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Abstract

In the modern digital era, where consumers are overwhelmed by advertising noise, finding
new ways to establish an emotional connection with the audience has become critically
important for brands. This master's thesis investigates the effectiveness of music as a brand
communication tool and its impact on audience engagement in Georgia. The aim of the
research is to determine the effectiveness of music as an instrument of brand communication
and to identify the impact of brand-created musical content on audience engagement,

emotional connection, and brand perception in Georgia.

The research is based on a pragmatist philosophy and an abductive approach, utilizing a basic
mixed-methods research design. The qualitative component involves in-depth interviews with

five industry experts, while the quantitative component relies on a survey of 104 respondents.

The research results confirmed the hypothesis that musical content created by brands increases
audience engagement. Quantitative data revealed that 87.5% of consumers consider music to
be the primary stimulator for brand recall, while 92.3% perceive it as a means of advertising
differentiation. Qualitative analysis highlighted the high effectiveness of utilizing cultural
codes and nostalgic elements within the Georgian market. Furthermore, the study
demonstrated that the use of "stock" music threatens brand uniqueness, whereas an exclusive

audio identity enhances trust and fosters a "premium" perception.

The practical value of this thesis lies in proposing a strategic model for brands to manage audio

communication, emphasizing the necessity of developing an "audio brandbook".

Keywords: Audio branding, advertising music, audience engagement, musical content, sensory

marketing, Georgian market, sonic logo.
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