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Abstract

The modern cultural events sector is increasingly subject to the influence of social,
political, and cultural processes, which significantly alter audience expectations and
behavior. In such an environment, the success of musical events no longer depends solely
on high-quality programming and effective marketing. External events can have a direct
impact on both audience attitudes and an organization's reputation. Consequently, it is
essential to develop communication strategies that ensure rapid response, maintenance of

trust, and effective management of reputational risks in a changing environment.

This master's thesis examines the effectiveness of Public Relations (PR) strategies and the
challenges of crisis communication in managing musical events. The aim of the thesis is to
explore how music industry representatives can maintain audience trust, protect their
creative identity, and minimize reputational risks against the backdrop of political

polarization and sociocultural instability.

The research is based on a mixed-methods design, which includes quantitative research
with music industry consumers (n=88) and qualitative research involving in-depth
interviews with industry experts (n=5). Given the scope of the study and the specifics of
the sampling, the research is exploratory in nature, aiming to identify key trends and
attitudes, while the synthesis of the obtained data allows for a comprehensive assessment

of both audience sentiments and the peculiarities of professional practice.

The research established that in conditions of political polarization and the strengthening
of group identity, the emotional connection between an artist and the audience does not
always ensure the protection of the brand from reputational damage. The study showed

that misalignment with audience expectations or the perception of a violation of moral



norms can significantly increase the risk of boycott. Furthermore, empathetic, transparent,

and timely communication emerged as the most important prerequisites for restoring trust.

The conclusion of the thesis is that the effective management of crisis situations is directly
linked to pre-developed communication plans and forms of direct interaction with the
audience. Therefore, it is recommended that event managers and promoters prioritize
transparency and clear strategies for crisis response, which will contribute to maintaining

reputational resilience and reducing financial risks.

Keywords: Crisis communication, music industry, political polarization, reputational

resilience, strategic communication.

Vi



9500Mds

AbOL,  FoEEMdS  2oO3bsm  Bsdg3bogdm  658GMAoL  bgerddwgsbgel, 0oLl
Lobgadfoxzm Mbogzgdlo@g@ol dmfi3gMw W9dBH™MOL, 20mMyo dsbo®msdgl  odEHomeo
B MEmdOL, 0193mdg60:30900L5 s gofigeo IHMIoLIMZ0L. s1g3g O FSOEIMSL
399b©0  MoMmIbMdMH030 @S  M30L93M030  33¢g30L  MOMMIM  MHgl3dMmbEgbEL
dmbsfogmdolmz0oLs s LHZMMIMO JoBM(3EOYIOL 2DB0IMIOOLMZ0U.

Vil



