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Abstract

This thesis explores how Georgian companies utilize mobile applications as tools for public
relations and brand communication. The aim of the study is to analyze whether mobile apps fulfill
the function of strategic brand communication and how they influence user engagement, loyalty,
and brand perception.
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The research employs a mixed-methods approach and includes three stages: a quantitative survey
among mobile app users, qualitative interviews with company representatives, and observational
analysis based on seven communication-related criteria (visual identity, UX/UI design,
personalization, engagement mechanisms, feedback channels, functional features, and brand
tone).

Findings reveal that mobile applications in Georgia are predominantly perceived and used as
technical service platforms rather than as integrated communication tools. Users appreciate their
functional benefits, but rarely perceive elements of personalization, interactive content, or brand
value communication. Company representatives seldom consider mobile apps a strategic
communication channel, while the observational analysis highlights significant gaps in meeting
modern digital communication standards.

The study concludes that, in the Georgian context, mobile applications are not yet fully integrated
into companies’ public relations and communication strategies. In the context of accelerating
digital transformation, mobile apps need to be redefined as core platforms for digital brand
identity and strategic audience engagement.

Keywords

Mobile applications; Brand communication; Public relations; Customer engagement; Digital
strategy; UX design
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