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Abstract 
This study examined the influence of public 

relations strategies on consumer patronage of fast-

moving consumer goods (FMCG) in Nigeria. It 

explored the extent to which public relations 

activities had supported consumer awareness, trust, 

engagement, brand reputation, and purchasing 

relationships within the Nigerian FMCG sector. A 

qualitative research approach was adopted, relying 

on a systematic review and thematic analysis of 

relevant scholarly literature, empirical studies, 

books, and industry reports. The review focused on 

major public relations strategies, including media 

relations, publicity and corporate communication, 

community relations, digital and social media 

communication, corporate social responsibility, 

crisis communication, and event management. The 

findings indicated that effective public relations 

strategies had enhanced consumer patronage by 

strengthening communication, building trust, 

improving brand reputation, responding to consumer 

concerns, and maintaining favourable relationships 

between FMCG organisations and their publics. 

Digital and social media platforms had provided 

opportunities for immediate consumer interaction, 

information sharing, feedback, and relationship 

building, although they had also exposed FMCG 

organisations to rapid reputational risks during 

crises. The study further established that public 

relations had not operated independently of other 

determinants of consumer patronage. Factors such 

as product quality, price, availability, packaging, 

innovation, customer service, and brand reputation 

had also influenced consumer purchasing decisions. 

Relationship Management Theory provided the 

theoretical foundation for explaining how trust, 

openness, commitment, mutual understanding, and 

continuous engagement had strengthened 

organisation-consumer relationships. The study 

concluded that strategic, ethical, and relationship-

oriented public relations had contributed 

significantly to consumer patronage when supported 

by quality products, responsive customer service, 

responsible corporate practices, and sustained 

consumer engagement. 

 

Keywords: Public Relations; Public Relations 

Strategies; Consumer Patronage; Fast-Moving 
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I. Introduction 
 Public relations has become an important 

strategic function through which organisations 

establish and maintain relationships with their 

various publics. It has moved beyond the traditional 

dissemination of information to encompass strategic 

communication, reputation management, 

stakeholder engagement, relationship building and 

issue management. Grunig (2008) explains that 

public relations constitutes a strategic management 

function concerned with communication between 

organisations and their publics. Similarly, Grunig 

and Grunig (2008) emphasise that the excellence 

approach views public relations as an organisational 

function capable of contributing to effective 

management and organisational performance. The 

relationship-building dimension of public relations 

is particularly relevant to consumer patronage. 

Ledingham (2003) conceptualises public relations 

from a relationship-management perspective, 

arguing that effective public relations involves 

developing and maintaining mutually beneficial 

relationships between organisations and their 

publics. Such relationships are built around 

attributes including trust, openness, involvement, 
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commitment and mutual understanding. 

Consequently, consumers should not be regarded 

merely as recipients of promotional messages but as 

important stakeholders whose perceptions and 

experiences can influence their willingness to 

patronise particular products and brands.  

 Consumer patronage broadly reflects 

consumers' willingness to choose, purchase, 

repurchase and remain loyal to particular products 

or brands. In competitive markets, patronage is 

influenced by several factors, including perceived 

quality, price, brand reputation, trust, accessibility 

and communication. Effective public relations can 

therefore contribute to patronage by creating 

favourable perceptions, communicating 

organisational values and strengthening 

relationships with consumers. Grunig and Dozier 

(2003) emphasise that effective communication 

management and strong organisation-public 

relationships can enhance organisational 

effectiveness, demonstrating the strategic value of 

maintaining quality relationships with key publics.  

 The relevance of public relations becomes 

particularly significant in the fast-moving consumer 

goods (FMCG) industry, where consumers 

frequently encounter competing brands with similar 

products. Organisations therefore need 

communication strategies capable of creating 

awareness, establishing credibility, differentiating 

brands and maintaining consumer relationships. 

Media relations, publicity, community relations, 

corporate social responsibility, customer relations 

and digital communication provide important 

avenues through which FMCG organisations can 

engage consumers and influence perceptions. 

 The Nigerian FMCG environment provides 

a significant context for examining these 

relationships. The sector operates within an 

increasingly competitive market characterised by 

changing consumer preferences and growing use of 

digital communication platforms. Consumers now 

obtain information through traditional media, social 

media, online platforms and interpersonal networks. 

Consequently, organisations must communicate 

consistently and respond effectively to consumer 

concerns. Recent Nigerian research by Okolo-Obasi 

et al. (2024) specifically examined strategic public 

relations practices and consumer buying behaviour 

in Nigeria's FMCG industries, demonstrating the 

growing relevance of public relations to consumer 

behaviour in the sector.   

 Digital communication has further 

transformed organisation-consumer relationships by 

providing opportunities for direct interaction, 

feedback and dialogue. Research indicates that 

dialogue and relationship-oriented communication 

can positively influence publics' evaluations and 

intended behaviours towards organisations (Taylor 

& Kent, 2009). This is particularly important for 

FMCG organisations because consumers can rapidly 

share experiences, complaints and opinions about 

brands across digital platforms.Against this 

background, examining public relations strategies 

and consumer patronage of fast-moving consumer 

goods in Nigeria is important for understanding how 

communication and relationship-management 

practices can influence consumer awareness, trust, 

brand preference, repeat purchase and loyalty. The 

study therefore focuses on how public relations 

strategies can foster sustainable consumer patronage 

within Nigeria's competitive FMCG environment. 

 

Conceptual Review 

Public Relations 

 Public relations (PR) refers to the planned 

and continuous process of establishing, maintaining 

and strengthening goodwill and mutual 

understanding between an organisation and its 

publics. Skandari (2004) defines public relations as 

planned and continuous efforts to establish and 

maintain goodwill and understanding between an 

organisation and its target audience. It is a form of 

communication management aimed at influencing 

the feelings, opinions and beliefs of customers and 

other stakeholders in order to create a 

favourableorganisational image. PR therefore 

involves activities such as news releases, media 

conferences, advertising, charitable donations, 

volunteer activities, endorsements and other 

programmes capable of influencing public 

perceptions. 

 Public relations has evolved from a narrow 

focus on publicity to a broader strategic 

management and relationship-building function. 

Grunig (2008) explains that contemporary PR 

should be viewed as a strategic management 

function rather than merely a communication or 

publicity activity. Similarly, Ledingham (2003) 

argues from the relationship-management 

perspective that the central concern of public 

relations is the development and maintenance of 

relationships between organisations and their 

publics. Effective PR is therefore assessed not only 

by the amount of publicity generated but also by the 

quality of relationships established, particularly in 

terms of trust, commitment, satisfaction, openness 

and mutual understanding. 

 Grunig and Grunig (2000) further contend 

that public relations becomes more effective when 

integrated into an organisation's strategic 
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management processes. Their findings from the 

Excellence project demonstrate that participation in 

strategic management is an important characteristic 

of excellent public relations. PR consequently helps 

organisations understand their publics, respond to 

stakeholder concerns and facilitate effective 

communication between the organisation and its 

stakeholders. In the consumer-goods sector, this 

function is particularly important because 

consumers represent a critical organisational public 

whose perceptions and purchasing behaviour can 

influence organisational performance. 

 Public relations managers generally seek to 

communicate favourable information about an 

organisation while also managing negative publicity 

and crises. Kotler and Armstrong (2005) note that 

PR activities can be used to generate positive 

publicity and minimise the negative effects of 

unfavourable situations. Effective PR can therefore 

help consumer-goods organisations communicate 

product information, respond to consumer concerns, 

manage crises, build credibility and strengthen 

consumer confidence.Bill (2021) identifies ten 

important tactical tools for consumer public 

relations campaigns: understanding the audience; 

developing customised press and influencer target 

lists and conducting media audits; developing 

strategic plans aligned with organisational goals; 

identifying newsworthy information; newsjacking; 

promoting linkable assets; leveraging seasonal 

opportunities; influencer marketing and 

partnerships; building brand ambassadors; and PR 

stunts and guerrilla marketing. These tools can be 

complemented by leveraging social media, targeting 

local television and other media outlets, partnering 

with credible brands, corporate sponsorships and 

community events. 

 Thus, public relations extends beyond 

publicity to encompass strategic communication and 

relationship management. Through effective 

communication, reputation management, 

stakeholder engagement and consumer-oriented 

activities, organisations can build favourable 

images, strengthen trust and establish relationships 

capable of encouraging sustained consumer 

patronage. 

 

Public Relations Strategies 

 Public relations strategies refer to the 

deliberate and coordinated approaches adopted by 

organisations to communicate with, influence and 

maintain relationships with their target publics. 

Strategies provide a framework for determining 

what an organisation communicates, the publics to 

be reached, the channels to be used and the desired 

relationship outcomes. Grunig (2008) argues that 

strategic public relations involves integrating 

communication into organisational decision-making 

and using communication programmes to develop 

relationships with strategic publics. Public relations 

strategies therefore extend beyond the production 

and distribution of promotional messages. They 

encompass activities such as media engagement, 

publicity, community relations, stakeholder 

communication, digital communication, crisis 

communication and public information. The 

effectiveness of these strategies depends on their 

ability to address the interests and expectations of 

the organisation's publics. Grunig and Grunig (2000) 

emphasise that effective public relations is closely 

associated with strategic management and the 

development of relationships with important 

publics.  

 For FMCG organisations, PR strategies are 

particularly significant because of intense 

competition and consumers' exposure to multiple 

competing brands. Strategic communication can 

help organisations differentiate their products, 

establish favourable brand perceptions, 

communicate corporate values and maintain 

relationships with consumers. In this sense, PR 

strategies provide mechanisms through which 

organisations can influence consumer awareness, 

trust, preference and ultimately patronage. 

 

Dimensions of Public Relations Strategies 

 Public relations strategies comprise 

interconnected activities through which 

organisations communicate with and build 

relationships with their publics. Four major 

dimensions are considered: media relations, 

publicity and public information, community 

relations, and digital and social media relations. 

These dimensions reflect the strategic 

communication and relationship-building functions 

of public relations (Grunig, 2008; Ledingham, 

2003). 

i. Media Relations: Media relations involve 

developing and maintaining relationships 

with journalists, editors, broadcasters, and 

other media professionals to communicate 

organisational information through 

traditional and online media. Effective 

media relations enhance visibility, allow 

organisations to explain their activities, and 

support favourable public perceptions. 

Grunig (2008) identifies media relations as 

an important component of strategic public 

relations. For FMCG organisations, it can 

increase product awareness, communicate 
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innovations, and strengthen brand 

credibility. 

ii. Publicity and Public Information: 

Publicity involves generating public or 

media attention for an organisation, 

product, service, or event, while public 

information provides accurate and relevant 

information to stakeholders. In the FMCG 

sector, credible information about product 

quality, characteristics, availability, and 

usage can reduce consumer uncertainty and 

strengthen confidence. Grunig (2008) notes 

that contemporary public relations extends 

beyond publicity to broader strategic 

communication and relationship 

management. 

iii. Community Relations: Community 

relations involve efforts to establish 

positive relationships with communities 

through activities such as development 

programmes, sponsorships, environmental 

initiatives, stakeholder consultations, and 

educational support. Ledingham (2003) 

emphasises mutually beneficial 

organisation-public relationships. Effective 

community relations can therefore promote 

goodwill, demonstrate corporate 

responsibility, enhance reputation, and 

support consumer acceptance and 

patronage. 

iv. Digital and Social Media Relations: 

Digital and social media relations involve 

using websites, social networking 

platforms, blogs, and online communities 

to communicate and interact with publics. 

These platforms enable consumers to 

respond, share experiences, provide 

feedback, and engage directly with brands. 

Grunig (2008) emphasises strategic 

engagement rather than one-way 

information dissemination. For FMCG 

organisations in Nigeria, digital PR can 

enhance visibility, engagement, trust, and 

complaint management. However, poor 

responses to online complaints can damage 

reputation, making digital PR both a 

communication opportunity and a 

relationship-management responsibility. 

 

Concept of Customer Patronage 

 Customer patronage refers to the 

willingness and behavioural tendency of customers 

to choose, purchase, repurchase, and recommend 

particular products or services. It is closely 

associated with trust, customer orientation, loyalty, 

retention, and continued support. Dixon-Ogbechi 

(2019) observes that customers are central to 

marketing activities, requiring organisations to adopt 

customer-oriented approaches that produce 

favourable outcomes. Similarly, Gbandi and Isibor 

(2022) view patronage as repeated purchase or 

utilisation of products or services, reflecting 

customer loyalty and continued support that 

contribute to organisational growth. 

 Customer patronage reflects both the 

psychological processes underlying purchasing 

decisions and the observable behaviour of choosing 

and repeatedly purchasing a product. Consumer 

behaviour and the purchasing decision process 

therefore influence patronage (Kotler and 

Armstrong, 2012; Dixon-Ogbechi, 2019; Fakayode, 

2021). Muhammed, Ojeleye, Tunde and Taiwo 

(2023) identify repeat purchase, customer loyalty 

and commitment, customer retention, and continued 

preference for a brand over competing alternatives 

as major manifestations of patronage. 

Patronage is influenced by customer satisfaction, 

perceived value, trust, product quality, price, 

convenience, service quality, and brand loyalty. 

Oliver (1999) explains that loyalty involves a strong 

commitment to repurchase a preferred product 

despite competing influences, while Morgan and 

Hunt (1994) identify trust and commitment as 

essential to successful long-term customer 

relationships. Other factors, including affordability, 

customer service, accessibility, promotional 

communication, incentives, loyalty programmes, 

and employee friendliness, can also influence 

patronage (Horsfall and Ikegwuru, 2019; Fakayode, 

2021; Muhammed et al., 2023). 

 In the FMCG sector, patronage is 

particularly important because consumers frequently 

purchase products and encounter competing brands. 

Brand awareness, perceived quality, brand 

associations, and loyalty can shape consumer 

responses (Aaker, 1991). Public relations can 

strengthen patronage by creating awareness, 

providing credible information, building trust, 

managing reputation, addressing complaints, and 

maintaining organisation-public relationships. 

Ledingham (2003) emphasises that public relations 

involves developing and maintaining mutually 

beneficial relationships between organisations and 

their publics. Similarly, Grönroos (1994) stresses the 

importance of relationship marketing in creating and 

sustaining long-term customer relationships rather 

than focusing solely on individual transactions. 

 Thus, customer patronage encompasses 

purchase preference, purchase intention, repeat 

purchase, retention, loyalty, and willingness to 
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recommend. In this article, it represents the extent to 

which consumers' perceptions, experiences, trust, 

and relationships with FMCG brands influence their 

willingness to choose, purchase, and continue 

purchasing particular products in Nigeria. 

 

Fast-Moving Consumer Goods in Nigeria 

 Fast-Moving Consumer Goods (FMCGs) 

are products purchased frequently, consumed 

quickly, and generally characterised by high sales 

volume and relatively low unit prices. They include 

food and beverages, household products, toiletries, 

personal-care products, and other everyday 

necessities. In Nigeria, FMCGs are widely 

distributed through supermarkets, open markets, 

neighbourhood shops, kiosks, and other formal and 

informal retail outlets, making the sector an 

important part of the consumer economy. 

 

 The Nigerian FMCG market is 

characterised by diverse consumers whose 

purchasing behaviour is influenced by economic, 

social, cultural, and technological factors. Economic 

pressures such as inflation, exchange-rate 

fluctuations, transportation and energy costs, and 

declining purchasing power have affected 

consumption patterns. Consumers consequently 

place greater emphasis on affordability, quality, 

availability, and perceived value. Odunlami and 

Eniola (2024) demonstrated the importance of 

pricing strategies to customer patronage, while 

Olumuyiwa et al. (2025) identified branding, 

reputation, and consumer trust as important 

considerations in FMCG patronage. 

 Product availability and accessibility are 

also important because FMCGs are regularly 

consumed and expected to be readily obtainable. 

Distribution challenges, product shortages, poor 

delivery, and inadequate complaint handling can 

affect satisfaction and continued patronage. Nwokah 

et al. (2024) found significant relationships between 

product delivery, complaint handling, and customer 

patronage of FMCGs in Rivers State, highlighting 

the importance of organisational responsiveness and 

customer relationship management.The sector is 

also highly competitive, with consumers frequently 

choosing among products offering similar benefits. 

FMCG organisations therefore rely on product 

quality, packaging, pricing, advertising, promotions, 

corporate reputation, and public relations to 

differentiate their brands. Olumuyiwa et al. (2025) 

emphasised the importance of brand reputation and 

consumer trust in strengthening patronage. 

 Public relations is particularly relevant 

because consumer decisions are influenced not only 

by product attributes but also by perceptions of the 

organisation behind the product. Through effective 

communication, reputation management, 

stakeholder engagement, community relations, and 

responses to consumer concerns, organisations can 

strengthen consumer relationships. Okolo-Obasi et 

al. (2024) found significant relationships between 

strategic public relations practices, including 

community, customer, media, and government 

relations, and consumer buying behaviour in 

Nigeria's FMCG industries.Thus, the Nigerian 

FMCG sector provides an important context for 

examining how public relations strategies contribute 

to consumer patronage through trust-building, 

reputation management, communication, customer 

relationships, and stakeholder engagement. 

 

Empirical Review 

 Empirical studies have increasingly 

examined the relationship between public relations 

activities, consumer behaviour, brand reputation and 

patronage, particularly within competitive consumer 

markets.  

 Inyang, Etim and James (2022) examined 

public relations strategies and the marketing 

performance of financial service providers. The 

study adopted a cross-sectional survey design to 

assess the effects of community relations, customer 

relations, social media relations and crisis 

management on the marketing performance of 

commercial banks. Using convenience sampling, 

data were collected from 175 bank customers 

through an adapted five-point Likert-scale 

questionnaire. The findings revealed that customer 

relations and crisis management had significant 

positive effects on marketing performance, while 

community relations and social media relations had 

significant negative effects. 

 Awosemusi and Awofadeju (2023) 

investigated the impact of effective public relations 

on organisational performance in Micmakin Nigeria 

Limited, Akure. Anchored on Relationship 

Management Theory and using a longitudinal survey 

design, the study found that public relations had a 

significant impact on organisational performance. 

However, management interference was identified 

as the major challenge affecting the effectiveness of 

public relations activities in enhancing 

organisational performance. 

 Ejiofo, Ngong, Chukwuemeka, Chuka, 

Ugbam and Ibe (2023) examined the effect of public 

relations planning on human resource management 

performance in the Independent National Electoral 

Commission (INEC), Nigeria. Using multiple linear 

regression and Z-test techniques, the study found 



 

  

International Journal of Humanities Social Science and Management (IJHSSM) 

Volume 6, Issue 5, Sep. – Oct., 2026, pp: 140-155                         ISSN: 3048-6874  

www.ijhssm.org                                                      

 

 

 

DOI: 10.5281/zenodo.22871702      | Impact Factor value 7.52 |   ISO 9001: 2008 Certified Journal      Page 145 

that public relations planning significantly affected 

human resource management practices and 

performance. The study highlights the importance of 

strategic public relations planning in improving 

organisational effectiveness. 

 Armutlu (2023) examined the effect of 

public relations on brand equity, particularly its 

relationship with corporate communication, 

integrated marketing and the creation and 

maintenance of brand reputation. The study 

employed Fombrun's Reputation Quotient and 

Aaker's Brand Equity models and collected data 

through questionnaires administered to 400 end-

users and 300 dealers. The findings revealed that 

public relations significantly influenced brand 

equity, although the strength of the effect varied 

across stakeholder groups. The study demonstrates 

the importance of public relations in building and 

sustaining brand value and stakeholder perceptions. 

 Zekeri et al. (2024) examined the 

relationship between sales promotion strategies and 

consumer patronage of Fast-Moving Consumer 

Goods (FMCGs), with particular emphasis on the 

influence of premiums, sales promotion tools and 

event-oriented strategies on customer patronage. 

The study focused on consumers of Unilever 

products in Osun State, Nigeria. A self-structured 

questionnaire was administered to 278 respondents 

selected through purposive sampling, with the 

sample size determined using the Krejcie and 

Morgan table. The study adopted descriptive and 

inferential statistical techniques, while the 

hypotheses were tested using ordinal regression 

analysis with SPSS version 26. The findings 

revealed that sales promotion techniques, including 

discounts, coupons, freebies and in-store 

advertising, significantly influenced consumers' 

purchase decisions and patronage. The study 

recommended that businesses combine premium 

offerings, diverse sales promotion tools and event-

oriented strategies to develop cohesive marketing 

programmes.  

 Okolo-Obasi et al. (2024) examined 

strategic public relations practices and consumer 

buying behaviour in Nigeria's FMCG industries. The 

study investigated community relations, customer 

relations, media relations and government relations 

as dimensions of strategic public relations. The 

findings indicated positive relationships between 

public relations practices and consumer buying 

behaviour. In particular, the study reported a 

significant relationship between community 

relations and consumer buying behaviour, while 

customer relations, media relations and government 

relations were also associated with consumer 

responses. The study emphasised that organisations 

can influence consumer perceptions through 

purposeful engagement with their various publics. 

However, the study adopted a quantitative survey 

approach, whereas the present article is qualitative 

and is concerned with understanding the broader 

ways through which public relations strategies can 

create trust, favourable perceptions and sustained 

patronage.  

 Nwokah, Jaja and Obienu (2024) examined 

after-sales service and customer patronage of 

FMCGs in Rivers State. The study drew attention to 

product delivery and complaint handling as 

important dimensions of organisational 

responsiveness. Its findings suggest that effective 

handling of customer concerns and reliable service 

can contribute to continued patronage. This finding 

has implications for public relations because 

complaint management, responsiveness and 

maintaining positive relationships with consumers 

are fundamental elements of relationship-oriented 

communication. For FMCG organisations, the 

ability to listen to consumers, respond to their 

concerns and provide appropriate solutions may 

therefore influence perceptions of credibility and 

willingness to continue patronising a product. 

 Soetan et al. (2025) examined the effect of 

strategic quality management practices on customer 

patronage among selected FMCG manufacturing 

firms in Lagos State, Nigeria. Using a survey 

design, the study selected 419 respondents from a 

population of 10,375 managers through 

proportionate and simple random sampling. Data 

were collected with a structured questionnaire and 

analysed using descriptive and inferential statistics. 

The findings revealed that strategic quality 

management practices had a positive and significant 

effect on customer patronage (Adjusted R² = 0.156, 

F(5, 390) = 16.510, p < 0.05). The study 

recommended continuous improvement in quality 

management practices to enhance customer trust, 

retention and patronage. 

 Olumuyiwa et al. (2025) examined the 

relationship between branding strategies, consumer 

trust and customer patronage in the FMCG industry 

in Lagos State. Using a quantitative survey of 400 

respondents selected through purposive and 

convenience sampling, the study analysed data using 

descriptive statistics and Pearson correlation. The 

findings showed that corporate and product 

branding significantly influenced customer 

patronage, with reported influences of 80.7% and 

82.3%, respectively, while their combined 

relationship with patronage was 79.0%. The study 

recommended stronger branding, quality seals, 
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trademarks and customer-centred communication to 

enhance consumer trust and patronage. 

 Adeyemi et al. (2025) investigated the 

impact of advertising on consumer patronage using 

Nestlé Nigeria Plc as a case study. The study 

examined television, print and digital advertising 

and collected data through structured questionnaires. 

Descriptive and regression analyses revealed a 

significant positive relationship between advertising 

expenditure and consumer patronage. Creative 

advertising content, frequency of exposure and 

brand reputation were also found to influence 

consumer buying behaviour. The study 

recommended continued investment in diverse and 

engaging advertising platforms to strengthen 

customer loyalty and market share. 

 Omorefe et al. (2025) examined the 

relationship between sales promotional techniques 

and consumer patronage of GSM services in Delta 

State, Nigeria. Using a descriptive survey design 

and structured questionnaire, the study found that 

free samples, price discounts and bonus offers were 

positively and significantly related to consumer 

patronage. The study concluded that promotional 

incentives can stimulate patronage and 

recommended sustained use of price discounts and 

other promotional offers to attract and retain 

consumers. 

 Olumuyiwa, Itohan and Olusegun (2025) 

investigated brand reputation and consumer 

patronage in the Nigerian FMCG industry, focusing 

on customers in selected areas of Lagos State. The 

study found that corporate branding and product 

branding significantly influenced customer 

patronage and that consumer trust played an 

important role in the relationship. Corporate 

branding was reported to have an 80.7% influence 

on customer patronage, while product branding 

recorded an 82.3% influence. The researchers 

consequently recommended the consistent 

development of strong branding strategies, quality 

seals, trademarks and customer-centred 

communication.  

 Obukoadata and Eroh (2025) examined 

whether billboard messages could stimulate 

patronage among patrons of Crunchies Food. The 

study focused on the relationship between billboard 

communication, brand awareness, consumer 

reactions and patronage. Its focus demonstrates the 

continuing relevance of carefully designed 

promotional messages in influencing consumer 

awareness and responses to FMCG-related products. 

The study is particularly relevant to the present 

article because it illustrates how communication 

content and the channels through which consumers 

encounter organisational messages can contribute to 

patronage. However, billboard advertising 

represents only one aspect of the broader 

communication environment, making it necessary to 

consider other public relations strategies such as 

media relations, community engagement, digital 

communication and relationship management.  

 Addeh and Konan (2025) examined the 

Erisco Foods–Chioma Okoli crisis and highlighted 

the interaction between corporate reputation 

management, consumer activism and freedom of 

expression in Nigeria's digital environment. The 

case demonstrates how a consumer's social media 

complaint can develop into a wider public relations 

issue when organisations fail to manage 

communication and stakeholder expectations 

effectively. It further illustrates the increasing power 

of consumers to participate in reputation formation 

through social media. For FMCG organisations, this 

means that consumer patronage is increasingly 

connected to perceptions of openness, 

responsiveness, fairness and corporate behaviour, 

rather than being determined exclusively by product 

characteristics.  

 Isah and Joseph (2026) investigated the 

influence of content marketing on customer 

patronage of FMCG firms in Akwa Ibom State, 

Nigeria. The study adopted a cross-sectional survey 

design and obtained 384 respondents through simple 

random sampling. Data were analysed using mean, 

standard deviation and simple linear regression. 

Findings showed that content strategy, content 

creation and content distribution significantly 

influenced customer patronage, with R² values of 

0.850, 0.907 and 0.984, respectively. The study 

recommended that FMCG firms develop consumer-

oriented content strategies based on market research, 

cultural preferences and purchasing behaviour. 

 Abati (2026), using a qualitative multiple-

case study approach, examined consumer-led brand 

controversies and corporate crisis communication in 

Nigeria. The study found that consumers can use 

social media to rapidly shape public narratives about 

organisations, while organisational responses to 

controversies can either intensify reputational 

damage or contribute to the restoration of public 

trust. The study's qualitative approach is particularly 

relevant to the present article because it 

demonstrates that consumer reactions to 

organisational communication cannot always be 

adequately understood through numerical measures 

alone. The nature of organisational responses, the 

tone of communication, perceived transparency and 

the willingness to address consumer concerns can 
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shape how the public interprets a brand during a 

crisis.  

 Ajayi, Oluwasanmi and Ibrahim (2026) 

investigated crisis communication and brand 

reputation management within the FMCG sector in 

Southwest Nigeria. The study focused on how crisis 

communication strategies, communication channels 

and customer perceptions affected the reputation of 

Indomie Noodles. Findings showed that crisis 

communication strategies and customer perceptions 

significantly affected brand reputation, while 

communication channels also had a significant 

relationship with reputation, although the direction 

of the effect was negative. The study further 

indicated that transparency and responsiveness 

during crises can enhance consumer trust, whereas 

ineffective communication can weaken perceptions 

of corporate credibility. The study demonstrates the 

importance of crisis communication as a public 

relations function, particularly in an FMCG 

environment where negative information can 

quickly influence consumer perceptions and 

purchasing decisions.  

 

Public Relations Strategies and Consumer 

Patronage in Nigeria: The Nexus 

 Public relations strategies involve planned 

communication and relationship-building activities 

designed to create favourable relationships between 

organisations and their publics. In Nigeria's FMCG 

sector, such strategies are important for creating 

product awareness, building trust, strengthening 

corporate reputation and influencing consumer 

perceptions and purchasing decisions (Grunig, 2008; 

Ledingham, 2003).The nexus between public 

relations and consumer patronage is largely reflected 

in the ability of organisations to establish trust and 

maintain meaningful consumer relationships. 

Customer relations enable organisations to 

understand consumer needs, address complaints and 

demonstrate responsiveness. Ledingham (2003) 

emphasises relationship management as a central 

function of public relations, while Morgan and Hunt 

(1994) identify trust and commitment as foundations 

of enduring relationships. Similarly, Okolo-Obasi et 

al. (2024) found that strategic public relations 

practices were significantly associated with 

consumer buying behaviour in Nigeria's FMCG 

industries. 

 Media relations and publicity can increase 

product awareness and corporate visibility, while 

community relations can strengthen goodwill and 

positive corporate reputation. Digital and social 

media have further expanded opportunities for direct 

consumer engagement, feedback and complaint 

management. Isah and Joseph (2026) found that 

content strategy, content creation and content 

distribution significantly influenced customer 

patronage of FMCG firms in Akwa Ibom State. This 

demonstrates the growing importance of relevant 

and consumer-oriented communication in 

influencing patronage. 

 Crisis communication is also important 

because the manner in which organisations respond 

to product-related or reputational crises can 

determine consumer trust and continued patronage. 

Ajayi, Oluwasanmi and Ibrahim (2026) found that 

crisis communication strategies and customer 

perceptions were important to brand reputation in 

the Nigerian FMCG sector. Similarly, Olumuyiwa et 

al. (2025) established significant relationships 

between corporate branding, product branding, 

consumer trust and customer patronage.Overall, 

public relations can influence consumer patronage 

through awareness, trust, reputation, engagement 

and relationship building. Effective media, 

customer, community, digital and crisis 

communication can create favourable consumer 

perceptions and strengthen relationships with 

brands. However, public relations must be supported 

by quality products, fair pricing, availability and 

responsive customer service. Thus, in Nigeria's 

competitive FMCG environment, public relations 

represents a strategic tool for developing consumer 

confidence, product preference, repeat purchase and 

sustained patronage. 

 

Public Relations Strategies for Enhancing 

Consumer Patronage in Nigeria 

i. Media Relations and Consumer 

Engagement: Media relations involve the 

deliberate management of relationships 

between an organisation and media 

organisations to disseminate credible 

information to target publics. FMCG 

companies can use television, radio, 

newspapers, magazines and online news 

platforms to communicate product 

information, organisational activities and 

responses to consumer concerns. Effective 

media relations can increase brand 

visibility, awareness and credibility, 

thereby encouraging consumer interest and 

patronage (Grunig, 2008; Okolo-Obasi et 

al., 2024). For instance, an FMCG 

company launching a new packaged food 

or beverage product in Nigeria may 

organise a media briefing where journalists 

receive information about the product's 

features, quality and availability. Positive 
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media coverage can expose the product to a 

wider audience and encourage consumers 

to consider it among competing 

alternatives. 

ii. Publicity and Corporate 

Communication: Publicity and corporate 

communication involve the dissemination 

of information intended to create 

favourable awareness and perceptions 

about an organisation and its products. 

Through press releases, interviews, 

newsletters, corporate websites, product 

announcements and other communication 

channels, FMCG organisations can 

communicate their achievements, 

innovations, quality standards and 

commitment to consumers. Positive 

publicity can strengthen corporate image 

and contribute to consumer trust and 

patronage. For instance, when an FMCG 

organisation publicly communicates its 

investment in improved product packaging, 

quality control or locally sourced raw 

materials, such information can enhance 

consumers' perception of the organisation's 

credibility and encourage preference for its 

products. This is consistent with 

Olumuyiwa et al. (2025), who found that 

corporate and product branding 

significantly influenced consumer 

patronage through increased consumer 

trust. 

iii. Community Relations and Consumer 

Acceptance: Community relations involve 

activities through which organisations 

establish and maintain mutually beneficial 

relationships with communities in which 

they operate. For FMCG organisations, 

community engagement may involve 

supporting education, healthcare, 

environmental programmes, youth 

development, sanitation campaigns or local 

economic initiatives. Such activities can 

generate goodwill and improve consumer 

acceptance by demonstrating that the 

organisation is concerned about the welfare 

of its host communities. For example, an 

FMCG company may support a community 

health awareness programme or provide 

educational materials to schools in a 

community where its products are widely 

distributed. Such involvement can 

strengthen the organisation's social image 

and create favourable attitudes towards its 

products. Okolo-Obasi et al. (2024) found 

that community relations formed an 

important component of strategic public 

relations practices associated with 

consumer buying behaviour in Nigeria's 

FMCG industry. 

iv. Digital and Social Media Public 

Relations: Digital and social media public 

relations involve using platforms such as 

Facebook, Instagram, X, TikTok and other 

digital channels to communicate with 

consumers and manage organisational 

relationships. These platforms enable 

FMCG organisations to provide product 

information, share engaging content, 

respond to complaints, obtain consumer 

feedback and build online communities. 

For instance, an FMCG brand can use 

Instagram or TikTok to demonstrate how a 

food product can be used, respond to 

consumers' questions about the product and 

encourage customers to share their 

experiences. Such interactive 

communication can increase engagement 

and strengthen consumers' familiarity and 

confidence in the brand. Isah and Joseph 

(2026) found that content strategy, content 

creation and content distribution 

significantly influenced customer 

patronage of FMCG firms in Akwa Ibom 

State, highlighting the importance of 

relevant digital content in consumer 

engagement. 

v. Corporate Social Responsibility and 

Consumer Patronage: Corporate Social 

Responsibility (CSR) refers to 

organisational activities aimed at 

contributing to social, economic and 

environmental wellbeing beyond 

immediate commercial interests. CSR can 

enhance consumer patronage when 

consumers perceive an organisation as 

responsible, ethical and responsive to 

societal needs. In Nigeria, an FMCG 

organisation may, for instance, support 

environmental sanitation, plastic-waste 

reduction, clean-water initiatives or youth 

skills-development programmes. Such 

activities can improve corporate reputation 

and strengthen consumers' emotional 

connection with the organisation. When 

consumers associate a brand with 

responsible corporate behaviour, they may 

develop greater trust and willingness to 

patronise its products. Thus, CSR can 

complement conventional public relations 
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by demonstrating organisational values 

through visible social action rather than 

communication alone. 

 

Factors Influencing Consumer Patronage in 

Nigeria 

 Consumer patronage of fast-moving 

consumer goods (FMCGs) in Nigeria is influenced 

by a combination of economic, product-related, 

promotional, social and relational factors. The major 

factors influencing consumer patronage of fast-

moving consumer goods in Nigeria include: 

a) Price and Affordability: Price is one of 

the most important factors influencing 

consumer patronage in Nigeria. Consumers 

tend to consider the price of a product in 

relation to their income, competing 

products and the value they expect to 

receive. In an environment where 

consumers face economic pressures, 

affordable products are more likely to 

attract patronage. Odunlami and Eniola 

(2024) found that pricing strategies had a 

significant effect on customer patronage of 

fast-moving consumer goods in Lagos and 

Ogun States.  

b) Product Quality:Consumers are more 

likely to patronise products that 

consistently meet expected standards of 

quality, safety, effectiveness and durability. 

Poor-quality products can lead to 

dissatisfaction, negative word-of-mouth 

and switching to competing brands. Thus, 

FMCG manufacturers must maintain 

consistent quality to encourage repeat 

purchases and loyalty. 

c) Product Availability and Accessibility: 

Even when consumers prefer a particular 

product, they may purchase an alternative 

if the preferred product is unavailable. 

Availability in supermarkets, 

neighbourhood shops, open markets and 

other retail outlets therefore influences 

patronage. Convenience of access reduces 

the effort involved in purchasing and can 

encourage consumers to remain with a 

particular brand. A 2025 study in Owerri 

found that price, quality, product 

availability and brand name significantly 

influenced consumer patronage.  

d) Brand Image and Reputation: A 

favourable brand image can influence 

consumers to choose one product over 

another. Consumers often associate 

reputable brands with reliability, quality 

and consistency. Conversely, negative 

publicity can damage a brand's reputation 

and discourage patronage. Olumuyiwa et 

al. (2025) found significant relationships 

between corporate/product branding and 

consumer patronage in Nigeria's FMCG 

industry.  

e) Consumer Trust: Trust is particularly 

important where consumers are concerned 

about product authenticity, safety and 

quality. Consumers are more willing to 

repeatedly purchase products from 

organisations they perceive as honest, 

transparent and dependable. Trust can be 

strengthened through accurate product 

information, consistent quality, responsive 

communication and responsible corporate 

behaviour. 

f) Advertising and Publicity: Advertising 

and publicity create awareness and provide 

consumers with information about 

products. Television, radio, outdoor 

advertising, newspapers and digital 

platforms can expose consumers to product 

benefits and differentiate brands from 

competitors. Publicity can also provide 

third-party credibility when positive 

information about a product is 

communicated through reputable media. 

g) Sales Promotion: Promotional incentives 

such as discounts, coupons, free samples, 

bonuses and special offers can encourage 

consumers to try or purchase products. 

Sales promotion may be particularly 

influential among price-sensitive 

consumers because it creates an immediate 

perception of additional value. It can 

therefore stimulate both trial purchases and 

short-term increases in patronage. 

h) Customer Relations and Service 

Responsiveness: The manner in which an 

organisation relates to consumers can affect 

continued patronage. Prompt responses to 

complaints, enquiries and product concerns 

can make consumers feel valued and 

respected. Okolo-Obasi et al. (2024), in a 

study involving FMCG consumers across 

Nigeria, found significant relationships 

between strategic public relations 

practices—including customer relations, 

media relations, community relations and 

government relations—and consumer 

buying behaviour.  

i) Social and Cultural Influences: 

Consumer decisions are also shaped by 
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family, friends, peer groups, culture, 

lifestyle and social trends. Consumers may 

purchase products because they are 

recommended by people they trust or 

because the products fit their cultural 

practices and lifestyles. Consequently, 

FMCG organisations need to understand 

the cultural diversity and consumption 

patterns of Nigerian consumers. 

 In summary, consumer patronage in 

Nigeria is influenced by a combination of economic, 

product, promotional, relational and social factors. 

Price may determine whether consumers can afford 

a product, while quality and availability determine 

whether they can obtain a satisfactory product. 

Brand reputation and trust influence confidence, 

while advertising, sales promotion and public 

relations create awareness and strengthen 

relationships. For FMCG organisations, 

understanding these interconnected factors is 

essential for developing effective strategies for 

attracting, satisfying and retaining Nigerian 

consumers. 

 

Theoretical Framework 

 This study is anchored on Relationship 

Management Theory, which views public relations 

as a strategic management function concerned with 

establishing, maintaining and strengthening 

relationships between organisations and their 

publics. The intellectual foundation of the theory 

can be traced to Ferguson (1984), while Ledingham 

and Bruning (1998, 2000) advanced the concept of 

organisation-public relationships. However, 

Ledingham (2003) is widely recognised as the 

principal scholar who formally articulated 

Relationship Management as a general theory of 

public relations. The theory shifts the focus of 

public relations from merely disseminating 

information to managing relationships that produce 

mutual understanding and benefit. 

 The theory is based on the assumption that 

organisation-public relationships are dynamic, goal-

oriented and mutually influential. It assumes that 

organisations and their publics depend on one 

another and that their relationships develop through 

continuous interaction. It further assumes that 

effective relationships require trust, openness, 

involvement, commitment and mutual benefit. 

Communication is important, but communication 

alone cannot sustain a relationship if 

organisationalbehaviour contradicts the messages 

being communicated. Thus, organisations must 

demonstrate responsiveness and consistency in their 

actions. 

 The theory is relevant to this study because 

FMCG organisations depend on consumers for 

continued patronage, while consumers expect 

quality products, fair prices, reliable information 

and responsive customer service. Public relations 

strategies such as media relations, publicity, 

community relations, digital and social media 

engagement, corporate social responsibility, crisis 

communication and event management provide 

opportunities for organisations to establish and 

maintain relationships with consumers.For instance, 

effective communication during a product-related 

crisis can demonstrate transparency and 

responsiveness, thereby protecting consumer trust. 

Similarly, responding promptly to complaints 

through social media can strengthen consumer 

relationships. Community relations and corporate 

social responsibility can demonstrate organisational 

commitment to consumer and community welfare. 

Through these activities, public relations can 

contribute to favourable perceptions, trust, 

satisfaction and ultimately continued consumer 

patronage. 

 The theory can therefore be represented as: 

Public Relations Strategies → Organisation-

Consumer Relationships → Trust, Satisfaction and 

Favourable Reputation → Consumer Patronage 

 Relationship Management Theory is 

appropriate for this study because it directly 

explains how public relations can influence 

consumer patronage through relationship-building. 

It recognises that sustained patronage depends not 

only on promotional communication but also on 

trust, responsiveness, credibility and mutually 

beneficial relationships. The theory is particularly 

relevant to Nigeria's competitive FMCG 

environment, where consumers can easily switch 

brands because of price, quality, availability or 

negative experiences.Although the theory recognises 

the importance of relationships, consumer patronage 

is not determined by relationships alone. Factors 

such as price, product quality, availability, 

convenience and changing consumer preferences 

can also influence purchasing decisions. 

Nevertheless, Relationship Management Theory 

provides an appropriate foundation for explaining 

the role of public relations in developing consumer 

trust and relationships that support sustained 

patronage. 

 

Challenges of Public Relations Practice in 

Nigeria's FMCG Industry 

 Public relations practice in Nigeria’s fast-

moving consumer goods (FMCG) industry is 

confronted by several challenges that can limit the 
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ability of organisations to build trust, maintain 

favourable reputations and sustain consumer 

patronage. These challenges include the following: 

i. Economic instability and changing 

consumer purchasing power: Economic 

pressures, inflation and declining 

purchasing power make consumers 

increasingly price-sensitive. As consumers 

continuously compare prices and switch to 

cheaper alternatives, PR practitioners face 

the challenge of communicating brand 

value beyond price. This makes it difficult 

to maintain consumer loyalty, particularly 

when economic conditions force 

consumers to prioritise affordability. 

Recent industry discussions indicate that 

changing economic realities are already 

weakening consumers’ attachment to 

particular brands.  

ii. Misinformation and fake news: The rapid 

circulation of unverified information 

through social media presents a major 

challenge to FMCG organisations. False 

claims about product quality, safety, 

ingredients, pricing or corporate behaviour 

can spread rapidly before organisations 

have the opportunity to respond. PR 

practitioners must therefore monitor digital 

platforms continuously and provide 

accurate information quickly. Research on 

Nigerian FMCGs during the COVID-19 

period showed that companies used social 

media to counter misinformation, 

demonstrating both the importance and 

difficulty of digital crisis communication.  

iii. Social media crisis and rapid consumer 

backlash: Social media has changed the 

nature of corporate reputation management 

because consumers can now publicly 

criticise brands, share experiences and 

mobilise other consumers within a short 

period. A poorly handled complaint can 

therefore develop into a major reputational 

crisis. Recent Nigerian research shows that 

consumer-led controversies can quickly 

shape public narratives about organisations 

and that the manner in which companies 

respond can influence public perception.  

iv. Difficulty in managing diverse consumer 

expectations: Nigeria has a highly diverse 

population with differences in language, 

culture, religion, income, lifestyle and 

consumption patterns. Consequently, a 

communication strategy that appeals to one 

group may not necessarily be effective for 

another. Okolo-Obasi et al. (2024), in their 

study of Nigerian FMCG industries, 

emphasised the need for PR strategies to 

recognise diverse consumer preferences 

and behaviours and to be continuously 

monitored and adapted.  

v. Limited strategic involvement of PR 

practitioners: Another challenge is that PR 

may sometimes be treated primarily as a 

publicity function rather than as a strategic 

management function. When PR 

practitioners are excluded from important 

organisational decisions, they may have 

limited ability to anticipate reputational 

risks, understand consumer expectations 

and develop proactive communication 

strategies. Recent scholarship on PR 

practice in Nigeria identifies limited 

strategic involvement as one of the 

systemic challenges affecting the 

profession.  

vi. Unethical practices and professional 

credibility: Unethical practices can 

undermine the credibility of public 

relations. Issues such as misleading 

publicity, manipulation of information and 

inappropriate relationships with media 

organisations can weaken public trust. A 

2025 study of PR practice in Nigeria found 

that “brown envelope” practices involving 

cash for media coverage create ethical and 

transparency challenges for both journalists 

and PR practitioners.  

vii. Inadequate research and measurement 

of PR effectiveness: PR practitioners may 

also face difficulties demonstrating the 

direct value of their activities to 

organisational performance. Without 

adequate research, audience analysis and 

evaluation systems, organisations may find 

it difficult to determine whether 

communication activities have actually 

improved awareness, trust, reputation or 

consumer patronage. The Nigerian PR 

profession has been identified as facing 

weaknesses in research and measurement, 

which can limit evidence-based decision-

making.  

 In summary, the major challenges of PR 

practice in Nigeria's FMCG industry are 

interconnected. Economic instability affects 

consumer loyalty; digital platforms accelerate 

misinformation and crises; cultural diversity 

complicates audience targeting; inadequate research 

makes PR evaluation difficult; and unethical 
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practices can undermine professional credibility. 

Consequently, effective FMCG public relations 

requires strategic involvement of PR practitioners, 

continuous consumer research, ethical 

communication, digital monitoring, crisis 

preparedness, transparent engagement and rapid 

complaint resolution. This is particularly important 

because empirical evidence from Nigeria indicates 

that well-designed strategic PR practices can 

positively influence consumer buying behaviour.  

 

II. Methodology 
 This study adopted a qualitative research 

approach based on a systematic review and 

synthesis of relevant scholarly literature on public 

relations strategies and consumer patronage in 

Nigeria's fast-moving consumer goods (FMCG) 

industry. The qualitative approach was considered 

appropriate because the article seeks to examine and 

interpret how public relations practices influence 

consumer perceptions, trust, relationships, brand 

reputation and patronage rather than statistically 

testing predetermined hypotheses.The analysis 

involved thematic synthesis of the reviewed 

literature. The studies and scholarly arguments were 

examined according to recurring themes, including 

media relations, publicity, community relations, 

digital and social media communication, corporate 

social responsibility, crisis communication, 

consumer trust, brand reputation, customer 

relationships and factors influencing consumer 

patronage. The findings from empirical studies were 

compared and interpreted alongside the propositions 

of Relationship Management Theory. This approach 

enabled the study to identify areas of convergence 

and divergence in existing scholarship and to 

explain how public relations strategies can influence 

consumer patronage in Nigeria's FMCG industry. 

 

III. Discussion 
 The literature reviewed shows that public 

relations is an important strategic instrument for 

influencing consumer relationships and patronage in 

Nigeria's FMCG industry. Consumer patronage is 

influenced not only by price, quality and availability 

but also by organisational communication, 

responsiveness, social responsibility and reputation. 

This supports Relationship Management Theory, 

which emphasises the importance of quality 

organisation-public relationships in effective public 

relations (Ledingham, 2003). 

 The review further indicates that PR does 

not operate independently of price, product quality, 

availability, packaging, innovation and convenience. 

Effective public relations can create awareness and 

strengthen trust, but it cannot compensate for poor 

products, excessive prices or persistent shortages. 

PR should therefore be integrated with product, 

pricing, distribution and customer-service 

strategies.Empirical evidence supports this 

integrated perspective. Okolo-Obasi et al. (2024) 

found significant relationships between strategic 

public relations practices and consumer buying 

behaviour in Nigeria's FMCG industry. Other 

studies on branding, quality management, sales 

promotion, customer relations and crisis 

communication similarly demonstrate that consumer 

patronage is influenced by several interconnected 

factors. 

 Overall, the evidence confirms the 

relevance of Relationship Management Theory. 

FMCG organisations are more likely to sustain 

consumer patronage when their PR strategies 

promote trust, transparency, responsiveness, positive 

reputation and mutually beneficial relationships. 

Thus, effective PR should combine credible 

communication with quality products, responsible 

corporate behaviour and continuous consumer 

engagement. 

 

IV. Conclusion and Recommendations 
 This study examined public relations 

strategies and consumer patronage of fast-moving 

consumer goods in Nigeria from a qualitative 

perspective. The review established that public 

relations extends beyond publicity and the 

dissemination of information; it is a strategic 

process through which FMCG organisations 

establish and maintain relationships with consumers 

and other stakeholders. Media relations, publicity, 

community relations, digital and social media 

communication, corporate social responsibility, 

crisis communication and event management can 

contribute to consumer awareness, trust, favourable 

brand perceptions and continued patronage. 

The analysis further established that consumer 

patronage is influenced by several interconnected 

factors, including price, product quality, availability, 

brand reputation, consumer trust, promotional 

activities, customer relations, social influences, 

packaging and convenience. Public relations can 

influence many of these factors indirectly by 

shaping consumer perceptions and strengthening 

organisation-consumer relationships. However, 

effective PR cannot substitute for quality products, 

competitive pricing, reliable distribution and 

satisfactory customer service. 

 The study concludes that Relationship 

Management Theory provides an appropriate 

theoretical explanation of the relationship between 
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public relations strategies and consumer patronage. 

When FMCG organisations communicate 

transparently, respond to consumer concerns, 

manage crises responsibly, engage communities and 

maintain meaningful digital relationships, they are 

better positioned to build trust and favourable 

relationships that can support sustained patronage. 

 Based on the discussion, the article 

recommends that: 

i. Public relations should focus not only on 

promoting products but also on building 

long-term relationships, trust and mutual 

understanding with consumers. 

ii. FMCG firms should actively monitor social 

media conversations, respond promptly to 

consumer enquiries and complaints, and 

use digital platforms for genuine two-way 

communication. 

iii. Organisations should establish clear crisis-

response mechanisms that provide timely, 

accurate and consistent information 

whenever product or corporate crises occur. 

iv. FMCG organisations should continuously 

study changing consumer preferences, 

purchasing behaviour, cultural expectations 

and perceptions to ensure that 

communication strategies remain relevant. 

v. Public relations departments should work 

closely with marketing, production, 

distribution and customer-service units 

because sustained patronage depends on 

the actual value delivered to consumers. 
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