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Abstract

In the modern world, consumer choice is influenced by a wide range of diverse and competitive
offers, making branding one of the key mechanisms that affect consumer behavior. Trust,
perceived value, and expectations are often shaped by branding—particularly in industries such
as hospitality. With the growth of Georgia’s tourism sector, a relevant question arises: to what
extent does branding serve as a decisive factor in the hotel selection process?

The objective of this study was to determine how branding influences consumer behavior when
selecting hotels in the context of Georgia. A mixed-method approach was used to explore this
relationship. The findings revealed that a significant portion of consumers prioritize price,
service quality, and location when choosing a hotel; however, branding also plays a role in the
decision-making process, especially among high-budget and international tourists.

The study found that branded hotels are generally perceived as more trustworthy and quality-
oriented. On the other hand, loyalty programs appear to have limited influence. These results
suggest that effective branding can strengthen consumer trust and offer a competitive edge in the
selection process. At the same time, local hotels can remain competitive by offering lower prices
and authentic experiences. The insights gained from this research provide a practical foundation
for improving marketing strategies in the hotel industry.
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