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Abstract

The paper "The Impact of Brand-Related Disinformation on Brand Reputation and Consumer
Trust in Georgian Mass Media" is a significant study in the modern media environment, focusing on
the challenges of disinformation and its effects on the relationship between brands and consumers.

The research centers on various forms of disinformation, including deliberate misinformation,
fake news, and manipulative content, which influence brand reputation and consumer trust within
the Georgian context.

The paper begins by discussing the fundamental concepts of disinformation, along with its
social, economic, and cultural aspects. The specificity of disinformation dissemination in Georgian
mass media is thoroughly analyzed, covering false narratives created by competitors, instances of
consumer deception, and an in-depth examination of their consequences.

The theoretical framework of the study relies on theories of disinformation, models of brand
reputation management, and existing literature on media influence.

The research employs a mixed-methods approach, including quantitative surveys and focus
group analyses. The findings reveal that disinformation significantly impacts consumer trust and, in
some cases, causes severe damage to a brand's image.

The paper includes practical recommendations for brands aimed at preventing disinformation,

strengthening crisis communication strategies, and restoring consumer trust.

Keywords: Disinformation, brand reputation, social media, consumer trust, Georgian mass

media.



