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ABSTRACT

The increasing use of social media has transformed the way consumers discover, evaluate, and
choose restaurants. This study examines the influence of social media marketing on customer
perceptions of authenticity and quality among consumers of Asian restaurants in Tbilisi,
Georgia. The research focuses on understanding how different social media platforms and
content types affect customer trust, perceived authenticity, restaurant quality perceptions, and
visit intentions.

A quantitative research approach was adopted, and data were collected through an online
survey distributed to consumers with experience or interest in Asian restaurants. A total of 104
valid responses were analyzed using descriptive statistical methods. The study investigated the
role of social media platforms, visual content, customer-generated content, online reviews, and
other social media marketing activities in shaping consumer perceptions and behavior.

The findings reveal that social media plays a significant role in restaurant discovery and
evaluation. Instagram was identified as the most influential platform, followed by Facebook and
TikTok. Visual content, particularly food photos and videos, was found to have the strongest
impact on customer trust and visit intentions. Customer-generated content and online reviews
were perceived as more authentic and trustworthy than promotional or influencer-generated
content. The results also indicate that while social media marketing effectively attracts
customers and shapes first impressions, long-term customer loyalty depends primarily on food
quality and service quality.

The study concludes that social media marketing significantly influences perceptions of
authenticity and quality among consumers of Asian restaurants in Tbilisi. The findings highlight
the importance of visual content, customer reviews, and authentic online interactions in
building customer trust and encouraging restaurant visits. The research contributes to the
growing body of literature on social media marketing in the hospitality industry and provides
practical recommendations for restaurant managers seeking to strengthen their digital
marketing strategies.
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