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Abstract

In the context of globalization, the effectiveness of public relations (PR) strategies increasingly
depends on a deep understanding of the local social context, which is why direct transfer of
universal models is often unsuccessful. The main goal of this paper was a comprehensive study
of the role and influence of Georgia's unique social, cultural, political and economic
environment on the process of developing and implementing PR campaigns. To achieve this
goal, a mixed research methodology was used, namely, an online survey was conducted, which
allowed identifying perceptions and attitudes in society through the synthesis of quantitative
and qualitative data. The results of the study revealed that society attaches critical importance
to taking into account the social context, and political and cultural aspects were named as
particularly priority factors. Taking this into account, it was determined that those campaigns
that are based on national-cultural narratives, patriotic sentiments and family values are
considered successful, since it is these topics that cause the highest emotional resonance and
trust in the audience. In addition, the determining influence of political tension on the
perception of campaigns and the skeptical attitude of the public towards attempts to localize
international brands were revealed. Accordingly, the paper concludes that the social context
of Georgia is a dynamic system, the thorough analysis of which and its organic integration into
strategies is not simply desirable, but a necessary prerequisite for creating resonant and

effective communication products in Georgian reality.
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