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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 
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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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