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d0%Bbglio bLbgoalibgs Lszmdmbozszom 0blGH®Igh@gdl 0ygbgdl 3md3sbools glabgd
0bx3MmM3o300L gobozm 39w gdws©, 36MdIEMBOL obIYBMHPIEsE, IMIBISGGOIJW DS
06G9gmgLoL LG0T oMYdOLMZ0L S oM J3939Pg o3 gbol dmbsbgbsco.

36309 Mo 3560393060 0blG®mdghEH ol s LaMg3wsdm SOGBOL sMRg3s Joo
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3569305353 99Hym bgwo. ol Hergddo o 063G gebg@oms s LmEosw Mo
Juggdom IbMWME sboEsBOES MoMdgdOL FoMmIMToIbgd0 Lotygdemdbgb, gL
bbgo sb53MmdMm030 X 2RgdooL HoMdmdoygbergdos 9dBH0MMo© 09gbgdgb LemEosw e
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G9IO0GHMOH0w0o IgdsMJMdOL J0bgEszs®, M39MH0MYdoL bgdoldoge 9@s3bg. dom JmEOU:
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d9LFo3w0bOL, MZobsmeog RsBL 3o M) 00 Fo®393H0byo/ Lodg3wsdm 35835600
3900950 2odx mdgLgdMEo BobsblEMmo 39OHBMMIsbLO.

WOM 8563930630 bdoMso asboboggds dot3zgEobyol ghm-gmo vdzgagl, 3603369 m356
©5 989JAHMO BMOTo©. gb 56 OO 0bBMOT5300L 30 (39¢90s TbMW M H930MH0 BMOIom.
ob, 5939, 3IWolbIMOL 30FMbo3s300L 53 Lodwmsgdol oM3gG0bamwo JoBbgdom
359my9bgdsl (Thorne/mm®bo, 2008), Moz 6odbsgl, dmIbIsGmgdgels dolsg dobgbo,
0530039 L300 om, Jobogg 0603050300 3MBOEHMMS© OLsdMHML d9bo 3mI3sboobs
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LoGY309m0 356 39G0bA0L gOM-9H M0 1d39Wwabo S 439w sby 3bMdow o Imgwos 9.§.
30096035300l MmOLsRGbYO0s6o dmgwo (Two Step Flow Model), Gm3garos x96 30093

3oL Lom3bgdo Eo0bgMYs, HMEILsE YOS, GMT JolTgEOs MROM JW0gMH0s, v
ol 51©O0EGH™MM05L 5§30l 0bZMOTS300L 9.§. ,opinion o0EIMYdIOL™ bsdsE9gdom
(Keller/39egMo s Fay/ggo, 2009). gl 35653690 30 89158530008 Gl 0mogligdl
93530l 2o63mo3L90gls s MAbLIsMYdYL FmMHoL, MHMIGWLs3E 0bRMMIs305 J0od3L
dbdgbgerol y©msdy.
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ol 50fgOb gemy356M0 LEEFSEYMO 353w gbols 3O MEILL, HMEILIE BSEO LM EFOSW MO
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0bm3z5309d0 s 99dymd 3039w 9ds Lbgs 139bgddo (Tyagi/@osgo s Kumar/3mdseo,
2004).
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0594356080399 qd0) 30505396 3o s 0d9xb9b 3OMMIAHL, 00gd9b FMALObMGISL
(Sethna/bgmbs o Blythe/denso@o, 2016).

9L 560l d39¢0, 353653 IOLIMZ0L 5dBHSMOO 3Mmb3EIBE0Y, O3 FMmIbIsMgdgwbDY
dob 939359 393w 9gbol Imbgbols 9gLadergdermdsl 0deg3s ,opinion OYIMIIOLS* MY
0b6x3wwmabligMgdol BLod s gdom. 5d9wsb 9dmIobscy, Jolo JoMOMsO sSGLO
3316035300l MmOLORIHMM0s60 ImgErol dbgoglos.

»The Law of the Few" 30 5309bl 30636900, 0683wwqblig@ols bsd goblbgzsggdmer o3l
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doLoMYd5© s Job gologM (39w O . Bsm0 JoHsbos GHTsMMb Lbgs 5@sF0s6gdL Msgzolo
3M©bom, MoLOE BEMdYb 3o M) 03 3O MEMIEGHOL dgbobgd. dglodyg 395G gyMO0sl 30
Dom0mop9bgb 9999yo3zgergdo (Salesmen), H™IEgdLsE d9mdeosm G9gJuGIco
39394md0690900L, 06x3MmMI>300L IToKJOIICO® J93M(3JLYdS. 5 03050 OHMYME
oLO>BOOME 55305693056, HMYME F0034HMb F500 YMMIPYdS s H0TBEBYOME Fsmo
bomds (Gladwell/ gevsgzgero, 2000).
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Introduction

The selected dissertation topic is highly relevant, as choosing effective marketing instruments
remains one of the main challenges for all companies. In conditions of intensified competition,
even small advantages can have significant impacts on a company's sales and revenue. Modern
businesses utilize various communication instruments to disseminate information about the
company, increase brand awareness, stimulate consumer interest, and influence consumer behavior.
The selection of specific marketing instruments and advertising channels depends on their
effectiveness. To achieve maximum results, a company must determine how and in what form to
deliver advertisements to consumers, and which channels to use to maximize the communication
effectiveness of advertising. These determinations should be made based on the preferences and
demographic profile of the selected target segment.

The effectiveness of advertising channels frequently changes along with time. Over the years,
television advertising, once the undisputed leader, now faces significant competition from various
advertising channels. Along with digital marketing, Word of Mouth marketing and influencer
marketing are becoming increasingly relevant.

Word of Mouth marketing is an organic technique for disseminating information about a company
and its products, encompassing all company-initiated actions aimed at encouraging spontaneous,
unprompted discussions about them. Word of Mouth marketing is a form of advertising that stems
from consumers' impressions or feelings towards both the corporate brand and its products.
People who have experienced a company's products or services at least once recommend their use
to friends, relatives, acquaintances, and even strangers. This advertising strategy, based on
personal consumer experience, maintains its relevance and creates new opportunities alongside the
growing internet usage.

According to Investopedia, an international platform for investments and financial markets, Word
of Mouth marketing in its classical understanding is a process where interested consumers discuss
a company's product or service in everyday dialogue. In essence, it is free advertising that is
entirely based on consumer experience.

Currently, among the world's existing communication means, WOM marketing is becoming
increasingly significant. Companies utilize various Word of Mouth marketing strategies, which
involve not only face-to-face communication but also interactions through social networks. In this

process, influencers (people with influence) are also actively involved.
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According to the latest research by leading American marketing companies in 2024, 80% of the
world's population does not trust various forms of advertising. However, 95% of the population
trusts recommendations about brands received from friends and relatives. 75% of consumers trust
online reviews and evaluations written by other consumers just as much as recommendations
received from relatives and friends. According to the same studies, WOM marketing generates
60% more sales than paid advertising, which emphasizes the importance of this communication
channel (Nielsen, 2024).

Word of Mouth and influencer marketing are more budget-friendly and cost-effective channels
compared to other advertising channels. This characteristic of Word of Mouth marketing has, to
some extent, contributed to its increased relevance and popularity in recent years, both globally
and in Georgia. The use of these advertising and communication channels increased significantly
during the pandemic period, as companies had to modify/adjust their chosen strategies and
business models.

A single advertising/communication channel cannot be equally effective and successful for all
segments. Therefore, incorrectly selecting a communication channel results in wasteful spending of
a company's financial, human, and time resources. It is crucial for marketers to know which
channels to use to deliver information to specific segments to ensure advertising campaigns are
successful and achieve predetermined KPIs (Key Performance Indicators).

Word of Mouth marketing is growing at lightning speed in the e-commerce environment, as
recommendations can be shared through online channels, which dramatically increases the scale of
information dissemination, especially in conditions where internet penetration rates and the number
of active social media users continue to grow. Currently, both the age groups and geographical
areas of internet and online space users are expanding, a trend that was accelerated by the COVID
pandemic. While in previous years only younger generations used the internet and social networks,
today representatives of other age groups are also actively using social networks. Internet and
social network usage has extended beyond urban settlements and has penetrated even into highland
villages.

In response to this reality, the traditional approach to Word of Mouth (WOM) marketing has
transformed and is no longer limited to individual consumers sharing their positive experiences
with others. Currently, most personal recommendations are distributed by so-called influencers
through various social channels or by individuals who create video reviews of products for
compensation.

Word of Mouth (WOM) marketing, due to its cost-effectiveness, should have been an effective tool

primarily for startup and small businesses. However, precisely because of its effectiveness, WOM
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marketing has been actively used over the years by many experienced large companies, regardless
of their field of operation or territorial location, at any stage of operation. These include: Wendy's,
Red Bull, Tesla, Zappos, Intel, Procter & Gamble, Pinterest, and others.

The various applications of Word of Mouth marketing by the aforementioned companies produced
clear results, and today, when studying past experiences, the improved financial performance
resulting from these marketing/advertising campaigns is evident.

Word of Mouth marketing is often considered one of the oldest, most important, and effective
forms of marketing. It is not merely the dissemination of information through verbal form. It also
involves using this means of communication for marketing purposes (Thorne, 2008), which means
giving consumers a reason to speak positively about your company or product of their own volition
and initiative.

One of the oldest and most well-known models of Word of Mouth marketing is the Two-Step Flow
Model, which was established back in the last century when it was determined that mass media is
more powerful when it delivers information to audiences through "opinion leaders" (Keller and
Fay, 2009). The latter assumes the role of intermediary between the advertiser and the consumer,
carrying information to the listener's ear.

The two-step model is frequently used in the context of Word of Mouth marketing. It describes a
process of social influence where people from lower social strata imitate representatives of higher
social strata. According to the aforementioned theory, innovations and novelties originate from the
higher strata and subsequently spread to other strata (Tyagi and Kumar, 2004).

The effect of the two-step model remains an important part of modern marketing strategies. For
example, the dissemination of advertising through celebrities and their delivery of information
about products is a universally tested and utilized strategy. The "higher stratum™ (celebrities)
advertise and promote brands and products, while the "lower stratum" (referring to their fans)
imitate them and purchase the product or service (Sethna and Blythe, 2016).

This is an old but currently relevant concept that enables influence on consumer behavior through
"opinion leaders" or influencers. Therefore, its core essence is similar to the two-step
communication model.

"The Law of the Few" reveals three distinct types of individuals or influencers in the process of
advertising message distribution. The first category consists of "Connectors,” who know numerous
people. They are represented across various social strata, which facilitates the spread of
information to broad masses. The second category consists of "Mavens,” who actively and
continuously seek information for knowledge acquisition and dissemination. Their goal is to help

others with their knowledge about various products. The third category consists of Salesmen, who
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can convincingly spread textual messages and information. They know how to communicate with
people, how to capture their attention, and earn their trust (Gladwell, 2000).

The Big Seed Marketing (BSM) model suggests that Word of Mouth marketing does not require
influencers and can work quite effectively through ordinary, non-famous individuals. The main
idea of the model involves the distribution of core messages by many people to achieve maximum
results. Therefore, BSM marketing connects viral marketing strategies with mass media (Watts and
Peretti, 2007).

Certainly, it is difficult to differentiate all the above-mentioned marketing instruments from each
other. However, ultimately, they are united by a common idea - the dissemination of messages and
information in society - only their approach and strategy are different. Society comprises various
socio-demographic profiles with their characteristic views and behaviors. Representatives of
different generations react differently to marketing messages and prefer different channels when
receiving information.

Currently, the effects of various Word of Mouth marketing instruments in Georgia have been
insufficiently studied. Research demonstrating the direct or indirect results of each of these
instruments is scarce. It can be said that the interdependence between Word of Mouth marketing
activities and consumer preferences has been understudied in the scientific field.
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Research Objective

The aim of this study was to identify and evaluate the differences in generational preferences
regarding Word of Mouth marketing. Specifically, to determine whether statistically significant
differences exist in the preferences of different generational cohorts towards various forms and
sources of Word of Mouth marketing, and if such differences exist, how significant these

differences are from a managerial perspective.

Research Questions
Based on the research objective, the research questions were defined as follows:
1. Are there statistically significant differences in generational preferences regarding the
sources and forms of Word of Mouth marketing (Baby Boomers, Generation X, Generation
Y (Millennials), Generation Z)?
2. If such differences exist, how advisable is it to use them when making managerial decisions

regarding the selection of Word of Mouth marketing forms and sources?

Hypothesis

To address the aforementioned questions and evaluate the validity of the conceptual framework
proposed within the research, the following research hypothesis was developed: There are
statistically significant differences in generational preferences regarding the forms and sources of
Word of Mouth marketing. More specifically:

1. Baby Boomers and Generation X show convergence in their preferences regarding WOM
marketing forms. Differences emerge in relation to sources. Specifically, Baby Boomers prefer to
receive information from acquaintances, while Generation X prefers to receive information from
both acquaintances and strangers;

2. Generation Y representatives prefer to receive information through recommendations and
reviews, mostly from strangers. Regarding the sources of Word of Mouth marketing distribution,
there are similarities with Generation X representatives. Millennials use social networks as a
source of information but are not limited to these and seek information from other internet
sources as well.

3. Generation Z representatives' preferences differ from other generations' preferences regarding
Word of Mouth marketing forms. Specifically, Generation Z receives information about
companies and products through influencer marketing. Regarding sources, there are similarities
with Millennials and Generation X representatives. Generation Z receives information through

social networks.
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Methodology

This research was conducted in two distinct phases. The initial phase involved an exploratory study that
analyzed thematic papers, reports, and existing research within the field. This phase addressed a series of
research objectives, specifically:

(a) the identification of marketing instruments, including their essence and variations, alongside
traditional and contemporary approaches and strategies to word-of-mouth marketing;

(b) an evaluation of the transformation of word-of-mouth marketing in recent years, detailing the changes
and their nature;

(c) the determination of the position and share of word-of-mouth marketing within advertising channels;
and (d) an in-depth study of influencer marketing, encompassing influencer categories, strategies,
attributes, and communication channels.

Utilizing desk research techniques, this paper reviews and analyzes the instruments and practices
employed by prominent large-scale companies, along with the outcomes of each campaign. This analysis
showcases how specific strategies facilitated the achievement of results for the company during a
designated reporting period.

The second phase involved a descriptive study, integrating both qualitative and quantitative research
components.

Qualitative research facilitated the acquisition of comprehensive information regarding the significance of
various communication channels, their operational methodologies, frequency of dissemination, and
formats.

An observational study was conducted during the initial phase of the research. Specifically, the social
campaign conducted by the non-governmental organization "Sapari" was observed, and the campaign's
results were analyzed. This analysis demonstrated how the organization achieved specific outcomes
within a defined reporting period (07.2020 — 09.2023) through its developed marketing strategy.
Observation was also conducted on the marketing activities of Dresarium, a leading player in the
clothing industry, to assess the effectiveness of various marketing tools.

To address the research gquestions and test the hypotheses formulated at the beginning of the study,
an experiment was conducted in March 2024 with the assistance of the newly founded company,
"Nadimi." The target audience comprised the brand's consumers.

Within the qualitative research framework, in-depth interviews were conducted with companies of
varying sizes and experienced Georgian marketers who use or have used word-of-mouth marketing as an
advertising channel. A total of ten in-depth interviews were conducted.

Following the qualitative research, a mass survey was conducted with a probability sample (sample size:

478 respondents) from four different generational cohorts. This survey aimed to determine their
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preferences and attitudes towards word-of-mouth marketing. The sampling method employed was
probabilistic sampling, specifically stratified sampling.

Main Findings
Analysis of the data gathered from the quantitative and qualitative studies revealed distinct
differences among generational preferences regarding the form and source of word-of-mouth
marketing.
The observational findings highlight the necessity of employing a flexible marketing strategy
tailored to the unique preferences of each generation. Understanding these distinct generational
preferences will empower marketers to create more targeted and resonant campaigns. By utilizing
content and communication channels that align with each generation's preferences, companies can
leverage word-of-mouth marketing more effectively. The hypotheses defined within the research

were examined across six distinct dimensions:

Most Frequently Used Social Networks
Consistent with global statistics, Facebook was identified as the most frequently used social

network among three age groups (Boomers, Generation X, and Generation Y). Generation Z,
however, primarily uses Instagram. YouTube was cited as a frequently used social channel across
nearly all age groups. LinkedIn users within the studied sample were predominantly from
Generation Y. TikTok ranked fourth in popularity, with Generation Z accounting for the majority
of its usage (17%). Generation Z exhibited statistically significant differences compared to other
age groups concerning the use of word-of-mouth (WOM) marketing channels.

Regarding time spent on these platforms, the majority of users spend an average of 5-15 minutes
per visit on Facebook. It is noteworthy that the duration of time spent varies depending on the
category of social network. Higher volumes of time were spent on TikTok and YouTube, both of

which offer video content to users.

Main Sources of News
The research revealed that sources for obtaining information about various events and news differ

across age groups. For Generation Z, social networks are the primary source of information (84%).
Social networks are also identified as the main source of information for the majority of
Millennials (Generation Y) (78%) and Generation X (59%). In the older age group (Boomers), the

utilization of social media as a news source decreases (32%), while the reliance on television as a
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primary source of information increases (47%). Radio and print media were not identified as
significant sources of information (ANOVA results: F-value = 0.00017899494339284914, p-value
= 0.9999964892567227). Statistically significant differences are observed between Baby Boomers
and other studied generations regarding primary information channels, particularly television and
social networks. Other channels were not deemed significantly important in any of the studied

groups.

Main Sources of Product Information
The majority of respondents from all age groups obtain product information directly through social

networks. Generation Z employs a diverse approach to gathering information about products and
services. While social networks remain their primary source (35%), personal connections also play
a significant role; 30% of this generation places high trust in information received from friends and
acquaintances. This dual approach indicates that both digital and personal communication channels
are equally important when communicating with this demographic group for product and service
sales. Millennials also exhibit similar trends in their choice of information channels. The reliance
on online media among Generation Z and Millennials is nearly identical, with 18-19% of
respondents in these age groups obtaining product and service information through these channels.
Additionally, 8-10% of younger generations rely on various information platforms like
Booking.com and TripAdvisor, emphasizing the significance of user-generated content and reviews
in their decision-making process.

Analysis of the preferences between Generation Z and Baby Boomers reveals statistically
significant differences in their choice of product and service information sources, as confirmed by
a p-value of 0.0072689300249348. This value, compared to the standard significance level of 0.05,
indicates that the observed differences between these generations are not random. While social
networks are generally important information sources across all age groups for obtaining
product/service information, the specific platforms vary. For example, only half of Generation Z
obtains information through Facebook, whereas in other age groups, this channel accounts for over
80% of the total share. This reduced reliance on Facebook among Generation Z is compensated by
Instagram's share, with 38% citing it as a popular social network for obtaining information.

The research also revealed that one-third of respondents obtain information about products from
friends and acquaintances. However, the communication methods differ among age groups. Firstly,
there is a preference for digital communication channels. Regarding communication in online
groups, Millennials (14%) significantly outnumber Generation Z (4%), with the difference being
statistically significant (Z=2.876). In online/personal messaging, Generation Z and Millennials

(40% and 38%) are significantly more active than Boomers (12%), with the difference statistically
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confirmed (Z=4.334). As for traditional communication methods, face-to-face conversations
remain a priority for all generations, especially Boomers (52%). Telephone conversations are also
significantly popular among Boomers (21%) compared to Generation Z (8%), a statistically
supported difference (Z=2.096).

Trust in Various Communication Channels
The older generation (Boomers) places almost absolute trust in television (99%), followed by

Generation X with 93% trust, while trust levels are comparatively lower and nearly identical in
younger generations (Y and Z) (79% and 78%, respectively). Generation X demonstrates the
highest trust in online platforms (93%), indicating their adaptation to digital media. Boomers,
despite favoring television, also place considerable trust in online platforms (89%).

Generation Z's trust (82%) exceeds that of Generation Y (79%), although both generations exhibit
a relatively skeptical attitude towards both information sources. Generation Y shows the lowest
trust in both information channels compared to other generations, potentially reflecting a more
critical approach to information acquisition.

The statistical analysis of trust in information channels revealed the most significant differences in
trust towards traditional media. Particularly noticeable is the difference in the case of newspapers
and magazines, where the gap between Boomers and Generation Y reaches 36% (Z=13.67,
p<0.001). Trust in radio also declines sharply in younger generations, especially Generation Z,
with a 35% difference (Z=13.45, p<0.001). A similar trend is observed with television, where a
21% difference is observed between Boomers and Generation Z (2=8.87, p<0.001). Trust in social
media and personal contacts paints a different picture. Trust in social networks is relatively
consistent with Generation X (difference of only 3%, Z=1.98, p<0.05), but significantly decreases
in Generations Y and Z (17% and 16%, respectively). Notably, trust in friends and acquaintances
remains the most stable across generations, with a maximum difference of only 7% (Z=3.45,
p<0.001).
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Factors Influencing Purchasing Decisions
The study also identified factors that consumers consider when selecting products or services. The

results revealed significant differences in the evaluation of these factors across generations.
Statistically significant variations were observed in all dimensions.

Price Sensitivity - Price was identified as a particularly important factor for younger generations.
Generation Z assigned the highest rating (M=4.5, SD=0.7), followed by Millennials (M=4.3,
SD=0.8). The importance of price showed a clear downward trend with age, with Generation X
(M=4.0, SD=0.9) and Baby Boomers (M=3.8, SD=1.0) assigning lower ratings. The high F-value
(18.34) indicates that these differences are statistically significant, meaning younger consumers are
significantly more price-sensitive than older generations.

Quality - In contrast to the aforementioned factor, the importance of quality showed an increasing
trend with age. Baby Boomers gave the highest priority to quality (M=4.6, SD=0.5), followed by
Generation X (M=4.5, SD=0.6). Millennials (M=4.2, SD=0.7) and Generation Z (M=4.1, SD=0.8)
gave slightly but relatively lower ratings to quality. The F-value (15.67) indicates that these
generational differences in the perception of quality are statistically significant.

Brand Reputation - The importance of this factor gradually increased across generations, from
Generation Z (M=3.6, SD=1.0) to Baby Boomers (M=4.1, SD=0.7). The F-value of 9.23 indicates
statistically significant differences — older generations place greater importance on established

brands and their reputation compared to younger consumers.

Advertising Channels and Attitudes
Respondents' views differ. Generation Z stands out with the highest interest — 29% fully agree and

62% somewhat agree on the importance of watching such videos, totaling 91%. Conversely, in the
Boomer group, no respondent fully agrees, though 78% somewhat agree that such videos are
interesting.

Generations X and Y show a similar trend — 4% in both groups fully agree on the importance of
video reviews. However, the somewhat agree rate is higher in Generation X (94%) than in
Generation Y (83%). The data suggests that video reviews, as an information channel, are
particularly effective for communicating with Generation Z, while older generations show less
enthusiasm and interest in this format.

Statistical analysis of attitudes towards advertising channels reveals differences among various
generations in their perception of informational videos and posts, and in how interesting they find
them. In the case of informational videos, the difference between Boomers and Generation Z is

particularly striking, where 29% fewer respondents in Generation Z find them interesting (2=9.87,
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p<0.001). Notably, in Generations X and Y, this rate slightly (4%) exceeds the Boomer rate
(Z=2.12 and Z=2.15 respectively, p<0.05), indicating that so-called transitional generations value
this type of content more. Compared to Boomers, the proportion of respondents who find
informational posts interesting gradually increases in each subsequent generation: by 8% in
Generation X (Z=3.45, p<0.001), 19% in Generation Y (Z=7.23, p<0.001), and 27% in Generation
Z (Z=9.56, p<0.001).

Conclusions and Recommendations

The conducted research revealed fundamental differences in the preferences of various generations
regarding word-of-mouth marketing. The initial hypothesis was confirmed, establishing that
statistically significant differences exist in generational preferences concerning the form and
source of word-of-mouth marketing. Statistically significant differences were identified among the
preferences of four generations (Z, Y, X, and Baby Boomers) regarding information, advertising,
and marketing channel strategies and planned activities, fundamentally altering the landscape of
modern marketing communications.

The first sub-hypothesis was validated regarding Generation X, wherein the most effective
channels for obtaining product information are social networks and friends/acquaintances, with a
preference for face-to-face communication and information exchange. As for Baby Boomers, in
addition to friends and acquaintances, social networks also emerged as a primary source of product
information.

The sub-hypothesis concerning Millennials was also validated, with social networks and various
internet sources, including online media and informational websites, being the primary sources of
product information. This generation also uses social networks for communication and information
gathering with friends. As for Generation Z, the sub-hypothesis was again validated, revealing that
social networks, used for entertainment and communication, are most effective in this segment.
Regarding influencers, Generation Z shows the highest interest among the studied generations,
while Boomers show the lowest (Z=18.92; p<0.001).

The research highlighted stark differences in social media platform usage. Instagram is the
dominant platform for Generation Z consumers, whereas Facebook dominates in other generations.
This difference is statistically significant, as evidenced by Z-score values (Instagram: Z-score -
2.229; 2.624; 7.458; Facebook: Z-score - 2.178; 4.780; 7.833). Notably, only half of Generation Z

uses Facebook for information, while this rate exceeds 80% in other age groups.
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Regarding news and information channels, high effect size (n?) values for television (n? = 0.224)
and social networks (n? = 0.198) indicate their critical importance for communication strategy
planning. Television is the primary information source for Baby Boomers (Z-score -3.917), while
social networks dominate for Generations Z and Y (Z-score - 3.902; 8.841). This illustrates
fundamental generational differences in information sources.

The research also revealed interesting findings about trust in information from various channels.
Younger generations (Y and Z) are more skeptical towards social media information than Baby
Boomers and Generation X. One in four of them distrusts information received on social networks,
while Baby Boomers and Generation X show high trust (91% and 88%, respectively). This finding
is particularly significant in the digital age, where information reliability and verification are
increasingly important.

Differences in factors influencing purchasing decisions were also noteworthy. The high importance
placed on price by younger generations (Generation Z mean = 4.5, Millennials mean = 4.3)
compared to older generations suggests that "personal recommendation™ strategies targeting
younger consumers should emphasize value-for-money. Conversely, the high importance placed on
quality by Generation X and Baby Boomers (means 4.5 and 4.6, respectively) indicates that
messaging targeting these age groups should focus on product quality and durability.

Differing attitudes were observed towards information disseminated by influencers and celebrities.
Half of the Millennials surveyed distrust companies when information is provided by a celebrity
(Z-score = 2.428). Conversely, in Generation Z, "stories” from companies and influencers are
particularly significant, representing a new trend in marketing communication.

The research also revealed statistically significant differences in generational preferences for video
content consumption. Video reviews are particularly popular among Generation X; Baby Boomers
show the least interest, preferring informational text posts. Informational posts and reviews are
also highly popular among Generation Y, indicating this generation's readiness to examine product

details thoroughly.

Based on the empirical findings, several strategically significant recommendations can be

formulated:

(1) Marketing channel diversification by generation is essential. For communication with

Generation Z, emphasis should be placed on visual content on Instagram. Attractive visuals, such
as stories, reels, and influencer collaborations, should be used to capture this segment's attention.
For Generation Y, a balanced strategy is important for both Facebook and Instagram, with active

integration of user-generated content. Encouraging customer reviews and ratings is crucial,
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influencing purchasing decisions. Importantly, this process should evolve to be organic, without
company initiation.

For Generation X, a balanced approach is recommended for both Facebook and Instagram, but
personal recommendations and advice from friends are equally important for this age group.
Companies should implement strategies that encourage information sharing and discussions about
products among friends. For Baby Boomers, a combination of traditional media channels and SMS
marketing is recommended. Communication with this group will be effective through informational
posts and SMS campaigns. These channels and tools should provide detailed information about
products and special offers, as this group values face-to-face communication.

(2) Focus should be placed on developing trust-building strategies, particularly for younger
generations, where high skepticism was identified towards information from various channels. This
requires implementing authentic and transparent communication, integrating real customer
experiences into marketing campaigns, and fostering two-way dialogues on social platforms. Real
and "behind-the-scenes" life footage can be effective in this segment.

(3) Conceptual strategy optimization is necessary. Specifically, highlighting the price-to-value
ratio is important for Generations Y and Z, while fostering online reviews and customer
interaction, creating an engaging online audience, where people can share experiences and provide
product recommendations, is crucial for Millennials. For Generation X and Baby Boomers,
emphasizing quality features and long-term benefits is key.

The research results highlight the necessity of employing a flexible marketing strategy tailored to
each generation's unique preferences. The identified statistically significant differences confirm
fundamental differences in communication channel and content preferences across generations.
Understanding these differences allows marketers to create more targeted and resonant campaigns.
The research shows that using content and channels tailored to each generation's preferences can
significantly increase word-of-mouth marketing effectiveness. This is supported by the high
correlation found between information delivered through generation-relevant channels and its
effectiveness.

Successful marketing communication requires the integration of four key components:

a) Synergistic use of online and offline channels — The research shows that multi-channel
communication is particularly effective for Generations X and Millennials.

b) Developing personalized communication strategies tailored to each generation — This is
supported by sharply differing generational preferences for communication channels.

c) Diversification of customer engagement mechanisms — The research reveals that different

generations respond differently to various types of engagement.
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d) Marketing budget optimization based on generational media consumption preferences — Based
on clearly identified differences in platform usage intensity.

The research results reveal several important directions for further study. Particular attention
should be paid to investigating the psychological foundations of differing media choices between
Generation Z and Baby Boomers. Determining why they choose radically different communication
channels and how this choice affects their information perception and processing is of interest.

In the context of the constantly changing digital media landscape, researching the impact of new
platforms on various generations is crucial. Exploring how new platforms alter the intensity of
existing platform usage and how this affects consumer behavior is of interest.

Researching these directions will not only expand theoretical knowledge in generational marketing
but also offer empirical knowledge-based recommendations for companies to optimize their
marketing strategies.

This dissertation presents the first empirical validation of significant differences in the preferences
of four generations (Z, Y, X, and Baby Boomers) regarding various forms and sources of word-of-
mouth marketing within the Georgian context.

Methodologically, a comprehensive approach has been developed to study generational preferences
in word-of-mouth marketing, combining both quantitative and qualitative methods. This approach
enables in-depth exploration of generational preferences and serves as a significant methodological
framework for future research in other cultural and geographical contexts. The practical
contribution of this research lies in the development of a framework for generation-tailored,
differentiated marketing strategies.

Furthermore, novel approaches to enhancing the effectiveness of word-of-mouth marketing by
generation have been identified. These are based on emphasizing the price-to-value ratio, quality
features and long-term benefits, as well as differentiated trust-building strategies. These
innovations significantly expand existing knowledge in the field of generational marketing and

establish a solid foundation for optimizing companies' marketing strategies.
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