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Abstract

The rapid development of digital technologies and the growing use of social media have
significantly transformed the ways organizations communicate with their audiences. These
changes have had a particularly strong impact on the higher education sector, where universities

increasingly rely on digital platforms to build their brand, strengthen their positioning, and engage
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with various stakeholder groups. Despite this trend, there is limited research on how strategically

and consistently Georgian universities use digital communication as a tool for brand development.

The aim of this study is to examine the effectiveness of digital communication in the branding and
positioning of Georgian universities and to explore the role of digital communication in shaping
institutional image and competitive advantage. The central research question of the study is: How
effectively, strategically, and consistently do Georgian universities use digital communication for
brand positioning?

The theoretical framework of the study is based on the existing literature on digital communication,
higher education marketing, branding, and institutional visibility. A mixed-method research design
was employed. The quantitative component involved a survey of prospective and current students,
while the qualitative component consisted of semi-structured in-depth interviews with
representatives of four universities: Ivane Javakhishvili Thilisi State University, Ilia State
University, the Georgian Institute of Public Affairs (GIPA), and European University. In addition,
a comparative analysis of the digital platforms of Georgian universities was conducted.

The findings indicate that website quality, social media activity, visual identity, and content
diversity play an important role in the university selection process. The quantitative results show
that respondents perceive digital communication channels as influential in shaping university
brand perception and particularly effective in differentiating institutions from their competitors.
The qualitative findings reveal that most Georgian universities remain heavily focused on
Facebook, despite younger audiences being more active on Instagram and TikTok. The study also
highlights limitations related to resources, budgets, and the lack of platform-specific
communication strategies. Among the universities analyzed, Ilia State University demonstrated

the most consistent and strategically developed digital communication practices.

The findings partially support the hypothesis that higher-ranked universities tend to use digital
communication more strategically and consistently than lower-ranked institutions. The study
concludes that digital communication has become an important tool for university brand
development in Georgia; however, significant opportunities remain for improving strategic

planning, audience segmentation, and platform-specific content creation.

Keywords: Digital Communication, University Branding, Brand Positioning, Social Media,

Higher Education Marketing, Georgian Universities.



