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Abstract

Master’s thesis “Tbilisi Metro Communication Strategy” is one year action plan of Tbilisi
Metro. The document aims to transform Metro to a pleasant and interesting space, which is
not only about moving from one place to another.

Qualitative research was carried out throught the process, that aimed to show public attitude
towards Metro. The research revealed what kind of percention do the passengers have to Metro
and how do they personify it; What are the main problems that people face and how do they
see Metro in the future.

Structure of the document contains introduction, main part and conclusion. Introduction part
contains information about the situation in Tbilisi Metro, international approaches and main
point of branding. Research with its results and analysis is in the main part of the thesis.
Branging and Communication Stategy is also in the main part. Besides, risks about the
workplan are defined. The final part — conclusion, summarizes all the important approaches

and results.

Keywords: Tbilisi Metro, Rebranding, Communication strategy



