, the more clearly defined the
sentiments of the group, the more individuals refrained from expressing a dissenting opinion on
Facebook or Twitter (Matthes et al., 2018).

After discussing theories of media influence, our subject of study is the impact of social media on
consumer moods and well-being. Accordingly, in the third sub-chapter of the second part of the
paper, we will consider the features of the influence of social media on the behavior of Georgian

users.
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Studies conducted in different countries at different times have shown that intensive use of social
media has different effects on users. According to a study conducted by American researchers in
2014, the more a student used the social network, the lower their self-esteem was (Vogel, 2014).
Studies conducted in the US in 2010-2013 have shown that excessive use of social networks leads
to an increase in depression and a decrease in well-being and life satisfaction (Feinstein et al, 2012).
As part of the present research, it was of interest to determine the correlation between the intensity

of social media use by consumers with their self-esteem and life satisfaction (see Table #1).

Year 2020 usage activity
Satisfaction with appearance r=-0.24 M = 3.36 r=-0.07
Career satisfaction r=0.10 M =494 r=0.22
Personal life satisfaction r=-0.10 M =4.96 r=0.10
Relationship satisfaction r=0.01 M =5.62 r=-0.01
Success r=0.07 M=4381 r=0.23
General satisfaction r=0.03 M =5.13 r=0.20

Table #1: Social Media effect on the user’s Well-being

Source: The table was created by the author, based on the results of the study

According to the findings, the average degree of satisfaction with life (M=5.13 out of 7 points) in
Georgia is quite high among the respondents. Correlation differed according to users' frequency of
social media use and social network activity, where frequency refers to the time, and how long an
individual spends on social media, and activity refers to the activity performed by them like:
posting, sharing, responding, commenting, etc. Satisfaction with one's own body decreased with
increasing use of social networks - r = - 0.24 (M = 3.36), although social network activity somewhat
balanced this mood and a very small negative correlation was observed between body satisfaction
and being active on social networks r = - 0.07. It showed a negative correlation between social
media use and personal life satisfaction r = - 0.10 (M=4.94), which implies that the more often
customers use social media, the less content are they with their personal life - r = - 0.10, and the
more active people are on social networks, the more balanced the satisfied they are with personal
life - r=0.10. p >0.05
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A positive correlation was observed between career/job satisfaction and social media activity r =
0.22, and there is also a positive connection between self-perception and frequent social activity - r
= 0.23; In general, life satisfaction also increased when an individual was active on social media
compared to when they were not active. The correlation between the frequency of SM usage and
social network activity is low, although positive: r - 0.23, but this logical relationship is not too high
either. It should be noted here that 78% of the respondents reported satisfaction with life in general
(5+ out of 7 points).

Within the framework of the current study another research was conducted in 2022 - after
Covid 19 pandemic, to find out whether the social media effect changed following the situation.
However, in the study approximately similar findings were recorded - half of the respondents
(53.5%) used social media very often, and only 17% were active with the same intensity. On
average, respondents used social media with an intensity of 4.27 out of 5 points and were active on
social networks with a frequency of 3.2 out of 5. The subject of the study was to determine the
relationship between social media usage and life satisfaction in terms of age. As a result, the
correlation for Generation Z was low positive r = 0.22, an average of 5 points out of 7. The
correlation of life satisfaction in active users is higher r =.29. The average score is 5.1 out of 7;
Self-esteem was medium positively correlated with frequent usage - r = .29; M = 4.87 (see table
#2). p >0.05.

usage body satisfaction Life satisfaction General self-esteem
Generation Z (14 - 25) 0.04 0.12 0.12
Generation Y (26 - 40) 0 0.3 0.4
Generation X (41 - 56) 0.17 0.25 0.31
Generation BB (57 +) 0.4 0.35 0.44
Activity

Generation Z (14 - 25) 0.22 0.3 0.29
Generation Y (26 - 40) 0.1 0.14 0.2
Generation X (41 - 56) 0.23 0.26 0.27
GenerationBB (57 +) 0.58 0.5 0.34
Average Score

Generation Z (14 - 25) 5 51 4.87
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Generation Y (26 - 40) 5.45 5.3 5.3
Generation X (41 - 56) 5.2 4.9 53
Generation BB (57 +) 5.2 4.7 5.2

Table # 2: Impact of Social Media Use on Life Satisfaction by Age

Source: The table was created by the author, based on the results of the study

The table indicates that there is a high to a medium correlation between social use, activity, life
satisfaction, and self-esteem among individuals aged 40+. As for the average coefficient of life
satisfaction - it is quite high in all four generations.

If we analyze it from the point of view of gender to some extent there is a difference between the
attitudes. Men are more prone to be influenced by social media. A low correlation was observed
between general self-esteem and the frequency of social media usage (r = 0.22). Men's self-esteem
increases when they use social media frequently. Being engaged in Social Media activities raises
body satisfaction (r = 0.26), life satisfaction (r = 0.23), and self-esteem (r = 0.3). For women, a low
positive correlation between Social Media usage and life satisfaction (r = 0.19) as well as self-
esteem (r = 0.26) was observed. It is important to note that both women and men rate their self-
esteem, body satisfaction, and life satisfaction with an average of 5 points out of 7.

The third chapter of the paper provides Effective Content Marketing Strategies and Perspectives
on Social Media Effects.

In the first subsection of Chapter 3, Content marketing tools and modern mechanisms are discussed,
discusses the role of content marketing and its comparison with traditional marketing is observed
from the perspective of scholars and practitioners. Content refers to all types of digital material that
a user consumes on a digital platform including what they read, view, study, or experience
(Wuebben 2012).

The extent of influence of content posted on social media depends on the characteristics of the
content (Schreiner et al, 2019). Such characteristics are - topic (what is the topic of the post), visual
component (image, link, emoji, hashtag), text size (how many sentences the so-called “copy”
consists of), interactivity (call to action/sharing/feedback), time factor (frequency of posts, in which

part of the day they were published) and position (Schreiner et al (2019).




72

When discussing design and content, the majority of marketers point out that content, the subject
matter is crucial (Schreiner et al, 2019). Georgian marketers express the same as revealed in the
research conducted in 2022. They say content is superior to design. According to content marketing
research, the most engagement is observed with videos (54%) and effective images - (53%),
followed by textual posts - 30% and stories (26%), and live streams (25%).

An interactive post with a call to action resulted in a large number of feedback in the form of
comments. Any interactive element made the post more likable and increased user engagement.
(Kim et al, 2017; Schultz, 2016). The impact of a high interactivity post was compared to
engagement for a transactional post. In the interactive posts, there were plenty of greetings, wishes,
questions, and invitations from the Brand, and in the transactional ones, there were product
advertisements, discounts, and promotions. Researchers measured the facial expressions of users
when viewing both types of posts and found that highly interactive content was perceived as more
exciting and therefore more positive than transactional content aimed at promoting certain products
or sales (Yu, 2014).

Practicing marketing and having professional knowledge about the digital ecosystem of Georgia,
marketers working in the country were chosen as the subjects of our research along with studying
the attitudes and behavior of social media users. We conducted in-depth interviews with them about
the effective content and design used in Social Media and compared their perspective to the
consumer’s beliefs. The majority of marketers (77.6%) name video as the most consumed format,
which is also confirmed by international studies, followed by photo (59.2%), graphic picture
(52.6%), and story (47.4%), Links to more extensive information (15.8%) and Live video (22.4%)
are less consumed (chart # 5).

The surveyed users name photo (62.2%), video (56.8%), and textual posts (53.8%) as the most
frequently consumed format. Respondents most often read posts/articles (79.2%) with headlines
that attracts their interest. There is a clear difference between consumers and marketers
participating in the research in two directions - marketers think that graphic pictures have more
feedback (52.6%), while consumers only recognize the effectiveness of graphic pictures in 30.7%
of cases. Marketers say that a link to more extensive information (on another site) is less effective

(15.8%), and half of the surveyed consumers say they often click on a provided link (48.9%).
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» User ® Marketer

Link Video Graphic Photo Text Live Story other

Chart #5: Attractive Content Format - Comparative Analysis of Marketers' and Consumers' Preferences

Source: Chart constructed by the author based on research findings

As shown in the chart above - video, photo, live video, stories, and other formats are equally
important to marketers and consumers, with differences in their preferences for the three directions:
marketers think that links to extensive information are less effective, while consumers admit
frequent clocks to the links directing them to the larger information. Graphic content is rarely used
by consumers, while marketers believe it is well-consumed lastly, the textual content is of interest
to consumers, which according to the marketers’ experience is less compelling.

Along with the design, the Social Media content was also the subject of the research. The
participants of the research reported that they are most interested in informative posts (76.3%). The
least interesting was company news (14%), company employees (10.1%), and brand personification
(8.1).

Comparative analyses of the marketers' experience and the users' preferences show that there is a
big difference regarding educational posts, while marketers consider such posts as less popular.
There is also a difference in regards to posts carrying discounts (see chart 6). Marketers think that
discounts have the greatest response (74.4%), while consumers in Georgian report them as less
interesting (30.7%). Attitudes to entertainment content also vary - marketers believing there is a
high demand (68%) and consumers saying they are less engaged (27.2%). Finally, there are

differing views between marketers and consumers regarding the use of influencers in content
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creation. Marketers believe consumer engagement with influencer posts is medium (30%) and

consumers say their engagement in such content is pretty low (8.1%).
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Chart #6: Comparative Analysis of Marketers' and Consumers' Preferences on content

Source: Chart constructed by the author based on research findings

In the third sub-chapter of Chapter 3, Key principles of persuasion through cognitive and emotional
means in Social Media

Persuasion refers to the process of receiving information, processing it, and making a decision
about action, as a result of which a person's beliefs and views are influenced and finally manifested
in behavior and action. Persuasive communication aims to change, push, and shape the
response/feedback of the recipient of information (Wall et al, 2019).

In 1986, Petty and Cacioppo developed the Elaboration Likelihood Model (Petty & Cacioppo,
1986), according to which an individual receives and processes information in two ways - through
Central Route and Peripheral route. When the information is processed through central route, they
mentally delimit and thoughtfully/rationally discuss the quality of the product/service. Persuasion
by the peripheral route takes considers the factors that are superficially related to the
information/product itself. If persuasion through the central route is more mindful, the peripheral
route based decision-making is grounded by a person’s mood and feeling. Peripheral factors are:
information source authority, Liking, Reciprocity, Scarcity and the quantity of arguments (Cialdini,
2009).
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The quality of the argument is considered a key tool in decision-making using Central Route. The
more quality and strong arguments are provided to the listener, the easier it is to convince them
(O'keef, 2009). Strong argument is elaborated and effectively used if it is instilling fear, or
expresses warning (Petty, 2018). Fear is a natural human emotion that occurs when faced with
imminent danger. According to researchers, appeals to fear have a curvilinear effect (Hovland et al.,
1953). It means that it reaches to some degree, the fear appeal is no longer impactful.

Social media is managed by algorithms and one of the main principles is to provide people with
information that is relevant to them (Chen et al, 2015) and where engagement can be high.
Engagement is considered the intensity of an individual's participation and connection in the
content or activities provided by the organization/company, the source of which is either the
organization or another customer. Customer engagement consists of cognitive, emotional,
behavioral, and social elements (Vivek et al, 2012). Engagement in social media involves attracting
attention, sparking interest, entertainment, and participation (Geng et al, 2021).

Credibility, as mentioned earlier, is one of the most important factors in persuasion. The basis of its
acquisition is the authority of the individuals who created the social media content or appeared on
it. The credibility of information is greatly influenced by the number of information sources, the
more people repeat the message, the more customers believe the said information is reliable
(Okeefe, 2008). Considering this factor, people of different genders, ages, and nationalities say the
same message in advertisements.

With the development of digital space, access to information has increased, and people are unable
to cognitively process the information provided, so they are less affected by reasonable messages
(Rodriguez et al, 2014) and emotions are automatically taking over (Weismueller, 2022). The most
optimal principles of the peripheral route of information processing are offered by Robert Cialdini,
who is a modern Italian marketer and writer. He believes that during communication there are such
methods, tactics, and words that impulsively cause the user's sympathy for the offer. For example,
the phrase "because" directs the mind to listen to the rationale, so it becomes more attentive to
understand the subsequent message (Cialdini, 2009). Cialdini’s persuasion tactics are based on 6
principles discussed as follows.

Reciprocity - a person has an inner instinct to reciprocate both evil and good. By receiving a small
amount of kindness/support, the individual feels obliged to repay the benefactor (Cialdini, 2009).

Social media fully relies on the principle of reciprocity, since its main function is to share
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information and return what is spent. Social action is the result of the sharing process (Surma,
2016).

Consistency - a person always tries to be consistent in his decisions. The principle takes on a special
dimension in the social network, since here individuals publicly express their positions, beliefs, and
attitudes towards some person, issue, or product through various methods - group membership,
page likes, friendships, following, reacting to a post or content. Studies have also shown that when
an individual shares information about the value of a certain product or charity act, they are much
more likely to purchase/involve in the similar case. It can be such activities as engaging in
environmental activities (Mickael, 2014; Demarque, 2013), forming a political opinion (Penney,
2017; Weismueller, 2022), or purchasing/tasting a product (Chen et al, 2015).

The Social Proof is one of the important bases of decision-making, especially in such collectivist
countries as Georgia. In order to manipulate the opinion of the majority in the social network, the
pages of the brand/politician try to collect as many likes as possible, thus indicating to the users
social proof by number of followers/likers. People with different political or household views try to
show the audience the opinion of the majority and manipulate with it (Cialdini, 2009). People's
propensity to disclose information about their personal issues has been studied, and found that if
they see others disclosing, they do so themselves (Acquisti et al, 2012; Tamaki, 2021).

In the research carried out within the scope of this work, it was studied why SM users put Like on
pages. According to the respondents, the majority prefers and "likes" the page when interesting
information is found there (70%); not to miss discounts - 26.7%. Half of the respondents (52.5%)
are driven by curiosity and want to know what is happening with this person/company they Liked.
The 29.6% say they put Like on the pages because they just like it so. It is also interesting that
almost every fourth (23%) of the interviewed say that their relatives ask them to Like the page and
that is why they decide so.

Scarcity is another tactic of persuasion whereby individuals value more what is less available to
them. (Cialdini, 2009). This tactic is also called "hunger marketing"”, according to which marketers
artificially create the perception of product scarcity, and this actually has a great impact on the
purchase decision, since in such case the desire to purchase the product increases (Zhao et al, 2021;
Zalake et al, 2021). Using the principle of scarcity in social networks is more convenient and
effective since it is easier to create an artificial virtual demand - with questions, comments, and

frequent reminders to limited time, item and etc. The studies suggest that during the Covid
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pandemic, since there was high uncertainty and perception scarcity, people started to panic, which
led to the emptying of the stores of toilet paper and other items of primary use (David et al, 2021,
Kirk & Rifkin, 2020; Omar et al, 2021)

Research data analyses have confirmed that emotional attitude and mood govern consumer
behavior. As reported only 2% of respondents are interested in what they need, mostly they buy
what they like and what they trust. Analyzing the data in regards to different generations, it was
revealed that young people with high self-esteem - Generation Z - are cost-conceous, and those with
low self-esteem are influenced by the authorities.

In the third sub-chapter of Chapter 3, the influencer marketing and the tactics of its use in Georgia
Is discussed.

The authority of the source, its credentials, and close connection with the customer has a significant
influence on the personality. The correlation test revealed that, those with low self-esteem are more
inclined to like SM post, however, there is no correlation between the authority liking the consumer
self-esteem (Kavtarashvili, 2019).

One of the most common marketing tactics in social networks is influencer marketing when a
famous person or an ordinary on puts out an interesting content about various products. The main
function of an "influencer" is to somehow manage to gain people's trust and the popularity of their
channel. The popularity of a social media channel is directly proportional to its revenue generation.
Thus, influencers have a great influence on consumer purchasing decisions (Tafesse & Wood,
2020), however, Georgian marketers say that 42% of them invite influencers to their campaigns,
42% do not include them, and 16% use them only sometimes. As mentioned the influences can be
ordinary users of social media, whose content is highly consumed by users. However, the research
shows that Social Media users are prone to imitate either famous influencers (upward comparision)
or the people like them (downward comparision). In the survey users reported, that they more likely

compared themselves to other similar users (M = 3.13) than to famous people (M = 2.17).



78

1. Findings and suggestions

Social media has become a leading digital marketing tool that has embraced a large part of the
global community. As consumers became more involved, its impact on social relationships, public
attitudes, self-perceptions, and economic behaviors has increased. The omnipotence of social media
has raised timely questions about audience segmentation, the influence of information sources, and
using other persuasion principles.

Based on the thorough study and analysis of the mentioned issues, we can formulate the following
theoretical and practical findings and suggestions:

1. Social media provides an effective platform for offering quality and impactful marketing
content that greatly influences consumer sentiment and behavior. Consequently, there is a high
likelihood of consumer persuasion in relation to various commercial products or political opinions.
With targeted and effective marketing tactics, it is possible to influence consumers attitudes and
sentiments, which affects their purchasing decisions. Therefore, to effectively conduct marketing
activities of a commercial brand or organization, it is strategically important to use social media,
which will increase customer engagement and generate loyalty towards the product or value.

2. Facebook and Instagram are the most popular channels among social platforms for users
in Georgia, and YouTube takes third place in the ratings. It is through these channels that users
receive content generated by both marketers and users. Consumers report that social media is the
primary source of information for them, although traditional media is more trustworthy. Therefore,
for maximum effectiveness, marketers should campaign on social media - the top-rated platforms -
to attract attention, and then incorporate traditional media channels to strengthen brand image and
gain trust.

3. Social media creates a worldview for its users, and the "the third person effect™ is relevant.
Based on the information received via Social Networks, users make decisions, however, they report
that an information/advertisement will have a great impact on others, and never on themselves.
Therefore, it is confirmed that consumers open up for marketers and consume any
information/content provided. Nevertheless they may believe that some advertising is less credible,
effectively prepared and distributed promotional content will surely achieve its goal.

4, The media effect of "spiral of silence™ is common in social media. Consumers refrain from

expressing their opinion if they think the rest believes differently. They fear isolation from society
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and prefer to keep their opinions to themselves. Therefore, appealing to public proof and showing a
guantitative advantage may change negative sentiments, or at least avoid the company/person from
talking negatively about them. By showing a large number of positive reviews, even those with a
negative attitude will not want to post about their bad experiences.

5. Beliefs and behavior of different generations vary. Baby Boomers (60+) are full Facebook
users. Generation X (41-56 years) and Y (26-40 years) use Instagram and YouTube together with
the facebook, while Generation Z (14-25 years) actively uses other platforms, such as tiktok and
snapchat. The more often Generation Z is active on social media, the higher is their self-esteem.
Therefore, in order to create effective content, it is advisable to consider the target audience in
terms of age, according to generations, and create a campaign customized to them, which calls for
high activity and engagement of users.

6. All four generations are highly receptive to cognitive and emotional principles of
persuasion, especially tools such as trust and approval. In addition, Generation Z and Generation Y
are highly influenced by social proof. Persuasion principles affect consumers with high and low
self-esteem differently. High self-esteem generation Z tends to choose a product based on price,
while low self-esteem generation Y is highly influenced by what authoritative people (influencers)
say to them. Therefore, when planning a marketing campaign on social media, the different
approaches and preferences of generations should be taken into account, which will allow the Brand
to use persuasion tactics targeted and customized to the characteristics of the audience.

7. In order to create efficient content on social media, it is essential to segment the audience
by demographic characteristics as well as cultural cues. In terms of gender, women are more active
users of social platforms, although the influence coefficient is higher for men users. According to
cultural characteristics, Georgians are characterized by high power distance, collectivist, short-term
orientation and feminine culture. Therefore, content created for the audience will be beneficial
when it focuses on community welfare, high values, traditions, family environment, and social
proof.

8. Social Media has a great influence on the user behavior, which was assessed by measuring
life satisfaction, body satisfaction and self-esteem within the scope of this study. The more
intensively a person uses social networks, the more active he/she is, the higher is their life
satisfaction, although in some cases frequent use of social media leads to dissatisfaction with their

body and personal life. Accordingly, communication campaigns carried out in social media can not
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only create general sentiments, but also determine the starting point of a person's self-esteem and
affect personal well-being, which will later be reflected in a consumer behavior.

9. Social media affects on consumer behavior vary according to different segments.
Millennial and Baby Boomers are highly influenced compared to other generations. Their life
satisfaction is closely related to their frequency of activity in Social Networks. Therefore, marketers
can actively target 40+ consumers with promotional content on social media. To increase the degree
of persuasion, social media activities must include high engagement and interaction.

10. Social media has a medium influence on the well-being of individuals. The more often an
individual is active on social networks, the higher is their self-esteem and life satisfaction. The
average coefficient of all three variables (life satisfaction, body satisfaction and self-esteem) is five
+ out of seven points. Individuals compare themselves more to their peers than to celebrities,
especially in the Generation Z and Baby Boomer segments. Based on this research, it is
recommended for marketers and communication specialists to distribute content in which users
similar to the target segment appear and give personal recommendations. By increasing the
involvement of ordinary citizens in the marketing campaign, it is possible to create positive
attitudes towards the brand and increase the sales.

11. Information source authority is one of the proven persuasion principles in marketing
campaigns. Georgian marketers actively involve Influencers in Brand promotion campaigns,
however, according to the professionals, this has high results when the influencer is related to the
product and has a certain competence. Hence, the use of Influencers by brands is recommended
only if they have competence in the endorsed product/service.

12. Content marketing is actively practiced among marketers in Georgia. Producing blogs and
creating topical social media groups to disseminate information is common. Topical groups create a
certain subculture and a sense of community. Therefore, creating thematic groups in social media
and loading them with cognitive information will help marketers to raise consumer awareness and
indirectly, but more effectively, generate loyalty to the product.

13. When discussing effectiveness of social media content and design, it has been found that
consumers and marketers prioritize content. If the topic is relevant, current, and familiar to users, it
attracts attention and generates interest in exploring more. Posts about discounts and entertainment
are of particular interest and have a great insights on the social networks. Therefore, it is assumed

that along with visual images, which usually go viral, the textual content is also effective if it is
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created properly. This validates to conclude that social media postings should be relevant and
current. Offering discounts and entertainment content is useful alongside product/brand
information.

14. Pages with many Likes are associated with authority for SM users in Georgia. When a
Brand desires to get more Likes, it can apply various methods, among which is asking friends to
Like the page. However, the most effective tactic has been found to be the relevance of the content.
When the page (generates diverse and interesting content it attracts more
subscribers/likers/followers. Accordingly, timely, consistent information flow will entice more
customers and increase loyalty toward the brand.

15. Social Media users in Georgia are part of a low-context culture, where the focus on
emotional feelings and human relationships is predominant. However, the demand for reasoned and
accurate information is obvious. That is why it is desirable that the content posted on Social Media
contain logical arguments, statistical data, and specific facts.

16. The personal and social relevance should be considered for the successful use of
persuasion principles. Interaction and high Engagement is of paramount importance for long-term
goals. Therefore, social media marketers should prioritize the use of tactics that facilitate discussion
and make the product/service/value contextual and relevant to the audience.

17. Emotion-based persuasion principles such as Reciprocity, Like, Social Proof, Consistency,
Authority and Scarcity, are applicable in social media. Accordingly, the social media content
creator should plan and manage the content distributed on media channels in accordance with the
aforementioned principles.

18. Video, photo, and graphic content are popular on social networks. The length and quality
of the video are less crucial, the main factor is that the caption to be relevant to the audience.
Therefore, it is recommended for marketers to prepare a caption to the visual including keywords
and hashtags, which will attract the interest of users and increase engagement.

19. Marketer-generated content (MGC) and User-generated content (UGC) are equally highly
impactful. Product reviews are highly valued by both consumers and marketers. Because of this,
there is a great temptation on the part of marketers to artificially create positive reviews, and
initiating of which comes to be accepted practice in marketing. Therefore, we can conclude that the
incentive to generate reviews for the startup company increases the awareness of the product,

however these reviews should not be only positive, but more realistic, the way it generates high
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trust. Generating positive reviews is especially recommended for companies or products that are
less familiar and new to the market. In the case it should start by promoting the marketing-
generated content and then recruit customer reviews.

The Social Media is found to be an effective marketing tool having huge impact on how we
perceive ourselves and the world and make purchasing decisions. Therefore, both the marketer and
the communication specialists and trustees have the opportunity to select the right mechanisms, the
choice of selection in relation to the changed product offering, if there are differences.
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