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Abstract

In the modern winemaking industry, public relations strategies play an important role in the
competitiveness of small wineries, brand awareness and long-term customer relationships.
Especially in the context of the development of wine tourism, effective communication goes
beyond product promotion and includes the formation of customer experience, trust and

emotional connection.

The paper examines the impact of public relations strategies on visitor attraction and customer
engagement by Georgian small wineries. The aim of the study is to reveal how experience-based
communication, the use of digital platforms, the presentation of brand history and authenticity

affect consumer behavior and relationships with wineries.

Based on the purpose of the study, a combined study was conducted. In the first stage, a
quantitative survey was conducted, in which 132 respondents participated, and in the second
stage, in-depth interviews were conducted with a total of 5 participants, who were presented as
representatives of small wineries, as well as specialists in the field of tourism and marketing. This
approach made it possible to analyze both customer reviews and the practical experience and

communication strategies of wineries.

The results of the study showed that in the case of Georgian small wineries, digital
communication, personal recommendations, authentic experiences and personalized
hospitality/communication have a significant impact on visitor attraction and customer
engagement. It was revealed that social media and online platforms play an important role in
spreading information about wineries, while tasting, direct communication, wine history, family

traditions and experiences related to local culture enhance customer satisfaction, trust and loyalty.

The main conclusion of the paper is that an effective public relations strategy for Georgian small
wineries should be based on the integrated use of digital visibility, authentic experiences, brand
history and personalized communication. This approach contributes not only to attracting

visitors, but also to the formation of customer engagement, trust and long-term loyalty.



Accordingly, it is recommended for small wineries to develop a communication model that

simultaneously combines modern digital tools and experiences based on local cultural values.

Key search terms: public relations, PR strategy, small wineries, wine tourism, experience-based
communication, storytelling, authenticity, digital platforms, social media, word-of-mouth,

customer engagement.
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