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Abstract

This thesis explores the influence of branding on the brand loyalty of Georgian Generation Z
consumers in the food and beverage (F&B) industry. It probes into the factors of emotional
branding, digital engagement, pricing strategies, and product quality that shape the
development of brand loyalty among this consumer segment. Generation Z is still forming its
consumer habits but is already a major force in the marketplace. Understanding their
perceptions and customer behaviors, hence the elements that play a huge role in building
loyalty is essential for brands developing or retaining brand loyalty within this very influential
consumer group.

Using a quantitative research approach, the data were gathered from 222 Georgian Generation
Z consumers aged 16 to 27. A structured questionnaire was employed to measure the
respondents' behavioral habits and attitudes toward branding strategies and their impact on
brand loyalty. The survey consisted of close-ended and Likert-scales questions to assess key
variables, such as brand image, emotional branding, social media engagement, product quality,
pricing strategies, and last but not least brand loyalty. Purposive sampling was utilized to target
digitally engaged customers.

The findings highlight that emotional branding significantly strengthens brand
loyalty. Participants indicated that when brands make real connections—by being genuine
and lining up with what they care about—they tend to be more loyal. Furthermore, social
media engagement was found to be the catalyst for further increasing these emotional ties, as
platforms like Instagram, TikTok, and such offer opportunities for personalized and interactive
brand experiences. Brands excelling at creating engaging and community-driven interactive
content resonate more with Gen Z customers which translates into their brand loyalty.
Additionally, product quality surfaced as a prime factor in building loyalty for brands. While
an emotional connection is crucial, Gen Z customers have also stated that they value solid
product attributes, including consistency in quality, taste, and nutritional value in the Food
and Beverage industry. Brands consistently delivering high-quality products that meet buyers'

expectations are more likely to secure their long-term loyalty.



The study has shown that pricing strategies play an important part as well with respondents
stating the preference for brands that offer fair prices relative to quality given. Georgian Gen
Z customers care about the value of money spent and their loyalty is influenced by the
perceived value of products. Premium pricing can only work with this group if matched by
top-notch product quality or unique brand experiences.

Theoretical insights indicate that brand loyalty of Gen Z customers is driven by both emotional
and rational factors, where emotional branding, product quality, and clever pricing schemes
are all interrelated components. This research contributes to existing studies on how these
elements combine to create long-term loyalty of Gen Z customers. Practical implications for
professionals working in the F&B industry would be to integrate emotional branding with
personalized digital marketing communication and acquire pricing strategies that truly reflect
value perceptions; this blend as backed up by the research would guarantee the cultivation of
deeper bonds and brand loyalty among this key group of consumers.

To conclude, this thesis provides actionable insights for F&B brands and marketers in Georgia
to engage with Generation Z customers effectively. By aligning their branding strategies with
Gen Z values—authenticity, sustainability, and personalized experiences in particular—
brands can increase customer loyalty and boost their competitive positioning in the Georgian

market.
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