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Abstract 

 

 

This thesis examines the branding strategies of mental health services in Georgia within 

the context of stigma transformation and emotional capitalism. The aim of the study is to explore 

how mental health services are constructed and positioned as brands in the digital environment, 

what communication narratives organizations employ, and how these strategies influence 

consumer perceptions and behavioral intentions. 

The research was conducted using a mixed-methods approach. The study is based on a 

critical review of academic literature, a content analysis of the social media communication of 

three Georgian mental health organizations (Healo, Guga Sikharulidze Mental Health Research 

Center, and Gestalt Clinic), a quantitative survey, and in-depth interviews. The quantitative phase 

involved 393 respondents, while the qualitative phase included in-depth interviews with mental 

health professionals, organizational representatives, and potential service users. 

The findings reveal that the branding of mental health services in Georgia primarily relies 

on empathetic narratives focused on well-being, self-awareness, and personal development. The 

study found that relatively mild psychological conditions, such as anxiety, stress, and emotional 

burnout, are represented more actively in digital communication than severe mental disorders. 

Furthermore, users tend to respond positively to minimalist, emotionally supportive, and visually 

calming communication. However, when evaluating professional credibility, they continue to 

place significant importance on the visibility of specialists, medical symbolism, and an expert-

oriented communication style. 
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The research confirms that the branding of mental health services in Georgia extends 

beyond a purely marketing function and also serves an important social role. The findings partially 

support the theoretical perspective of emotional capitalism, according to which mental well-being 

and self-development are increasingly becoming symbolic resources associated with social value. 

At the same time, the study demonstrates that this process remains transitional within the 

Georgian context and continues to coexist with traditional forms of stigma, the importance of 

professional authority, and a cautious attitude toward mental health issues. 

The results of the study may be utilized by mental health organizations, communication 

specialists, and researchers in the development of ethical, professional, and effective branding 

strategies. Based on the findings, the study proposes a framework for evaluating mental health 

service branding and offers practical recommendations aimed at balancing professional 

credibility, stigma reduction, and ethical, responsible communication. 

Keywords: Mental Health, Branding, Emotional Capitalism, Stigma Transformation, 

Digital Communication, Psychotherapy, Social Media. 

 

 

 

 

 

 

 

 

 

 

 


