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Abstract

This master's thesis explores the emotional strategies used in public relations (PR) and their
influence on the psychological attitudes of society. In the 21st-century digital era, where the
dissemination of information is instantaneous and audience attention is a limited resource,
emotional strategies have become a key tool in PR communication. Emotional communication has
gained particular relevance in times of crisis (e.g., the COVID-19 pandemic, war, socio-political
instability), when societies are in greater need of emotional support.The main objective of this
work is to identify types of emotional strategies, assess their practical applications, and analyze
their psychological impact. The author examines verbal, visual, and narrative messages that aim to
evoke empathy, fear, hope, or solidarity. The study analyzes how emotional communication affects
public behavior and perception, the role emotional PR plays in politics, media, and corporate

communication, and how audiences emotionally respond to such messages.

The research is based on a comprehensive methodological framework that includes both
theoretical literature analysis and quantitative research through an online survey. The collected
data reflect audience attitudes, feelings, and behavioral responses to emotional messaging on social
media. In-depth analysis reveals that emotional strategies influence not only decision-making but

may also have long-term psychological effects—both positive and negative.

Special attention is given to ethical issues. The thesis addresses the dangers of manipulative
communication, the risks of biased public opinion, and the professional responsibilities of PR
specialists. The author argues that the effective and ethically sound use of emotional strategies is

only possible through high media literacy and adherence to professional standards.

In conclusion, the thesis provides recommendations for defining ethical standards in the use of
emotional strategies in PR and for raising public media literacy. It reflects the dual nature of
emotional PR—as a powerful tool for promoting social change on one hand, and as a potential
threat for manipulating the public on the other. Therefore, the author calls on both professionals
and consumers to be critically aware and ethically responsible when engaging in or receiving
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emotional communication.

This work contributes meaningfully to Georgian scholarship, particularly at the intersection of
media communication, social psychology, and ethics, where emotional PR is already shaping not

only behavioral trends but also general public attitudes and beliefs.
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