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Figure 1.1.7: Structure diagram for Income vs. study variables
Source: calculated by authors

Income has significant relationship with frequency of purchase only (Figure 1.1.7).

CONCLUSION
The study suggests that gender, age and marital status are those socioeconomic 

profiles mostly affected by highest number of study variables. Residence and occupation
are moderately affected by study variables. Income of respondents is affected by only
frequency of purchase, whereas education of respondents is not affected by the study 
variables. This is highlighting that education has a very little influence in Facebook 
profiles of consumers. Facebook use is not at all affected by education. Advertisements
are viewed mostly by word of mouth publicity or sharing messages.

Futuristic research direction: This study is only highlighting the socioeconomic 
profiles of Facebook users, so it can also have extended to other social media platforms
to know the reality. Also, this study is done in a smaller geographical region. It can 
also be done on a larger region. Further research is needed by inclusion of all popular 
social media and coverage of all major dimensions of purchasing behavior.

1.2    SOCIAL MEDIA ADVERTISING
IN BANKING SECTOR IN GEORGIA

Introduction
Media is influencing all sector, especially banking (Andriole, 2010). The media 

involvement into creation of the advertising campaign of the banking sector of 
Georgia, the results of cooperation and consumer reactions have been repeatedly 
studied. Every stage of the media development, its influence on business, advertising 
and social development in common requires in-depth studies and a certain analysis 
(Crosier, 1999). Everyday life is unimaginable without the information received 
through advertising, as our society constantly exists in the world of advertising 
(Doyle & Stern, 2006) What is advertising? How do people perceive advertising? 
What is its function? The answers to these and other questions define the essence 
and purpose of advertising. Based on a simple definition, advertising is a way of 
bringing a product to the society (Farese, Kimbrell & Woloszyk, 1997). American 
social critic Vance Packard deemed advertising as "the art of targeting at the head 
and hitting the wallet" (noted by Fill, 2002; Hart, 1995), Franklin and Roosevelt gave 
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an interesting assessment of the advertisement to the society long time ago as follow: 
"If I could start my life afresh, I would predominantly devote it to advertising, i.e. a
purposeful effect on consumers. Advertisement is a paid form of communication, 
which is formulated as advertiser-media outlet-consumer (Grankvist, Kollberg & 
Person, 2014). Through media outlets advertising is capable to help consumers form 
their own opinions and make choice on this basis (Johns & Perrot, 2008). Nowadays, 
in the special literature, advertising is considered as an essential component of marketing
and a tool of market competition (Vemuri, 2010). The advertising is the process, 
where an organization, product, idea and sales are promoted; it is very important tool 
to inform consumers about the parameters, price, usage rules and sales location of a 
product (Hughes & Young, 2008). Demands for technological innovations regularly
increase; innovations and remote services, such as Internet banking, mobile banking, 
self-service machines are being introduced; the ATM system has developed. (Pry, 
2010). Like the banking services worldwide, in the near future the banking business 
of Georgia is planning to introduce contactless payment services, which have been 
approved in the United States (Jashi & Khakhutaishvili, 2012). Soon the branches of 
banks may not exist in Georgia like in the Czech Republic and all services may be 
provided through the Internet. This is a difficult process. Some experts suggest that 
a lot of time and human as well as financial resources are needed (Mowlana & 
Wilson, 1990). The success of each new service is greatly dependent on the right 
advertising campaign, which is undoubtedly related to the correct, well-organized 
cooperation between the banking sector and media outlets (Narver & Slater, 1990). 
Advertising in media is a source of public awareness and education.

Literature review
Our research includes the views of theorists and experts, who are observing and 

studying banking, advertising tools and the degree of cooperation of consumers and 
media involvement. Information, books and research outcomes are constantly updated.
Various resources have been applied for studying and analyzing the aforementioned 
issue. Consequently, we have got acquainted with new outcomes of the research and 
evaluations of Georgian (Surguladze, 2009; Todua & Mgebrishvili, 2009) and foreign
experts (McLuhan & Gordon, 2003; Mitic & Kapoulas, 2012). Online resources, 
survey and outcomes of the previous studies and published works have been used.

Research methodology
To achieve the aim of the research and to find out, how social media advertising 

effect on banking business quantitative, as well as qualitative methods have been 
used. Due to the significance of the issue, various media outlets of Georgia including 
the print media, TV, radio and Internet outlets have been studied. Consequently, the 
received information has been summarized up on the basis of the qualitative method. 
Face-to-face interviews have been held with advertising agents, journalists, banking 
and media experts proceeding from the importance of the issue. The paper includes 
the analysis of their positive and negative evaluations, as well as their vision. 
Evaluations of banking advertisements, media outlets and consumer relations in 
social networks have been studied.
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Research strategy
At present, due to the development of various platforms, advertising in the traditional

media has been reduced. Advertising itself is vital for media outlets. We suggest to 
look over a graphic representation of the indicators of sponsorship and advertising
of banks (Figure 1.2.1).

Figure 1.2.1: Analysis of Georgian banks advertising
Source: researched by authors

The former journalist and founder of an advertising agency Andrew Essex provides
an excellent evaluation of the past and present of advertising in traditional media 
outlets in his book "The End of Advertising: Why It Had to Die, and the Creative 
Resurrection to Come." as follow "This is the lesson advertisers must follow to add 
value in the future. What we need is better content from brands, and not just product 
placement, which screams of inauthenticity" (cited by Surguladze, 2009).

Functioning of business-oriented media outlets does not have a long history; 
accordingly, the number of professional business publications or business programs 
is relatively small on the Georgian media market. We have made a comparison between
the media outlets working on business themes in Georgia: "Banks and Finances", 
"National Business", "New Merchant", "Ecopalitra", "Business Resonance", "Business
News", "Business and Legislation", "Business Courier", "Capital", "Radio Merchant".
It is essential for people employed in the business sector to get new information 
regularly about the events of this area and their competitors. Information texts and 
news are prepared in media outlets in accordance with these demands. The demand 
for this type of information and subsequently for media outlets is based on the 
demand for business itself. Business media outlets are mainly focused on business 
and cover the information it needs. We can say that media outlets earn their living. 
Business media have occupied a special, increasingly developing segment. Today 
we are living in a media-centered society and the development of the business media 
is directly proportional to business development. The society expresses interest in 
the current developments and the business media are trying to satisfy this interest. 
According to the estimates of some experts (37%), business media are spontaneously 
developing (Advertising Analysis of Banks from http://wom.ge). The main problem 
is the lack of professionalism of media representatives and the business isolation. 
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"The level of the business media development is very low. Today there is predominantly
popular business media in Georgia, i.e. publications and programs, which are 
understandable and acceptable to the mass society. More precisely, this is the media 
that works on popular business themes. In fact, deep professional interest, coverage 
and varied topics are not yet visible. This is also natural, because the market does 
not demand this product yet" (Maziashvili, editor of the newspaper
from http://wom.ge).

Innovative advertising formats such as video, paid content, natural advertising 
will stimulate the growth of global media advertising by 14% in 2019, as some
experts (42%) predict. Based on the data of Zenith, media advertising will constitute 
50.4% of expenditure on online advertisements by 2019. According to their report, 
video advertising will be increased by 21% annually and advertising in social networks
will be increased by 20%. It is pointless for companies to plan TV and online video 
advertising separately, as these two types do not replace, but complement each other. 
In accordance with the same report, by the end of 2018, global expenditure on 
advertising will increase by 4.1% and total $558 billion. In 2019, the expenditure is 
expected to increase by 4.2%.

The statistics of the banking advertisement (Figure 1.2.2) on TV has an interesting
indicator. Based on the statistics of the IPM Research, the leader is Bank of Georgia, 
which provided 12425 advertisements in total including sponsorship and commercial 
advertising. Next is Liberty Bank with 6528 advertisements (both types) and TBC 
Bank with 4265 advertisements. In the banking category the number of sponsorship 
and commercial advertisements totals 27109, the chronometry for both types of 
advertisements is 381588 seconds. Bank of Georgia has occupied most time in TV 
advertising in terms of all types of advertisements. It is the leader with 184234 
seconds and the chronometry of commercial advertisements of 118982 seconds. The 
chart shows the banks chronometry of advertisements for both types of advertising. 
During this period, according to the official prices, 8 275 557 US dollars was spent 
on TV advertisements by banks.

Figure 1.2.2: Analysis of TV advertising by Georgian banks
Source: researched by authors

Online advertising is becoming very popular worldwide and its market is growing
day-by-day. The outcomes of the statistical and sociological studies, which carry out 
regularly in different countries, are quite impressive. Is this field developed in the 
banking sector of Georgia and do the Georgian banks prefer online advertisements? 
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Admittedly, the Georgian online advertising is far from the global levels. However, 
the studies show that in Georgia this type of advertising has great prospects for the 
development of the banking advertisement. Online advertising is expected to gain 
more popularity; it is characterized by unique effectiveness compared to other media.

Another important issue is to determine whether the information of advertisement
and provided by commercial banks is relevant to the truth (Figure 1.2.3), and whether
the information of advertisements in media and the Internet (TV, radio, print media, 
social media, external advertising and various Internet portals) meets the interests of 
consumers. As a result, a positive trend has been revealed: consumers received more 
information through online advertisements in comparison with previous years. A 
typical trend has been revealed in relation to informative advertising campaigns: banks
do not offer 0% installment advertisements to the society. Now this information is 
spread by technology stores and, as a result, customers find themselves in the so-
called credit trap. Advertisements of the banking sector may seem quite impressive 
at first sight, but they do not really protect the interests of consumers.

Figure 1.2.3: Analysis of advertising chronometry by Georgian banks
Source: researched by authors

Fortunately, nowadays banks spend huge resources on marketing. However, 
sufficient information is not provided to increase consumer awareness. It should be 
noted that banks keep the interest rate at a minimum level, for instance, loans from 
11%, effective interest rate from 14%, it means that banks do not give loans at a lower
rate. The minimum level of the loan interest rate offered by several banks does not 
correspond to reality, since, in fact, loans are rarely provided at this rate. Consumers 
feel confused, insulted and deceived when they go to the bank and find different 
reality (the loan with a much higher rate).

Indicators of research
The positive indicator of the research shows that through various stimulating 

actions commercial banks encourage consumers to use bank products more actively 
due to the bonus programs, gift cards and various offers. This information is quickly 
spread by media outlets. The active advertising campaign of installments and the 
easiness of providing loans have been revealed. Recently providing loans has been 
made more difficult by the legislation: consumers are required to confirm their income, 
when they ask for the loan. This has led to reduction of loans and installments from 
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banks (Jaser, 2010). Bank advertisements focus on 0% installment, as it were oriented
to the consumers' convenience. However, it is accompanied by commission expenses 
which are not indicated and specified, and it increases the effective interest rate and 
instead of 0% loan the consumer gets one of the most expensive credit products. The 
consumer is disappointed by the advertisements spread in media outlets.

Another significant problem is that most journalists have empirical views on 
business, economics and banking sector. Almost none of the educational institutions 
provide future journalists with proper knowledge of this area. Furthermore, neither 
media nor business takes care of their professional development. Business media 
publishers do not invest in trainings for correspondents. We must admit that the lack 
of professionalism is particularly obvious in business media. Journalists are required 
to have a deep knowledge in the business area. In one article everything should be 
discussed comprehensively. Business is a field based on certain tendencies, i.e. 
nothing happens without a reason. Everything needs to be analyzed and discussed. 
In Georgian media there is a lack of such texts and plots. Media provide consumers 
only with information and do not offer an overview and analysis of economic sectors. 
Efforts are made, but there is a lack of professionalism. Journalists have no knowledge
of economics, terminology and do not have statistics neither Western nor Georgian. 
They do not know current trends of the modern world development. None of the 
business publications work in this regard. Experts (33%) suggest that the business-
oriented media is not interesting at this stage.

The demand for low-quality news and PR on the part of business is related to 
unqualified PR-specialists to a certain degree. It is known that overseas companies 
spend about 70% of their profit for the large-scale PR development and media 
strategies. This culture is at a rather low level in Georgia and companies demand to 
spread only image-oriented articles in media. An interesting situation is observed in 
the Georgian business media outlets. Some of them paint everything in dark colors, 
whereas the others argue that everything is fine. It is very difficult to create a realistic 
picture on the Georgian business development. Unfortunately, Georgian business 
media consumers cannot receive a realistic information about the business sector. 
Professional image makers and journalists read the truth between the lines, whereas 
ordinary consumers face with serious problems in this respect.

Naturally, the decrease or increase of advertising revenue has a relevant effect on
the business media development, as it depends on advertising revenue. Throughout 
the world, the main media income comes from advertising. In the countries, where 
the free press has a great tradition and better developed, 70-80% of media revenue 
comes from advertising. The only way to develop the Georgian business media is to 
improve the investment environment. Another problem of business media and general
media is the failure of the marketing service. Success is based on good marketing. 
Good media products are expensive and the purchasing culture of such products has 
not developed in Georgia yet. Media are developing at the expense of business in 
Georgia. This is usual phenomenon. Naturally, high quality media are not cheap. In 
the media space there is the biggest demand for the electronic media, specifically 
TV, on the part of business. Consequently, business spends more money in this 
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direction. In this case, emphasis is placed on the plots for advertisements and money 
is spent on TV commercials. According to Sarke PR research, 80% of advertising 
share is linked to the TV, 15% to the print media (10%) and radio (5%); and only 
5% to the external advertising (Figure 1.2.4).

Figure 1.2.4: Share of advertising in media outlets
Source: researched by authors

Conclusion
According to the results obtained, the international business media experience 

dictates new trends to the doing business. It should be specified that there is no serious
business media market in Georgia. It exists as a supplement to business only. Georgian
business itself is isolated and finds it difficult to provide real information and figures. 
The banking and insurance sectors are comparatively transparent. However, there is 
a certain limit to receive information from these sectors as well although they are 
obliged by law to publish financial reports. Such culture has been developed gradually:
companies believe that it is necessary to provide information for media. This issue 
is particularly discussed by the companies, which are going to operate on the stock 
exchange. In this case, the company's financial report is supposed to be transparent 
and available to media.

In 1999, Georgian companies had a debate about whether advertising is needed. 
It took them 5 years to be convinced on the advertising necessity. At the present 
stage, they know that the marketing process should be managed not by them, but by 
others, more specified, professional and powerful advertising companies.

1.3   NEW EDGES OF THE BRAND

Introduction
Worldwide examples of commercial brands' success have proven branding ability

to increase the efficiency of managing development of individual products, services, 
companies. Conceptually, capabilities of commercial brands were studied by well-
known American scholars Aaker (2003), Kapferer (2006), Keller (2005). Aaker 
(2003) explores the brand in 4 perspectives: as an external attribute of a product; an 
element of visualization; a communicator with a consumer; a metaphorical symbol 
of continuity and quality. Brand identification concept of Kapferer (2006) views the 
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