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This study examines how strategic public relations (PR) communication influences consumer
adoption of new Fast-Moving Consumer Goods (FMCG) in the Georgian market. As FMCG
brands increasingly rely on PR strategies to engage consumers beyond traditional advertising,
understanding the role of message content and delivery becomes essential, particularly in
emerging markets like Georgia, where trust and cultural relevance are key factors in marketing

success.

The research employs a quantitative methodology using a structured online survey distributed
among Georgian consumers. A total of 107 responses were collected, of which 65 fully
completed questionnaires were included in the analysis. The survey assessed perceptions of
message clarity, credibility, emotional resonance, and the impact of PR-based communication
formats (e.g., influencer posts, earned media, storytelling). Descriptive statistical methods were

used to identify trends in consumer awareness, message effectiveness, and purchase intention.



The results show that Georgian consumers respond particularly well to emotionally driven and
culturally relevant PR campaigns. Clear and authentic messaging, along with endorsements
from trusted public figures, significantly enhance consumer trust and increase the likelihood
of trying new products. Social media emerged as the dominant platform for message
dissemination, with consumers favoring content that reflects national values, personal

identity, and lifestyle.

The study supports key theoretical frameworks including the Excellence Theory of PR,
Framing Theory, and Cultural Branding Theory in the context of the Georgian market. It
contributes to academic literature by providing empirical data from Georgia, a region
underrepresented in global PR and FMCG research. It also offers practical recommendations
for PR professionals seeking to optimize communication strategies for product launches.
Limitations include the modest sample size and the study's exclusive focus on consumer
perception. Future research may benefit from longitudinal approaches or incorporating

interviews with industry professionals.

Ultimately, strategic PR communication, when grounded in cultural insight, emotional
engagement, and authenticity, has a clearly positive effect on consumer trust and the adoption

of new Fast-Moving Consumer Goods in the Georgian market.

Keywords: strategic communication, public relations, FMCG, Fast-Moving Consumer Goods,
consumer adoption, Georgian market, cultural relevance, emotional messaging, trust,

influencer marketing, social media.
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