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Abstract

This thesis explores how Georgian companies handle crisis communication and public
relations during the early stages of a crisis. The research aims to identify organizational
readiness, communication dynamics, and public response, with a particular focus on how
timely, transparent, and empathetic messaging influences consumer trust and brand

perception.

A mixed-method approach was employed, combining quantitative survey data with
qualitative in-depth interviews. The theoretical framework draws from Situational Crisis
Communication Theory (SCCT), image restoration strategies, and stakeholder trust models.
The study investigates core components such as crisis phase management, leadership
visibility, emotional tone in messaging, cross-sector differences, and the presence or absence

of post-crisis recovery strategies.

Findings reveal that most Georgian companies rely on reactive, ad hoc responses.
Crisis preparedness is often limited, while leadership remains largely invisible or detached in
public discourse. Communication tends to lack emotional resonance, leading to declining
public confidence. Consumers expect not only factual clarity but also human-centered

responses, especially in high-stakes scenarios.

The thesis concludes with strategic recommendations for organizations, including
proactive scenario planning, crisis leadership training, value-driven communication

practices, and long-term reputation recovery plans. The study contributes to the growing



field of crisis management in transitional economies and opens pathways for further

institutional development in corporate communication strategies.

Keywords: Crisis communication, Georgian companies, Crisis strategies, Crisis stages,

Corporate reputation, Public relations strategies, First step.



