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Abstract

Public relations (PR) budgeting is an important component of the organization's communication
strategy, which ensures that the company's financial resources are effectively allocated to

achieve strategic goals.

The article discusses how companies plan and manage PR budgets, what factors influence the
PR budget creation process, what types of difficulties we face at each stage of PR budget

preparation.

In addition, the paper presents examples of international companies to illustrate global PR
budgeting strategies and best practices. It is also compared with the PR budgeting process of

companies in Georgia.

A mixed method, both quantitative and qualitative, was used for the research. Representatives of
businesses operating in Georgia were interviewed. Thus, the complete process of PR budgeting

in these companies was studied.

At the end of the paper, the results of the conducted research are discussed and
recommendations are presented to improve the PR budgeting process. As the improvement of
the PR budgeting process will contribute to the achievement of the organizational goals of the

companies and the development of the business environment.
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