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Abstract

The paper discusses a new and modern trend in marketing, the analogue of which cannot be found
in Georgian scientific literature.
The paper discusses storytelling as a science of mass influence.

Art of storytelling, is a marketing tool that is one of the instrument of the success In brand
development.

The paper substantiates the importance of this field through international scientific sources.
The aim of the research is to determine the role of storytelling in brands in Georgia, to reveal the
frequency use by marketers, to identify the effectiveness and advantages of this marketing
method, to identify positive and negative results and to analyze the psycho-emotional connection
of users.

For research used quantitative research methods that reflect the impact of storytelling on
Georgian consumers and brand success.
In conclusion, storytelling enhances brand identity positively, increases the awareness of

organizations and the rate of financial turnover, which is the key of success for organizations.
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