OHmam® 356bmdh d69bgdo 3M0BoLL Lemzosw® dgosdo: FMCG

LgdAH™OTo JsGmmmo 3md3560g00L godmEogds

Boo0s sgEosmMo

L53ooLEGHMM 65O M0 [oMrYgbow0s 0oLl Lobgwdfoxzm MboggMLodgEol dobBbglol,
A996mma00ls s 3965 gdOL B3 BHYBHDY LEBMYSMYGILMD MOPOIHDHMIOL

3520LEGHMOL 535009809M0 ba®olbols JoboFgdols Immbmgbgdol Fglsdsdobo

LOBMYSMYGOLMD MOPOYGODMDS

159936096 ™ bgeddm3zs69w0: yomeMao dobstsdg, dmfizgmeo wgddHmeo

003l bsbgerdfogm Mboggmlodgdo
odogrolso, 2026



39bsgboo

»OMAMOF 933MO0, 35355090, G BsdM™do FoMdmogbl B9l mGoyobswrm®
6599989356OL, bererm bbgs 533™EM9d0L doge 894dbocno slisgngdo sGol dmbligbgdwyero b6
GOGH0MYO0 LyMbam Haligdol Tglsdsdobo.

Bomos sg33osmMo

18/06/2026



S0LEMogEHo

bemEosMo 3900l 296300509353  360I3bgrmgbs  Fgizows  3BMOBolwo
3009960353006 305d3H035 ©5 MMRB0DIE0gdL sbowo godmfj393900L H0bs8dg asggbo.
056599000M39 3086 A56Mgdmdo BLmEosOO d90s FoMdmoybl 0bxgmMdsgools
3936039 gd0l, LsHMPsMIOMH030 SHOMOL BMOT0MHYOOLS S dMGBEOL  M939ES300L
omm30L 3609369356 3esGHTBMEODsL.

§0659009056g 3309308 J0Dsbos Fgolifogerml, MHMymEm 3sLbmdgb 3M9bogdo 3HoBolL
bLMEosEO 390530 O ISEPOBML, OHMYME S0Lsbgds 3OO0BOLYIo 3MIMbogsEool
365JGH03>  9mIbToMgdgwms  bomdsls s dM9bol  M93MBHo305Bg.  33W93s
1m3MLoM9dMwos FMCG Lgd@mmdo 9mgdgo JoOrmmwo 3033560900l godm300¢9d5Hg
@5 5835898l 500 30399603530996M0 365gdGH030L FgLsdsdobMdIL MsbsdgM M3 0gMmEMOm
900aMd90msb.

33939 9849dbgds Jgmgmee FgoMPMEIMPOL. MroMm©IbMdM030 33930l BoMYEqddo
Google Forms-ols 1odv5¢09d00 259m030mbs (n = 81) HgL3mbgb@o, bmwm dmbsigdms

9650Bolm3zol  godmygbgdme  0dbs  @o039MmEOL  Bgoes s  dmIbAsMgdYMS
9303965300l  0bgduio  (NPS). 030906030 33¢0930L  RoMygddo  BoGoMs
Lo®doLgMEo 0bGHIM30v1930 Lm0 EMmO 900l 13gE09EOLEHJOMB, 3MIMbozsiool
bRBIOML HoMTIMIoYIBGdMD s FMIBAsMOEGIMD. sT5EJO0M  2bbMO OIS
FMCG Ugd@m&mdo 0mddgo  Jomomo  30m33560900L  300Bolwmwo  3mdxmbozssools
365JGH030L sbsgrobo.

33930L 890929005 5B3969, MM LemoswGO d9o0s 3603369 ™36 253w gbsl sbgbl
dmIb3s6gd9wms BMdsLY s dMIBOL ©939BHO305DY. 39dM033gms, MM LMSRO

695306905, 2503306035¢09 3036035305, 35bIboldIOMBOL sVGds @S JA3sMOEOO
doamds dmIbdsmgdgrms Bmdol 896560BMbgdols s smygbol dbodzbgwmgsbo
29dBHMOY005, bMErm 306900 @ BYIgBHI©  FMOTsGo  3MIMbo3s300
MOMYMBOMS© 50LObGds dMYBOL 50JFsBY. 91939 OYOBEs, MMA FMIBI>MYOYE M



593000939 9d5DY 293w 9bsls sbEgbl Mmbrsob olizmlingdo, 3900l 5dEGH0OMdS s
Lbgs 3mabdsGmgdgEms 9535699900.

33930l 89099 ©o©P0bs, MHMI  Johmmew FMCG LgdGm®do  36G0oBolbwmwo
300996035300 36M5JG03> 99Bguo M9odBH0E bslosml 5GHsMgdL, 35006 MHMgLss
dmIbdsmgdgdo MBOM  5JBH0MO, §5FZ0M35(g S OIWMADY  MMH0GbEHOMGdM
300996035305L 9e056. JoEgdmwo FJggagdo byl Fgumfigmdl bmgoseMo dgool
36M0DolEo 300996035300l 309dBH030L M3 2odBEMYOSL s FMCG Lgd@mMdo Mgcm
98399EH0560 15336035300 LEBGMGHYR09d0L T93Fo3905.

1533960m LoBYzgd0: 3HOBOLlYo 3036035305, bLemEosGmo dgwos, FMCG LgdEmeo,
069600l ©939935309, 3mIbTMGOg ™S BOMds, 3M0BOLOL JoOr™M3s.



Abstract

The development of social media has significantly transformed crisis communication practices
and created new challenges for organizations. In the contemporary digital environment, social
media serves as an important platform for information dissemination, public opinion

formation, and brand reputation management.

The aim of this study is to examine how brands respond to crises through social media and to
determine how crisis communication practices influence consumer trust and brand reputation.
The research focuses on the experiences of Georgian companies operating in the FMCG sector
and evaluates the extent to which their communication practices correspond to contemporary

theoretical approaches.

The study is based on a mixed-methods research design. Within the quantitative component,
a survey was conducted among (n = 81) respondents using Google Forms. Data were analyzed
through the Likert scale and the Net Promoter Score (NPS). The qualitative component
included in-depth interviews with social media specialists, communication professionals, and
consumers. In addition, the crisis communication practices of Georgian companies operating

in the FMCG sector were analyzed.

The findings revealed that social media has a significant impact on consumer trust and brand
reputation. Rapid response, transparent communication, accountability, and an empathetic
approach were identified as key factors in maintaining and restoring consumer trust, whereas
delayed and overly formal communication negatively affects brand perception. The study also
demonstrated that consumer attitudes are influenced by online discussions, media activity, and

evaluations shared by other users.

The results indicate that crisis communication practices in the Georgian FMCG sector are
predominantly reactive, while consumers expect more active, transparent, and dialogue-

oriented communication. The findings contribute to a better understanding of social media



crisis communication in the Georgian context and may support the development of more

effective communication strategies for FMCG companies.

Keywords: Crisis Communication, Social Media, FMCG Sector, Brand Reputation, Consumer

Trust, Crisis Management.
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