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Abstract 

 

This master's thesis examines the impact of social media on brand crisis communication using 

the example of Georgian companies. In the modern digital era, when social media has become 

the leading channel for disseminating information, effective crisis management on these 

platforms is vital for brands. An in-depth study of this issue is particularly relevant in the 

Georgian context, where the number of social media users is constantly growing, as confirmed 

by the study conducted by Simon Kemp on the “State of Digital Technologies”. 

The main goal of the study is to reveal how Georgian companies use social media during crisis 

situations, what communication strategies they apply, what challenges they face, and how 

they assess the impact of social media on brand reputation. 

The research methodology is based on a quantitative approach, namely, the use of an online 

questionnaire. Data was collected from representatives of marketing, public relations, and 

communications departments of Georgian companies. The questionnaire included both closed 

and open-ended questions, which made it possible to collect both statistical data and in-depth 

opinions of the respondents. Data analysis was carried out using descriptive statistics and 

thematic analysis methods. 

The study showed that the majority of Georgian companies attribute a crucial role to social 

media in crisis communication, although the speed of response and management of 

disinformation still remain significant challenges. Facebook and Instagram are most often used 

for official statements and dialogue with customers, while the main strategies were the 

publication of an official statement and clarification of the situation, presentation of facts. The 

impact of social media on brand reputation was assessed as very significant, both in terms of 

aggravating the crisis and restoring the reputation. 

In conclusion, the paper offers valuable insights into the crisis communication practices of 

Georgian businesses in social media. Based on the research results, practical recommendations 



vi 

 

were formulated for Georgian companies to improve their crisis management and reputation 

protection strategies in the digital environment. 

Keywords: crisis communication, social media, brand reputation, Georgian companies, 

questionnaire.   


