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Abstract

The Fast-Moving Consumer Goods (FMCG) sector is one of the most competitive and dynamic
fields, both globally and in the local economy. In Georgia, retail chain stores make a significant
contribution to the development of the FMCG sector. In order for companies to position
themselves strongly and operate successfully, they need appropriate communication strategies

when interacting with consumers.

This master’s thesis explores the role of communication strategies in the development of the fast-
moving consumer goods market—specifically, which communication channels, messages, and
methods FMCG companies use to establish effective communication and connection with
consumers. It also examines the mechanisms retail chain stores rely on to facilitate consumer

purchasing decisions, increase sales, and maintain customer loyalty.

Given the specifics and objectives of the thesis, a combined research method was employed,
incorporating both quantitative and qualitative components. In the first stage of the research, a
quantitative study was conducted (n=210), aimed at examining the behavior of retail chain store
consumers and identifying the influence of communication strategies used by companies during
their interactions with customers. Based on the obtained results, and to allow for a deeper analysis
of the quantitative data, qualitative research was also carried out, involving interviews with

experts (n=3).

The research confirmed that communication strategies are closely related to customer loyalty and
sales performance. Price- and offer-oriented messages are more effective in consumer
interactions, and rational messages have a stronger impact on consumer behavior than emotional

content.



The practical value of this thesis lies in the fact that it is the first study to investigate the
effectiveness of communication strategies used by retail companies to support the development
of the FMCG sector in Georgia. The thesis provides a systematic, academic analysis of
communication practices and lays a scientific foundation for future research. The findings are
resonant and relevant both for the academic community and for professionals in marketing and
PR communication who are professionally interested in the functioning and development of the

retail trade and FMCG sectors.

Keywords: Fast-Moving Consumer Goods (FMCG), Retail Trade, Communication Strategies,

Chain Stores, Consumer Behavior, Strategy Effectiveness.
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