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Abstract

In the contemporary global economy, the sports industry represents one of the most dynamic,
rapidly growing, and multi-billion-dollar sectors, which has long transcended the traditional
boundaries of mere physical competition and restorative activities. Today, sport is a universal
language that unites millions of people and creates a unique emotional platform where
business, technologies, social identity, and marketing are tightly interconnected. In this
context, sports marketing plays a significant role in creating emotional connection, brand

loyalty, and commercial value with the consumer.

This thesis examines the impact of sports marketing and branding on Georgian consumers. The
research focuses on the analysis of the mechanisms through which modern marketing
strategies influence the behavior of fans and consumers. Particular attention is paid to
sponsorship, athlete personal branding (the MABI model), and the role of merchandising in

the commercial activities of sports organizations.

A mixed-methods methodology, combining quantitative and qualitative approaches, is utilized
in the study. Qualitative data were obtained based on in-depth interviews conducted with
industry professionals, marketing specialists, and PR managers of sports organizations. The
quantitative research was carried out via the Google Forms platform, with 128 respondents

participating in it.

The results of the study indicated that sports marketing and branding strategies affect Georgian
consumers primarily through emotional and identity-based influences. The personal branding
of successful Georgian athletes, national identity, sports pride, and value congruence with the

brand play a major role in shaping consumer trust, emotional attachment, and loyalty.

The main conclusion of the thesis is that the primary competitive advantage of Georgian sports
is its national emotional capital and strong cultural identity. Their effective transformation
into modern commercial strategies will contribute to the financial sustainability of the
industry, which requires the diversification of revenue streams, a reduction of dependence on
state funding, the improvement of the fan experience, and the development of branding based

on value congruence.
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