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Abstract

The ever-increasing use of social media has created a whole new approach for branding,
to gather information about consumers and incorporate it into their strategy to acquire as many
loyal customers as possible. Over the past few years, the influence of social channels on brand
building has grown significantly. It should be noted that changes in branding are mostly based
on customer feedback. It should be noted that the changes are mostly due to the increase in
customer loyalty. The master's thesis examines the influence of the media on the process of
brand formation in Georgia. The master's thesis researching the influence of the media on the
process of brand formation in Georgia. The study examines the dynamic relationship between
brands' activity in social media platforms, consumer perception and brand identity
construction, The purpose of which is to identify strategies based on customer feedback.The

goal is to develop brand strategies based on customer feedback.

The research reviews the main theoretical frameworks of social media, based on which a brand
is created and developed. The theoretical material includes the values that a brand must create
in the modern world in order to earn the favor of society: This includes brand strategies, types
of content, brand identity and visuals, brand storytelling techniques, loyalty, and many other
details that vary based on individual perceptions and customer needs. In the research paper
discusses the impact of customer feedback on Georgian technological educational companies

and their brand formation.

The research was carried out using the probability and non-probability sampling method of
the quantitative method. A stratified population survey was used for consumers and for
companies - the targeted selection of the probable method. Two-way research best reveals the
true impact of a brand on a consumer, it is a good way to offer strategic recommendations to

companies.



The research provides valuable insights into effective branding strategies that resonate with
Georgian brands. The obtained result can provide companies with important information for
developing strategic decisions and convincing messages. It's worth noting that companies that
create a customer-centric social media platform receive audience feedback and act on it, they
are making noticeable progress in terms of acquiring loyal customers and increasing awareness.
However, it should also be noted that only responding immediately to customer feedback is

not enough to increase customer interest in the brand.

Key words: social media, loyal customer, brand, branding, feedback.
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