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Abstract

In the modern post-industrial era, the success and sustainability of international brands depend
not only on financial indicators, but also on the ability to manage crises and effectively prevent
reputational risks. This paper - Anti-crisis PR communication for international brands on the
example of Georgia: Managing reputational risks - aims to conduct a comprehensive study of
anti-crisis PR strategies of international companies operating in Georgia and analyze their

impact on reputation management.

The theoretical framework of the paper is based on Timothy Coombs's Situational Crisis
Communication Theory (SCCT), William Benoit's Image Restoration Theory, and Charles
Fombrun's Corporate Reputation Models. The central question of the research is how
international brands adapt their anti-crisis PR strategies to the local media environment and

socio-cultural context.

The research design used in the paper combines quantitative and qualitative methods, which
allows us to establish a connection between the quality of strategic localization and the
reduction of reputational damage. The results of the study confirm the hypothesis that in the
Georgian media environment, due to the high emotional sensitivity of the public,

accommodative (conciliatory) strategies are much more effective than defensive models.

The paper concludes that the reputational sustainability of international brands is directly
related to the timely identification of “weak signals” and deep knowledge of the digital
ecosystem. As a result, practical recommendations are presented for PR managers focused on

optimizing anti-crisis communication and creating a reputational “buffer”.

Keywords: anti-crisis communication, reputational risks, Situational Crisis Communication

Theory (SCCT), international brands, PR strategies, socio-cultural adaptation.
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