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Abstract

Generation Z, a digitally native group raised in a world of constant connectivity, is a dynamic
and influential target demographic for marketers worldwide. Their communication
preferences, values, and consumption behaviors differ significantly from previous generations,
requiring brands to adopt innovative approaches to engage them effectively. Among these
tactics, storytelling has emerged as a powerful instrument for marketing communication,

capable of creating emotional resonance and developing brand loyalty.

The master's thesis "The Role of Storytelling in Brand Communications for Gen Z Audiences"
explores how Georgian brands utilize storytelling in their communication strategies and
evaluates the effectiveness of these efforts in engaging Generation Z. The study aims to
understand the alignment between brand storytelling techniques and the values, expectations,

and preferences of Gen Z in the Georgian digital landscape.

To achieve this, the research employed a mixed-methods approach. In the first phase, a
quantitative survey was conducted with 156 Gen Z respondents aged 18 to 27 living in Georgia
to gain insights into their perceptions of storytelling in brand communication. This was
followed by a qualitative content analysis of selected Georgian brands (n=5), including
Veli.Store, Tene, Zoommer, TBC bank, and Bank of Georgia. Finally, in-depth interviews were
conducted with marketing and communication representatives of two of these brands to gather

internal perspectives on the strategic use of storytelling.

The findings reveal that while some brands, notably Veli.Store and TBC, have successfully
integrated storytelling that resonates with Gen Z values, such as authenticity, relatability, and
social consciousness; many others still rely on traditional, transactional messaging that fails to

connect with this audience. The research highlights the significance of authentic and



narrative-driven communication in cultivating emotional engagement and fostering brand

loyalty among Gen Z consumers.

Based on the results, practical recommendations were developed to help Georgian brands
refine their storytelling strategies. These insights aim to guide brands in creating more
meaningful, narrative-based communication tailored to the unique characteristics of

Generation Z.

Keywords: Storytelling, Gen Z, Brand Communication, Digital Marketing, Storytelling in
Georgia, Emotional Engagement, Generation Z Behavior, Narrative Marketing, Brand

Strategy.
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