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ARTICLE INFO ABSTRACT

Keywords: In effective business management, particular emphasis is placed on the selection and
implementation of innovative strategies. Business management strategies are undergoing

Business constant transformation, primarily driven by technological progress, the strengthening of

management globalization, increasing market competition, and other factors. Companies are compelled to

strategies adopt innovative approaches to maintain a competitive advantage and adapt to a rapidly

Digital changing market.

transformation

Digital This study aims to examine the role of digital marketing and customer-oriented strategies in the

marketing modern business environment, assess the impact of digital transformation, and identify the major

challenges faced by businesses in Georgia.

The research is based on a quantitative survey and a review of relevant academic literature. The
analysis focuses on the effectiveness of digital marketing practices, the level of consumer trust in
digital communication, and the challenges associated with digital transformation.

The findings indicate that digital marketing has become an essential component of modern
business activities. However, limited consumer trust and differing perceptions of personalized
advertising continue to affect its effectiveness. The survey results reveal that consumers
primarily use social media platforms and search engines as sources of information, highlighting
the importance of effective digital communication strategies. While some respondents perceive
personalized advertising as beneficial, others express concerns regarding its relevance and the
use of personal data. The study also demonstrates that increasing regulatory requirements related
to data privacy and digital communication are likely to influence the future development of
digital marketing.
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Based on the research findings, several recommendations are proposed, including strengthening
consumer trust through transparent communication and data protection measures, improving
personalization practices, adopting integrated multi-channel marketing approaches, and ensuring
responsible data management. The findings may be useful for organizations seeking to enhance
the effectiveness of their digital marketing activities and strengthen their competitive position.
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1. Introduction

In the modern business environment, the importance of customer-oriented strategies is growing rapidly.
The integration of digital marketing into business strategies is essential for success and sustainable
growth in today’s market. Data analytics, automation, artificial intelligence, and other technological
innovations enable companies to make faster and more informed decisions (Mantena & Murugan, 2025).
However, integrating digital technologies is not a simple process, as it requires modernizing existing
business processes, changes in corporate culture, and the effective adoption of new opportunities (Su,
Yu & Lin, 2025).

Innovative approaches also include the development of sustainable business models, which have become
increasingly relevant due to rising demands from both consumers and investors (Dib & Harnan, 2025).
Corporate social responsibility (CSR) and adherence to ESG (Environmental, Social, Governance)
standards are now critical factors for the long-term success of businesses (Verulava, 2017). The
implementation of sustainability strategies contributes both to strengthening brand image and building
consumer trust.

One of the key aspects of business sustainability is crisis management. In recent years, the pandemic,
international conflicts, and economic fluctuations have demonstrated that companies require flexible and
adaptive strategies to overcome crises (Tabatadze, 2024). Crisis management involves risk assessment,
the ability to respond quickly, and strategic adjustments, enabling organizations to address challenges
under conditions of uncertainty (Verulava, 2017).

Georgia, as a developing market, faces particular challenges in implementing business management
strategies. Although Georgian companies attempt to follow global trends, they often lack the necessary
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knowledge, experience, and financial resources for effectively adopting innovative models (Pokhloba,

2020).

Research Aims and Objectives

The research aims to analyze modern business management strategies, assess innovative approaches,
and identify existing challenges, with a focus on digital marketing and customer-oriented strategies.

Objectives

1.

To examine modern approaches to strategic management and determine their impact on
organizations.

To analyze the influence of digital transformation, innovative technologies, and sustainable
business models.

To analyze digital marketing and customer-oriented strategies in the modern business
environment.

To compare the research findings and conclude the effectiveness of customer-oriented business
strategies.

Research Questions

RQ1. What are the main innovative strategies in modern business management?

RQ2. What impact do digital transformation and technological innovations have on business
competitiveness?

RQ3. How do companies cope with crises and implement sustainable strategies?

RQ4. What is the role of customer-oriented business strategies and digital marketing in Georgia?

Subject and Object of the Research

Subject: The digital transformation of modern business management strategies and their impact
on organizational activities.

Object: Customer-oriented business strategies, digital marketing, and the existing practice in
Georgia.

Hypotheses

H1: Digital transformation and innovative technologies significantly improve business management
strategies. The use of digital marketing effectively responds to changing consumer demands and
market trends: 1. Digital marketing is the most effective tool for attracting customers in modern
business. 2. Personalized advertising significantly increases customer engagement and loyalty. 3. The
level of consumer trust influences the effectiveness of digital marketing.

H2: Innovative approaches to crisis management increase organizational resilience.
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H3: The business sector in Georgia is not fully adapted to modern innovative strategies, which slows
down the implementation of digital marketing and limits business development opportunities.

2. Literature Review

Numerous publications by Georgian and foreign researchers examine business management strategies.
In his work, Javakhadze (2019) discusses the impact of digital transformation on business management
strategies. He notes that the integration of data analytics, automation, and artificial intelligence into
modern businesses is an inevitable process. The issue of adopting artificial intelligence and utilizing its
capabilities became particularly prominent during the pandemic (Giguashvili et al., 2019). The pandemic,
in turn, can be regarded as a stimulating factor that may accelerate societal progress in developing
appropriate mechanisms for managing artificial intelligence (Giguashvili & Makasarashvili, 2021).

Mantena and Murugan (2025) review the integration of machine learning into business information
systems. Their study shows that using artificial intelligence and machine learning algorithms to optimize
business processes enhances efficiency and reduces costs.

The use of digital technologies contributes to the automation of operations and cost reduction in small
and medium-sized enterprises (Giguashvili, 2024). Artificial intelligence plays a significant role in
supporting sound economic and business decision-making, enhancing human capital, expanding the
production of goods and services, increasing sales, and ensuring cost optimization (Giguashvili &
Makasarashvili, 2022).

Dib and Harnan (2025) focus on the role of sustainable business models and their impact on a company’s
long-term strategies. According to their study, sustainable business practices and corporate social
responsibility have a significant influence on consumer trust and brand reputation. The authors
emphasize that compliance with ESG criteria is not only a means of demonstrating corporate social
responsibility but also a financially profitable approach in the long run.

In his work, Verulava (2017) examines business sustainability strategies using the healthcare sector as
an example. The author notes that restrictions on competition and changes in the regulatory environment
often complicate the strategic development of companies. According to his analysis, business
sustainability must be based on a flexible management system that enables companies to overcome crises.

Tabatadze (2024) highlights the importance of crisis management in business. His study shows that
modern companies often fail to respond rapidly to unexpected economic shocks, leading them into
financial crises. The author points out that effective crisis management must include predefined strategies
that allow companies to adapt quickly.

In their study, Karulkar, Sampat, and Thapliyal (2025) examine the development of quick delivery
services and their impact on consumer behavior. They note that in recent years, rapid delivery platforms
such as Zepto have thoroughly transformed the traditional retail model. Their research shows that
growing consumer demand for fast service makes businesses continuously introduce innovative
solutions.
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Pokhloba (2020) reviews the role of the state in the business development process. The author notes that
in Georgia, business management strategies often depend on state policy and the regulatory environment.
His study emphasizes that government decisions have a significant impact on business sustainability,
investment attraction, and the formation of long-term strategic vision.

A significant issue is the development of global strategies by companies that take into account
regulations, legal frameworks, and regulatory requirements existing at both the international and local
levels. It is essential for companies to properly assess their resources and determine the advantages that
can be utilized when entering global markets (Kinkladze & Chitaladze, 2018).

Oloruntoba (2025) argues that the development of digital technologies creates a new stage in business
management strategies. The adoption of digital technologies affects corporate activities and enables the
creation of innovative business models (Makasarashvili et al., 2024). Artificial intelligence offers not
only productivity growth and consistency in processes but also reduces the likelihood of errors and
provides greater security for businesses (Oloruntoba, 2025). Therefore, the use of artificial intelligence
is considered one of the most promising solutions for modern business.

It is noteworthy that today the Georgian business sector already uses: Salesforce Einstein — a CRM
platform powered by artificial intelligence; Zoho Zia — an Al assistant that helps businesses automate
customer service; HubSpot — known for its marketing, sales, and service software; Storiai — a Georgian
platform for brand management and creating tailored content; and Calen.Al — the first Georgian-language
voice and chat assistant that helps businesses automate customer service through artificial intelligence
(Giguashvili, 2024).

SaasS solutions enable organizations to access software applications through cloud-based services rather
than local installation. These platforms support customer relationship management, marketing
automation, e-commerce activities, and customer service functions, helping firms improve customer
engagement and personalize communication with clients (Akpan & Razavi, 2025).

Digital transformation is prompting companies to invest in new technologies and revise existing sales
models. In the context of expanding global internet access, where the number of internet users now
exceeds five billion, the volume of online purchases continues to grow steadily (Giguashvili,
Makasarashvili & Sadagashvili, 2025).
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Chart 1

Number of Internet Users Worldwide 2005-2025
(in millions)

Source: https://www.statista.com/statistics/273018/number-of-internet-users-worldwide/

In line with global trends and alongside technological development, it is natural that the demand for the
internet is also increasing in Georgia. According to the National Statistics Office of Georgia, in recent
years, the indicators of enterprises’ access to the internet have been rising (Giguashvili, 2024).

Table 1
The Share of Enterprises that Had Access to the Internet as of January 1 of the Relevant Year,
% (Georgia)

2019 2020 2021 2022 | 2023 2024
Total 93.0% | 94.0% | 95.0% | 84.2% | 84.4% | 94.4%
Including:
Share of Small (1-49 1 o) 606 | 93.0% | 94.8% | 83.7% | 84.0% | 94.29%
enterprises employees)
that had Medium (50-
access to the | 249 98.1% | 99.6% | 99.8% | 99.4% | 99.4% | 99.8%
Internet employees)
Large (250% 1 g9 65 | 100.0% | 100.0% | 99.6% | 99.6% | 100.0%
employees)

Source: www.geostat.ge

However, the number of companies that use digital infrastructure for planning production resources or
managing customer information is very low. For example, only 3.7% of enterprises with internet access
use software for data collection and analysis for marketing purposes. The rate of software use in
production resource planning is relatively higher, amounting to 10.4% (Giguashvili & Bebnadze, 2024).
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In Georgia, companies are progressively striving to introduce modern technologies into business
processes, and the innovative activity of enterprises is increasing. According to the data of the National
Statistical Service of Georgia, in 2023, 6.8 percent of enterprises introduced new or significantly
improved goods on the market, while the share of enterprises that introduced new or significantly
improved services during this period was 6.2 percent (Giguashvili, 2024).

Chart 2

The Share of Enterprises That Have Introduced Innovations in Business Processes by Methods,
2023

PROMOTICON, FACKAGING, PRICING, PRODUCT FRODUCING OR DEVELOPING GOODS OR
PLACEMENT R AFTER SALES SERVICES PROVIDING SERVICES
5.6%

5.5%

LOGISTICS, DELIVERY OR
DISTRIBUTION

&1%

ORGANISING WORK RESPOMSIBILITY,
DECISION MAKING OR HUMAN RESOURCE
MANAGEMENT

5.0%

BUSINESS PRACTICES FOR
ORGANISING PROCEDURES DR
EXTERNAL RELATIONS

4.7%

NFORMATION PROCESSING OR
COMMUNICATION

5.6%

ACCOUNTING OR OTHER ADMINISTRATIVE
OPERATIONS

5.3%

Source: www.geostat.ge

3. Research Methodology

This study is grounded in the Dynamic Capabilities Theory, which explains how organizations can
rapidly adapt to a changing business environment and maintain a competitive edge (Oloruntoba, 2025).

The research relies on a mixed methodology that combines secondary and primary research methods:
1. Critical literature analysis (secondary research method)
Recent scholarly sources related to business management strategies will be examined and analyzed.
2. Quantitative survey (via Google Forms, 100 respondents)

Participants in the survey will evaluate the effectiveness of customer-oriented strategies and digital
marketing in modern Georgian business.

3. Comparative analysis of quantitative survey results and literature

The obtained results will be aligned and compared with existing literature to assess the actual impact
of digital marketing and customer-oriented business strategies on business competitiveness.

Survey respondents were selected using a convenience sampling approach. The questionnaire was
distributed online via social media platforms (Facebook, LinkedIn) and email during March—April 2026.
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Participation was voluntary and anonymous. The target audience included economically active
individuals aged 18 years and above who regularly use digital platforms and have experience interacting
with online advertisements and digital marketing content. Since the study focuses on consumer
perceptions of digital marketing, respondents were considered relevant to the research objectives.
Although the sample size does not allow for full generalization to the entire Georgian population, it
provides valuable insights into current consumer attitudes and behavioral tendencies.

Theoretical and Practical Significance of the Study

The study is theoretically significant as it advances the theory of modern approaches to strategic business
management, discusses the impact of digital transformation and innovation, and provides new insights
into sustainable strategies.

The practical significance lies in the fact that its results will assist business organizations, managers, and
strategic decision-makers in better implementing innovative business models, adopting digital marketing,
and managing crises more effectively.

4. Results and Discussion
4.1. Strategic Approaches to Modern Business Management

The concept of strategic management and its theoretical foundations have been shaped through
significant stages of change and development. The growing complexity of the business environment and
the rapid changes in the market create conditions in which strategic management becomes a decisive
factor for organizational success. One of the main challenges of modern management is considered to be
the organization’s ability to maintain a capacity for rapid response to crises. The pandemic and other
global crises have clearly demonstrated that the resilience of the business environment largely depends
on the company’s pre-planned strategic flexibility.

In contemporary theories of strategic management, particular importance is attached to the dynamic
capabilities approach, which implies an organization’s rapid adaptation and effective allocation of
resources (Tabatadze, 2024). According to the theory of dynamic capabilities, organizational
competitiveness does not depend solely on resources, but also on how effectively these resources can be
utilized in a changing environment (Damghanian & Ghaleh Agha Babaei, 2025).

A special role in the evolution of strategic management is played by integrating technological
innovations. The introduction of new technologies such as artificial intelligence, automation, and data
analytics has significantly transformed traditional approaches. Technology ensures organizational
flexibility, reduces the complexity of management processes, and provides continuity and optimization
of business operations (Oloruntoba, 2025).

In modern concepts of strategic management, considerable importance is also given to the theory of
organizational ambidexterity, which implies a company’s ability to simultaneously exploit existing
opportunities and explore new, innovative directions. This approach enables companies to enhance their
competitiveness and effectively address both current and potential future challenges (Damghanian &

Ghaleh Agha Babaei, 2025).
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Thus, modern theories of strategic management, which emphasize the integration of technological
innovations, dynamic capabilities, and organizational flexibility, form the foundation for the effective
development of business organizations. Their application is particularly significant in countries such as
Georgia, where organizations often face both external and internal challenges, further increasing the need
for effective strategic management.

New forms of digital interaction and information exchange pose challenges for small and medium-sized
enterprises, pushing them to adopt various digital solutions (Makasarashvili et al., 2024). Companies
employ digital technologies to create new digital services and business models, strengthen strategies and
management, and support change. Digital transformation affects not only the efficiency of processes but
also the overall strategic vision of the business and its approaches to development (Javakhadze, 2019).

According to Mantena and Murugan (2025), the use of machine learning technologies in business
information systems significantly increases the efficiency of organizational operations. It facilitates more
accurate, evidence-based decision-making by companies.

In this regard, the study by Su, Yu, and Lin (2025) is also noteworthy, as it concerns the use of “smart
systems” in business management processes. In their view, the implementation of “smart systems”
enables companies to optimize processes and ensure business sustainability, which is particularly
relevant in a dynamically changing business environment.

International experience suggests that the effective implementation of digital transformation necessitates
a robust organizational culture, innovative leadership approaches, and the active engagement of
employees, all of which lay the groundwork for successful digital strategies (Mantena & Murugan, 2025).

Therefore, considering both the positive aspects and the challenges of digital transformation,
organizations must adapt strategic management approaches to achieve effective integration with digital
technologies and respond appropriately to the constantly changing business environment. Understanding
and actively applying these approaches will help companies maintain a competitive advantage and ensure
long-term sustainable development.

In contemporary business management strategies, the principles of sustainability and corporate social
responsibility (CSR) occupy a special place. Global challenges, including environmental pollution,
resource scarcity, social inequality, and the growing importance of ethical issues, affect strategic
management approaches and compel companies to address social and environmental concerns with
greater responsibility (Dib & Harnan, 2025). In Georgia, the implementation of sustainability and social
responsibility strategies is progressing at a slow pace due to the lack of financial resources and the
specific characteristics of managerial culture.

One of the significant directions of modern business management is globalization and international
strategic management. Within the framework of global strategic management, issues of cultural
integration and adapting organizational culture are of particular importance (Xu, 2025). The volatility of
the economic environment and the rise in financial risks force companies to devote special attention to
strategies that ensure financial security. According to Rudenko and Pohrishchuk (2025), the involvement

of Georgia’s business sector in globalization processes presents significant challenges. For Georgian
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companies to achieve success in international markets, it is necessary to actively employ innovative
processes and technological development (Kinklaze & Chitaladze, 2018).

Thus, in the context of globalization and international strategic management, the prerequisite for business
success is the ability of companies to properly assess the global environment, cultural characteristics,
and financial and legal risks. Also, effectively employ innovative approaches to strengthen their
competitive advantage. For Georgian companies, it is essential to recognize and consider these challenges
when entering international markets, as this will contribute to their sustainable development and long-
term success.

4.2. Innovative Approaches and Contemporary Business Challenges
Innovative Leadership and Organizational Culture

In the modern business environment, innovative leadership and organizational culture are crucial factors
that determine the company's sustainability and competitiveness. Innovative leadership is based on
principles such as change management, ensuring employee engagement, and encouraging creative
approaches. It facilitates the rapid transformation of companies, the implementation of innovations, and
the enhancement of employee motivation (Shah & Abbas, 2025). Organizations distinguished by
innovative leadership can adopt new technologies and market trends more quickly, which grants them a
competitive advantage (De Vos & De Smedt, 2025). Company leaders must establish a culture that allows
employees to express their initiatives and participate in making significant decisions (Naseem &
Lakhany, 2025).

Technological Innovations and Business Process Optimization

The introduction of technological innovations and the optimization of business processes currently
represent a priority direction for nearly every industry. Modern business models increasingly rely on the
broad use of artificial intelligence, automation, and data analytics, which enable companies to manage
their resources more effectively, both operationally and strategically (Awoke, Prasad, & Godcares,
2025).

One of the main aspects of business process optimization is data analytics. In-depth data analysis helps
companies better understand consumer behavior, anticipate market trends, and make more informed
decisions. Big Data analytics provides new business opportunities, as it can be used for developing
personalized product recommendations, predicting consumer behavior, and automating operational
processes (Karulkar, Sampat & Thapliyal, 2025).

It is noteworthy that the implementation of technological innovations is associated with some challenges.
Businesses must ensure data security and protection, as the integration of technological systems may
increase cybersecurity risks (Karulkar, Sampat & Thapliyal, 2025).

Crisis Management and Business Sustainability Strategies
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Crisis management enables organizations to minimize risks and ensure rapid adaptation in the event of a
crisis. For companies, it is significant not only to respond to crises but also to develop sustainability
strategies that guarantee the organization’s long-term development and resilience in an unstable
economic environment (Verulava, 2017). Research shows that companies employing crisis management
strategies are significantly more resilient and flexible in the face of economic fluctuations (Pokleba,
2020). One of the key elements of crisis management is a proactive approach, which involves not only
responding to an already developed crisis but also designing mechanisms to prevent its occurrence
(Verulava, 2017).

Business Sustainability Strategies in a Crisis Environment

Ensuring business sustainability involves developing strategies that enable an organization to cope with
crises and effectively secure its long-term existence. One of the primary components of sustainability
strategies is financial risk management, which includes budget optimization, cost control, and assuring
financial security (Pokleba, 2020).

For business sustainability, the adoption of flexibility strategies is essential, as it helps companies quickly
adapt to changing market demands. Another significant aspect of resilience is the implementation of
corporate social responsibility strategies, which not only strengthen the company’s image but also foster
greater trust among employees and consumers (Verulava, 2017).

Global Crises and Their Impact on Business Sustainability

Global crises, including pandemics, economic fluctuations, and climate change, have a profound impact
on business sustainability. The proper implementation of crisis management and the effective execution
of sustainability strategies are crucial for companies in the face of global and local challenges. Business
leaders must develop policies that promote crisis risk management, facilitate rapid organizational
adaptation, and ensure operational continuity under any circumstances.

4.3. Customer-Oriented Strategies and Digital Marketing

Consumer behavior is changing constantly, which compels companies to develop approaches that not
only align with market trends but also meet the individual needs of consumers. The development of
digital marketing has enabled businesses to more accurately identify consumer expectations, create
personalized offers, and improve mechanisms for customer relationship management (Arista &
Himawan, 2025).

A customer-oriented approach is based on three key principles: analyzing consumer behavior, applying
an individualized approach, and maintaining continuous communication.

e Analysis of consumer behavior is carried out through data analytics. In-depth data analysis
enables companies to design marketing campaigns that better correspond to the needs of the target
audience (Zhao, 2025).
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Individualized approach — consumer expectations and needs differ. Thus, companies need to
personalize their products and services. Personalized advertisements, special offers, and loyalty
programs are essential strategies for enhancing customer satisfaction (Arista & Himawan, 2025).
Continuous communication with the customer is one of the most important elements in
developing customer-oriented business models. Brands that actively engage with their audience,
gather feedback, and respond to customer needs are more successful in the market and
demonstrate higher levels of loyalty.

The Role of Digital Marketing in Strengthening Customer Relationships

Digital marketing is one of the most effective tools for managing customer relationships. It encompasses
online advertising, social media use, email marketing, search engine optimization (SEQ), and content
marketing. Through these strategies, companies can not only increase consumer engagement but also
build closer and more personalized connections with them.

1.

Search Engine Optimization (SEO) — a marketing direction that allows companies to be easily
found in search engines and thus attract consumer interest without direct advertising. Statistics
indicate that 42% of users click on the first website in Google and Bing search results, 11% on
the second, and 8% on the third (FirstPageSage, 2025).

Search Engine Marketing (SEM) is a paid digital marketing approach that enables
organizations to increase their visibility in search engine results. Campaign performance is
commonly evaluated through indicators such as cost per click (CPC) and cost per impression
(CPI). SEM allows businesses to monitor campaign performance in real time and target specific
audiences according to keywords, language, geographic location, demographic characteristics,
interests, and online behavior. As a result, organizations can reach more relevant users and reduce
unnecessary advertising expenditures (Adobe for Business Team, 2025).

Content Marketing — involves the development and sharing of informative, relevant, and
audience-oriented content designed to attract potential customers, strengthen engagement, and
encourage desired consumer behavior. A well-planned content strategy helps organizations
provide useful information to both prospective and existing customers, supporting their decision-
making processes and addressing specific needs (Content Marketing Institute, 2025).

Social Media Marketing (SMM) is one of the most powerful tools that allows companies to
directly connect with customers, create engaging content for them, and maintain interaction.
Social networks such as Facebook, Instagram, and LinkedIn provide companies with the
opportunity to create targeted advertisements, thereby increasing the visibility of their products
and services (Zhao, 2025). To convert a person into a paying customer, it is necessary to select
the right target audience, plan successful and highly optimized campaigns, and conduct A/B
testing (Entrepreneur Georgia, 2022).

Email Marketing is one of the most effective strategies, suitable both for small businesses and
startups, as well as for already well-established companies in the market (Arista & Himawan,
2025). Automated email campaigns allow companies to send personalized offers and
continuously remind customers about their brand. The benefits of email marketing include
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effective ROI, strengthening brand awareness and authority, improving the relationship between
business and customers, and more.

6. Pay-Per-Click Marketing (PPC) marketing is a widely used form of digital advertising that
allows businesses to display advertisements on search engines, social media platforms, and other
websites. Under this model, advertisers incur costs only when users click on their advertisements,
making PPC a measurable and performance-oriented marketing strategy. By targeting specific
audiences and monitoring campaign results in real time, businesses can improve advertising
efficiency and optimize marketing expenditures (FirstPageSage, 2025).

The main advantages of customer-oriented digital strategies are:

1. Improved customer experience — the use of data analytics enables companies to better understand
customer needs and offer more personalized services.

2. Increased customer loyalty — effective digital communication and loyalty programs deepen
relationships with customers.

3. Sales growth — through marketing automation and digital advertising, companies can attract more
customers and increase sales.

4. Enhanced brand awareness — the use of social media and content marketing helps companies
build a strong brand image and attract more customers.

5. Operational optimization — digital technologies and data analytics allow companies to manage
their operations more effectively and reduce marketing costs.

Challenges of customer-oriented strategies:

Although customer-oriented strategies and digital marketing are among the primary determinants of
success for modern businesses, this approach also entails some challenges.

The first challenge is ensuring data privacy. The collection and use of customers’ personal data
necessitate compliance with regulations, which creates additional responsibilities for companies (Zhao,
2025).

The second challenge is related to the rapid development of digital technologies. Companies that fail to
adapt to technological innovations lose their competitive advantage in the market.

The third challenge is the high level of competition in digital marketing. The number of companies using
online platforms for marketing campaigns is constantly increasing, making it more challenging for brands
to stand out in the marketplace (Arista & Himawan, 2025).

Customer-oriented strategies and digital marketing are inevitable elements for modern business. The use
of data analytics, social media, personalized offers, and automated marketing campaigns provides
organizations with unique opportunities to attract and retain customers.

Al technologies enable businesses to analyze consumer preferences and behavioral patterns, allowing
marketers to identify and reach target audiences more effectively. However, it is noteworthy that using
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artificial intelligence requires the development of various skills, particularly analytical and creative
thinking, to achieve targeted outcomes (Giguashvili & Sadagashvili, 2025).

Artificial intelligence is increasingly integrated into marketing activities and is becoming an essential
tool for marketing professionals. As of 2024, 63% of marketers are already using it, while only 4% are
unwilling to integrate it (Lynch, 2025). The influence of Al on marketing practices continues to expand.
According to Hoffman (2025), approximately 85% of marketers report that generative Al has changed
their content creation processes, while 63% expect Al-assisted tools to contribute to the production of a
substantial share of marketing content. Marketers who use generative Al report high satisfaction, noting
that Al helps them create more content with higher quality and greater effectiveness - content that
performs better (Hoffman, 2025).

The use of artificial intelligence helps companies enhance their marketing strategies and increase their
effectiveness (Giguashvili & Sadagashvili, 2025).

Chart 3
Top Ways Business Owners Use Artificial Intelligence

Customer service 56%

Cybersecurity / Fraud management 51%
Digital personal assistants 47%
Customer relationship management 46%
Inventory management 40%
Content production 35%
Product recommendations 33%
Accounting 30%
Supply chain operations 30%
Recruitment and talent sourcing 26%

Audience segmentation 24%

Source: https://www.forbes.com/advisor/business/software/ai-in-
business/#how businesses are using_artificial intelligence section

There are 333.34 million companies worldwide. Of these, more than 90% (over 300 million) are already
using Al or exploring its implementation (Cardillo, 2025). According to the 2025 report by Grand View
Research, the global artificial intelligence (Al) market is projected to reach 1,811.75 billion USD by
2030 (Grand View Research, 2025).
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Chart 4
Global Artificial Intelligence Market, 2018-2030 (US$M)
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5. Research Results
Comparative Analysis of Quantitative Survey Results and Existing Literature

Customer-oriented strategies and digital marketing are among the most relevant issues in the modern
business environment. The rapid development of digital technologies and changes in consumer behavior
have brought new opportunities and challenges for companies. This study aimed to determine customer-
oriented approaches and digital marketing effectiveness in modern Georgian businesses, how consumers
perceive them, and to what extent they trust online advertisements and offers.

The comparative analysis is based on data from a quantitative survey of 100 respondents, which reflects
actual consumer behavior and expectations. Additionally, the discussed literature was used for
comparison, enabling us to see how well the research results align with international and local trends.

Age and Gender Structure of Consumers

Among the 100 respondents, the largest groups were users aged 26-35 (38%) and 36-45 (25%),
indicating that the study primarily concerns economically active and independent consumers. This age
category exhibits high digital engagement and represents the most attractive segment for businesses.
International studies confirm this, showing that the primary target group for digital marketing is users
aged 2540, as they are the most active on online platforms (Zhao, 2025).

Gender distribution in the study was almost equal, though males slightly predominated (53%), which
may suggest that men are more interested in digital marketing or more frequently encounter online
advertisements. However, international data show that, in general, women are more active in online
commerce, especially in categories such as fashion, beauty products, and healthcare services (Arista &
Himawan, 2025).
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Effectiveness of Digital Marketing and Consumer Attitudes

The research results indicate that, despite the growing importance of digital marketing, it still does not
have complete consumer trust. According to the survey, 46% of respondents rated the effectiveness of
digital marketing as average, suggesting that, despite its widespread use, it does not fully meet consumer
expectations. Only 18% considered digital marketing to be highly effective, meaning this segment
receives appropriately targeted ads that align with their needs and interests. However, 28% regarded
digital marketing as less effective, and 8% deemed it completely ineffective.

These findings clearly indicate that public attitudes toward digital marketing are still inconsistent.
Companies often fail to adapt and personalize their digital communications, which is necessary to
enhance consumer engagement and trust. For example, the use of data analytics and artificial intelligence
can help better analyze consumer behavior, but these tools still appear to be underutilized by Georgian
businesses.

Similar trends are observed in international studies. For instance, HubSpot (2024) reports that 54% of
consumers believe digital ads only partially meet their needs, indicating that the level of personalization
still requires improvement (Zhao, 2025).

One of the primary issues reducing digital marketing effectiveness is the low level of consumer trust.
Today, consumers are more sensitive regarding protecting personal data, which sometimes leads them to
avoid interacting with online ads. To build trust, companies must ensure transparent and ethical data
collection practices, which will improve the acceptance of digital advertising.

It is significant to note that low trust in digital marketing affects both business sales and brand image.
When consumers view advertisements skeptically, they respond less to offers and rely more on personal
recommendations or organically obtained information. Therefore, businesses need to develop marketing
strategies that enhance consumer trust, whether through social proof (reviews, customer ratings) or
interactive marketing methods that involve direct engagement with the audience.

Additionally, the study showed that digital marketing effectiveness often depends on the ad format and
placement channels. Ads on social media are more effective than traditional banners or pop-ups, as
consumers respond better to organically created content that aligns with their interests. Consequently,
improving marketing strategies requires a detailed study of consumer behavior and the use of more
personalized ad formats.

Increasing the effectiveness of digital marketing is directly linked to how effectively a business manages
communication with consumers. Survey results indicate that part of the audience is still dissatisfied with
current digital marketing approaches, citing that companies need more flexible, innovative, and
customer-oriented strategies.

In conclusion, although digital marketing is an indispensable tool for modern businesses, improving its
effectiveness requires the implementation of more tailored, transparent, and customer-focused
approaches. Only through such methods can companies increase consumer trust and engagement,
ultimately becoming a key determinant of business growth and success.
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Channels through Which Consumers Receive Information

The research results revealed that modern consumers primarily rely on social media to obtain
information. 51% of respondents indicated that they receive information about products or services
through social media. This trend aligns with global studies, which suggest that by 2025, social networks
will become the primary source of information for over 60% of consumers (Arista & Himawan, 2025).

These findings confirm that platforms such as Facebook, Instagram, TikTok, and others have become
key channels not only for entertainment but also for information dissemination and brand
communication. Companies that actively use these platforms to inform consumers reach a wider audience
and effectively convey their brand messages. Influencer marketing has become particularly important, as
it creates more natural and persuasive communication between brands and consumers compared to direct
advertising.

Search engines rank second, cited by 32% of respondents, which further highlights the importance of
SEO (Search Engine Optimization). Consumers often use Google to find information about specific
products, services, or companies. That indicates that companies need well-optimized websites to ensure
their products and services are more visible in search results.

Traditional information channels, such as television and print media, are far less popular; only 9% of
survey participants indicated that these sources remain relevant to them. That signifies that the modern
digital world is gradually changing the ways consumers access information. However, personal
recommendations and consumer reviews were mentioned by 8% of respondents, indicating that trust in
the experiences of other buyers remains a significant factor.

Therefore, it is crucial for businesses not only to leverage social media and search engines but also to
focus on consumer reviews and recommendations, making their brand more trustworthy and appealing.

Trust in Online Advertising and the Effectiveness of Personalized Ads

The research results revealed that only 7% of consumers have complete trust in online advertising, which
is a relatively low figure. Indicates that businesses engaged in digital marketing need to put in additional
effort to build trust, especially as the number of fake and manipulative ads on online platforms increases.
The study also showed that 41% of consumers sometimes trust online ads, while 38% rarely do. These
findings underscore that the quality of advertising and its perception by consumers play a crucial role in
business success.

Despite their effectiveness, personalized ads still do not elicit a uniform reaction from consumers.
According to the survey, 29% of respondents reported positive attitudes toward personalized
advertisements, suggesting a moderate level of acceptance of advertising content tailored to consumer
interests and preferences.

However, the largest group (44%) evaluates such ads neutrally, meaning they find them neither
particularly useful nor irritating. This trend suggests that companies need to make greater efforts to turn
personalized advertising into a genuinely valuable experience, better aligned with consumer needs.
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International studies show similar patterns. For example, 2024 data indicate that 30-35% of European
consumers view personalized ads skeptically, believing they involve the use of personal data (Zhao,
2025). That highlights that protecting consumer privacy remains one of the most significant challenges
in digital marketing.

It is also important to note that trust in online ads is linked not only to content but also to format. Survey
data show that consumers respond better to natural ads that provide valuable information than to
aggressive pop-ups or excessive promotional messages. Therefore, businesses should adopt value-
oriented advertising approaches that deliver practical information rather than merely attempting to sell a
product.

In conclusion, the study confirms that strengthening trust in online advertising requires reliable,
consumer-focused communication. Personalized ads should be not only data-driven but also closely
aligned with consumer expectations. Companies must create advertisements that provide real value to
consumers, whether through tailored offers, useful information, or interactive content. This approach will
not only increase consumer engagement but also contribute to long-term trust in digital marketing.

Trends in Digital Marketing Development and Consumer Expectations

The role of digital marketing is constantly evolving, and its future is linked to technological innovations
and changes in consumer behavior. According to the research, 45% of consumers believe that digital
marketing will become more effective and personalized in the future. Although Al-powered tools such
as HubSpot, Zoho Zia, Salesforce Ein, and local Al solutions are already available in the Georgian
market, the survey results suggest that their adoption and effective utilization remain limited. Therefore,
businesses should focus on expanding the practical use of these technologies and integrating them more
effectively into marketing decision-making processes.

Technological advancements, such as artificial intelligence (Al) and machine learning, are already
reshaping the digital marketing landscape. Companies are using intelligent data processing to create
personalized ads, implement dynamic pricing strategies, and tailor content to individual consumer
behavior. For example, Google and Meta are actively developing automated advertising systems that
determine which ad to show to each user based on their search history and online activity (Zhao, 2025).

As digital marketing expands, consumer privacy protection is becoming increasingly important. Twenty-
two percent of respondents noted that, in the future, digital marketing may face restrictions due to
regulations. This trend is already evident in the EU and the U.S., where data protection regulations like
GDPR (General Data Protection Regulation) and CCPA (California Consumer Privacy Act) are
becoming stricter. These regulations require businesses to collect and process consumer data
transparently; otherwise, they face significant penalties.

It is worth noting that such restrictions can be both a challenge and an opportunity for digital marketing.
To rebuild consumer trust, companies will need to value personal data more and focus on ethical
marketing strategies. For example, data collection should be transparent and voluntary, while
advertisements should be clear and minimally intrusive.
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One of the main future trends in digital marketing will be the strengthening of omnichannel marketing.
Means that companies will simultaneously use social media, email marketing, chatbots, websites, and
mobile applications to provide consumers with a highly comfortable and personalized experience.

The survey results indicate that the future of digital marketing will not depend solely on technology;
consumer expectations and regulatory impacts will determine its pace of development. Companies that
adapt effectively to these changes will have a greater chance of securing a leading position in the market.
Therefore, the future of digital marketing must balance innovation with maintaining consumer trust.

The research indicates that while a large portion of consumers actively use digital marketing channels,
trust in online advertising remains low. It is crucial for companies to further develop consumer-oriented
strategies, including creating more personalized ads, enhancing consumer trust, and fostering more
interactive and transparent communication.

A comparison of international and local data shows that Georgia is no exception to the challenges facing
the digital marketing sector. Companies need to adopt innovative approaches to make digital marketing
more effective and trustworthy from the consumer perspective.

In conclusion, the study clearly identifies the key areas where improvements can enhance the
effectiveness of digital marketing both in Georgia and the global market.

The novelty of this study lies in the integration of empirical evidence from the Georgian market with
contemporary international literature on digital marketing and customer-oriented strategies. While
numerous studies examine digital marketing practices globally, limited research has explored consumer
trust, perceptions of personalized advertising, and future expectations regarding digital marketing within
the Georgian context. The findings contribute to a better understanding of how Georgian consumers
interact with digital marketing tools and provide practical implications for businesses operating in
emerging markets.

Research Limitations

The study has several limitations. First, the sample consisted of 100 respondents selected through non-
probability sampling, which limits the generalizability of the findings. Second, the study relied on self-
reported perceptions that may be influenced by individual biases. Third, the research focused primarily
on consumer perspectives and did not include interviews with business representatives. Future studies
could employ larger and more representative samples and combine quantitative and qualitative research
approaches.

Future Research Directions

Future research may examine sector-specific differences in digital marketing effectiveness, investigate
the perceptions of business managers regarding Al-driven marketing tools, and explore the impact of
data privacy regulations on consumer trust in digital advertising.
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6. Conclusion and Recommendations

The study of digital marketing and consumer-oriented strategies highlighted the key challenges and
opportunities in contemporary business management. Comparative analysis of quantitative survey results
and existing literature revealed that, despite the growing importance of digital marketing, its effectiveness
and consumer trust remain significant challenges.

The research data showed that the majority of consumers obtain information through social media,
confirming the necessity of digital marketing. However, the low level of consumer trust and the
increasing demand for personal data protection indicate that companies need to implement more
transparent and consumer-focused strategies.

Key Findings from the Study

1. Consumer Behavior in the Context of Digital Transformation — The majority of consumers
(51%) obtain information from social networks, emphasizing the influence of digital marketing.
However, only 18% consider it fully effective, suggesting that companies have not yet realized
its full potential.

2. Low Trust in Online Advertising — According to the survey, only 7% of consumers fully trust
online advertisements, while 38% trust them rarely. Indicates that businesses must focus on
enhancing consumer trust and adhering to ethical advertising standards.

3. Effectiveness of Personalized Advertising — Only 29% of consumers reported that they find
personalized advertisements useful. This result may indicate that current personalization practices
do not fully correspond to consumer expectations and therefore require further improvement.

4. Future of Digital Marketing and Regulatory Impact — Twenty-two percent of consumers
believe that digital marketing may be subject to greater regulatory restrictions in the future. This
finding underscores the need for companies to consider data privacy requirements and to collect
and process consumer data in a transparent and ethical manner. The inclusion of this question
aimed to identify consumer expectations regarding the future development of digital marketing
rather than to evaluate the regulatory environment itself. The findings indicate that a portion of
consumers expect stricter regulation of personal data usage and online advertising practices. Since
the survey did not specifically assess whether such expectations were perceived positively or
negatively, conclusions regarding consumer attitudes toward regulation should be interpreted
with caution. This issue may serve as a valuable direction for future research.

Evaluation of Hypotheses
Hypothesis 1.1: Digital marketing is the most effective tool for attracting customers in modern business.

The research results show that digital marketing plays a significant role, but some consumers perceive it
as less effective. Therefore, the hypothesis is partially confirmed, as its effectiveness depends on the
strategies employed by companies.

Hypothesis 1.2: Personalized advertising significantly increases customer engagement and loyalty.
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Although some consumers appreciate personalized ads, the study results indicate that the majority are
neutral or skeptical toward them. Consequently, this hypothesis is not fully confirmed and requires
further analysis.

Hypothesis 1.3: The level of consumer trust affects the effectiveness of digital marketing.

Survey results clearly indicate that consumer trust is low, and this factor directly impacts the effectiveness
of digital marketing. Therefore, this hypothesis is fully confirmed.

Hypothesis 2: Innovative approaches to business crisis management increase organizational resilience.
According to the study results, this hypothesis is fully confirmed.

Hypothesis 3: The Georgian business sector is not fully adapted to modern innovative strategies, which
hinders the implementation of digital marketing and limits business development opportunities.

Analysis of the study results presented in the paper shows that this hypothesis is fully confirmed.
Recommendations

To enhance the effectiveness of digital marketing and customer-oriented strategies, companies must take
concrete steps that foster consumer trust, engagement, and loyalty. Based on this research, several key
recommendations can be formulated.

1. Enhancing Consumer Trust

Trust is a critical factor for the success of digital marketing. As the study showed, most consumers view
online advertising skeptically, with only 7% fully trusting digital ads, indicating that businesses need to
strengthen data protection standards and improve transparency in communication with consumers.

Recommendations:

e Protection of personal data — Companies should comply with international data protection
standards, such as GDPR (European Union) and CCPA (California). It is essential to inform
consumers about how and why their data is being used.

e Reliable advertising strategies — Ads should be realistic and clearly convey information about
the terms of the offer. Misleading or exaggerated claims reduce consumer trust.

e Strengthening review and feedback systems — Consumers place more trust in brands with
positive reviews from other users. Companies should encourage authentic reviews and ensure
they are easily accessible.

These recommendations are derived from the survey results, which revealed that only 7% of respondents
fully trust online advertisements. This finding underscores the importance of strengthening consumer
trust through transparent communication, effective data protection practices, and ethical advertising
strategies.
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2. Improving Personalization

Personalized ads are a significant tool for increasing consumer engagement; however, research results
indicate that consumer attitudes toward them are often neutral or negative.

Recommendations:

e Intelligent data analysis — Companies should utilize Artificial Intelligence (Al) and Machine
Learning (ML) to better analyze consumer behavior and needs.

e Accurate content delivery — Ads should be tailored not only to a user’s search history but also to
their actual interests. Companies should develop value-based advertising strategies that provide
not only sales attempts but also valuable information for the consumer.

e Non-intrusive advertising — Overly aggressive ads, such as pop-up windows, often elicit negative
reactions. Advertising should be more natural and organically integrated into the consumer’s
online experience.

The recommendation is based on the finding that only 29% of respondents positively evaluated
personalized advertisements.

3. Implementation of Omnichannel Marketing Strategies

The diversity of social networks and digital communication means that consumers have different habits
for receiving information. The study showed that 51% of users obtain information from social media,
32% from search engines, and 8% rely on personal recommendations.

Recommendations:

e Adopt a multichannel strategy — Companies should create a coordinated marketing system that
includes social media, email marketing, SEO optimization, and consumer review platforms.

e Integrated user experience — A unified advertising approach enables consumers to receive
consistent information across all channels, whether Facebook, Google, YouTube, or TikTok.

e Communication automation — Businesses should use chatbots, personalized emails, and
automated responses to simplify and enhance interactions with consumers.

The recommendation derives from the survey result showing that consumers use multiple information
channels, including social media (51%) and search engines (32%).

4. Interactive and Value-Oriented Content

According to the research, consumers tend to trust companies more when they provide not only product
offerings but also valuable and practical information.

Recommendations:

e Create educational content — Companies should produce blogs, videos, webinars, and other
educational materials that deliver informational value to the consumer.
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e Interactive advertising techniques — To increase consumer engagement, it is recommended to use
quizzes, surveys, and games, making the user experience more interesting.

e Influencer marketing — Collaborating with trustworthy and well-known personalities can help
boost consumer trust.

The study highlighted that digital marketing is a crucial component for business success, but its
effectiveness depends on consumer trust, ad personalization, and data privacy protection. Based on the
findings of this research, it can be concluded that businesses need to adjust their approaches to better
understand consumer needs and expectations. Only transparent and customer-oriented strategies can
ensure the full effectiveness of digital marketing and provide companies with a competitive advantage.
The future of digital marketing will be hybrid, combining technological innovations, consumer-tailored
approaches, and regulatory compliance. Companies must embrace the challenges associated with the
transformation of the digital world and develop marketing strategies that not only drive sales but also
establish long-term, trustworthy relationships with consumers.

Statement on the Use of Artificial Intelligence

Artificial intelligence (Al) tools were used solely for language editing, stylistic refinement, and
improving the clarity and readability of the manuscript. Specifically, OpenAl's ChatGPT was utilized to
assist with grammar correction, sentence structure improvement, and enhancement of academic writing
style. The authors reviewed, verified, and take full responsibility for all content, interpretations, analyses,
and conclusions presented in this article.
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