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Abstract: This research paper explains the importance of public relations and its role of public relations in  textile 
organization.Public relations are the art and social science of that link inside and  outside the organization to-
gether. PR in the textile industry plays a crucial role in building and maintaining a positive company image. The 
aim of this paper is to highlight the role and importance of public relations in creating a strong brand through 
eff ective communication with the public, customers, and partners.. Additionally, PR strategies help in managing 
crisis situations and preserving the company’s reputation. Eff ective PR can increase brand recognition, leading to 
higher sales and customer loyalty. Nowadays, as consumers become more aware of social responsibility, PR can 
contribute to promoting sustainable and ethical practices within the textile industry.
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TRŽIŠNI ODNOSI S JAVNOŠĆU U 
TEKSTILNOJ INDUSTRIJI 

Apstrakt: Ovaj istraživački rad objašnjava značaj odnosa s javnošću i njihovu ulogu u tekstilnoj organizaciji. 
Odnosi s javnošću su umetnost i društvena nauka koja povezuje unutrašnje i spoljašnje aspekte organizacije. 
PR u tekstilnoj industriji ima ključnu ulogu u izgradnji i održavanju pozitivnog imidža kompanije. Cilj rada je 
ukazati na ulogu značaj odnosa s javnošću u kreiranju snažnog brenda kroz efektivnu komunikaciju sa javno-
šću, kupcima i partnerima. Takođe, PR strategije pomažu u upravljanju kriznim situacijama i očuvanju reputaci-
je kompanije. Efi kasan PR može povećati prepoznatljivost brenda, što dovodi do rasta prodaje i lojalnosti kupa-
ca. U današnje vreme, kada su potrošači sve svesniji društvene odgovornosti, PR može doprineti promovisanju 
održivih i etičkih praksi unutar tekstilne industrije.

Ključne reči: Tekstilna industrija, konkurentnost, tržište, inovacije, PR.

1 https://orcid.org/0000-0003-1715-1078

2 https://orcid.org/0000-0002-8245-1117

3 https://orcid.org/0000-0003-4864-2080

Review paper

UDC:  677:659.4
DOI:  10.5937/tekstind2402048V



49

TEKSTILNA INDUSTRIJA · Vol. 72, No 2, 2024

1. INTRODUCTION 

Corporate public relations operate independently 
of the marketing function and are directed towards all 
target groups. Although PR is not typically a promo-
tional activity, its ultimate goal largely aligns with the 
goals of other promotional activities. The part of the 
communication process that relates to the interactions 
between the organization and certain elements of the 
environment (primarily customers and public opinion) 
is known as market communication. Market PR repre-
sents the process of planning, executing, and evaluat-
ing public relations programs that encourage increased 
procurement and customer satisfaction through the 
establishment of communication (exchange of infor-
mation and impressions), in which companies and 
their products are identifi ed with the needs, desires, 
concerns, and interests of customers [1].

The target group of customers is the primary 
group for market public relations. The focus of mar-
ket PR eff orts is directed towards building a positive 
product image, which should not be seen as a substi-
tute for corporate image. These are two separate con-
cepts that generally support each other in practice. 
However, “behind a relatively anonymous organiza-
tion or an unnoticed corporate identity, there can be 
a highly profi table product with a well-known brand 
image,” but also “a successfully built corporate iden-
tity and positive corporate image can be completely 
ineff ective if they are an end in themselves, without 
resulting in product sales that lack a certain market 
reputation” [2, p. 138].

The European Union’s textile and apparel sector is 
nonetheless facing some challenging circumstances 
at the moment. It is mostly the outcome of the Asian 
industry’s rapid development [3]. The light industry 
is one of the most promising areas, as demonstrat-
ed by global experience. Due to the yearly growth in 
demand for its goods, the light industry is one of the 
most important sectors in industrialized and prosper-
ous nations. Over the past 15 years, consumption of 
fabrics and clothes has grown in the EU countries by 
90.5%, in the USA – by 99.3%, in Japan – by 220%. In 
China, Turkey and India the light industry has been 
declared a priority for the development of national 
economies. Most of them have developed support 
programs for the light industry sectors, including 
state support measures for producers [4].   

2. THEORETICAL BACKGROUND

In establishing contact with market publics, or-
ganizations use various PR techniques. In this regard, 
organizations (1) prepare product announcements; 

(2) develop a plan for establishing and maintaining 
cooperation with the media as intermediaries in com-
munication with customers; (3) participate in spon-
soring events closely related to the target customer 
group; and (4) ensure the presence of their products 
at fairs, exhibitions, etc.

The activities of enterprises in communicating 
with target publics are aimed at informing, persuad-
ing, and reminding [5]. The choice of one of these 
three goals, as well as the appropriate communica-
tion tactics, is aligned with the stages of the product 
life cycle, which include introduction, growth, and 
maturity, as well as decline. For introducing a prod-
uct to the market, which is the initial link in this cycle, 
informing is essential. Through appropriate commu-
nication tactics, it is necessary to present the product 
off er, create brand awareness, prepare conditions for 
personal sales activities, and encourage consumers 
to try the products. Informing and persuading are set 
as communication goals in the growth and maturity 
phases, when it is important to create a positive atti-
tude towards the competitive off er, stimulate imme-
diate purchase, and improve the company’s image. 
Maturity and decline, as the fi nal phase of the product 
life cycle, demand that target publics be reminded of 
the company’s product range to encourage repeat 
purchases and maintain constant contact with them.

In the context of modern business, where con-
sumers increasingly use social networks (e.g., You-
Tube, Instagram, LinkedIn, Twitter, TikTok, etc.), it 
is justifi ed to distinguish connection as a separate 
communication goal [6]. This involves the inclusion 
of consumers in the role of so-called company advo-
cates, who, through their activities on social networks, 
promote the brand, which other participants in these 
media can perceive as an independent opinion.

Promotional activities aim to (1) raise consum-
er awareness and knowledge (cognitive phase), (2) 
change consumer attitudes and feelings (emotion-
al phase), and (3) encourage consumers to a certain 
type of behavior (behavioral phase). This sequence 
well describes the situation when consumers show in-
terest in certain product categories. The primary goal 
of market communication is to accelerate the move-
ment of consumers from a state of unawareness to a 
position of decision and purchase action. The reaction 
can manifest in only one way, but it is preferable for 
the response to occur on three levels: awareness, in-
terest, and behavior [7]. To achieve this, organizations 
use various communication tools that can provoke 
characteristic reactions, including negative ones. Un-
desirable reactions from the target audience can help 
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the organization modify an existing or create an en-
tirely diff erent communication strategy.

Figure 1 shows four desirable reactions according 
to the AIDA model, depending on the tools used. The 
acronym AIDA, derived from four words (attention, 
interest, desire, and action), refers to attention (cog-
nitive phase), interest and desire (emotional phase), 
and action (behavioral phase). The most desirable and 
ultimate level of behavior is action, that is, the deci-
sion to purchase a product. There are other ways to 
grade consumer reactions, such as distinguishing fi ve 
phases of consumer infl uence: “awareness, interest, 
evaluation, trial, and adoption” [8, p. 225]. During the 
fi rst three phases, the market is initially introduced to 
the existence of a product or service, followed by a 
certain degree of interest from consumers who, in the 
end, evaluate the given off ers. Consumer satisfaction, 
or product acceptance, will depend on their percep-
tion of product quality during the trial phase.

3. INTEGRATED MARKETING 
COMMUNICATIONS

Market communications constitute a vital part of 
the marketing function, especially in the service sec-
tor and international marketing. The most attention is 
paid to elements of marketing communication such 
as personal selling, advertising, publicity, and sales 
promotion. Bateson and Hoff man include sponsor-
ship in this communication mix, creating a “fi vesome” 
that, like a basketball team, is most eff ective when the 
strengths of each promotional instrument are properly 
combined [3, p. 172]. Personal selling is the only instru-
ment that enables direct communication between, 
for example, a salesperson and customers, while ad-

vertising is the quickest way to create general aware-
ness of a product or service. Sales promotion has an 
advantage over other means when a company wants 
to increase sales in the short term. Publicity is the most 
credible source of information and a free means of de-
livering messages. The advantage of sponsorship over 
other communication mix instruments lies in its focus 
on a narrow, highly desirable target audience, such as 
sports fans. In modern business, new, mixed forms of 
market communication are added to these mentioned 
forms, which “threaten to overshadow some of the ex-
isting ones” [9, p. 18]. Among them, direct marketing 
stands out. An important form of communication is 
also word-of-mouth (WOM) advertising, the transfer 
of information about a product between consumers 
themselves, which the source of the message (com-
municator) cannot control.

An increasingly signifi cant role in modern busi-
ness is being played by communication based on the 
use of the internet, specifi cally social media such as 
social networks (e.g., Instagram), blogs, forums, web-
sites for sharing images and videos (YouTube). Inter-
activity, as a characteristic of the internet, has enabled 
entirely new forms of establishing contact with mar-
ket participants. The internet has gradually evolved 
from primarily a communication medium into a sales 
and/or distribution channel, and fi nally into a plat-
form for managing relationships with consumers and 
virtual social communities [11]. Instagram is more 
popular than other social networks, with most users 
(61.1%) being between the ages of 18 and 34 [12].

In connecting with consumers, companies rely on 
three intermediaries. They can use paid media (includ-
ing all forms of advertising), earned media through 
which consumers, journalists, and other interested par-

Figure 1: The impact of diff erent communication tools on sales [10]
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ties voluntarily share their opinions about the product 
using “word-of-mouth” and viral marketing, and owned 
media, which mainly comprise online marketing com-
munications [13, p. 250]. A signifi cant part of marketing 
media includes social media, that is, online communi-
ties and forums, blogs, and social networks.

In the promotion process, a company typically 
opts for one of two strategies: creating demand or 
stimulating demand for its products. The fi rst strat-
egy primarily relies on advertising to convince con-
sumers of the need to purchase a particular product. 
This type of promotion is used by companies that are 
leaders in marketing and technology and have mar-
ket dominance. The purpose of the second strategy 
is to stimulate product demand among consumers 
and motivate various intermediaries (primarily trad-
ing companies) to actively work on creating demand. 
The choice of basic promotion strategies, whether a 
pull strategy or a push strategy, is infl uenced by the 
general conditions of the decision-making situation, 
the product life cycle stage, product characteristics, 
consumer readiness to buy, promotion budget size, 
and other factors.

3.1. Sales promotion

Sales promotion is aimed at achieving short-term 
eff ects in the sale of products or services based on 
various measures. Besides its short-term focus, sales 
promotion encourages consumers to respond quick-
ly and allows for immediate and easy tracking of 
achieved results. Advertising, on the other hand, ap-
peals to the reasons for purchasing. Sales promotion 
activities are directed towards consumers, intermedi-
aries in sales channels, and the company’s sales staff .

Organizations use various actions to stimulate 
consumers to decide to purchase more quickly. Sales 
promotion can be consumer-oriented or trade-orient-
ed. In the fi rst case, it involves activities that include 
various rewards during the promotion period in the 
form of coupons, gifts, discounts, etc. Trade promo-
tion refers to lower prices, discounts, contests, and so 
on. The eff ect of sales promotion is more measurable 
than advertising, so companies allocate 25 to 30% of 
their promotion budget to these activities [14].

Coupon sales are the most attractive since the 
incentive (reward) is directly related to the sale. Cou-
pons give the bearer the right to an appropriate dis-
count on the price when purchasing a specifi c prod-
uct or a refund of the indicated amount of money 
from the seller or manufacturer. When introducing 
coupons, it is necessary to consider issues related to 
(1) the goal to be achieved, (2) the value the coupon 

will have, (3) the relationship with the trade, and (4) 
the duration of the coupon [9, p. 447]. Sometimes a 
relatively small increase in sales due to coupons can-
not cover the costs of printing them. Consumers, due 
to the low value of the coupons, realize a small num-
ber of these incentives. The dark side of coupon sales 
is that they can make a product insuffi  ciently diff eren-
tiated from competitors in the market, which can lead 
to a “coupon war” and other forms of price reductions 
[13, p. 246]. Ultimately, the eff ects of sales promotion 
campaigns can be negative in the long term; consum-
ers accustomed to this type of promotion may turn to 
competitors’ off ers after the campaign ends [15].

The biggest obstacle in the implementation of 
sales promotion activities is the inconsistency of reg-
ulations governing this area. The legal framework for 
sales promotion diff ers from country to country. In 
Canada, it is not allowed to use sales promotion for 
cigarettes and alcoholic beverages; in Germany and 
Austria, the use of coupons is prohibited, etc. Despite 
these problems, the importance of sales promotion is 
increasing for several reasons. First of all, advertising 
and marketing budgets are smaller and limited, target 
groups are more indiff erent to advertising content, 
and the importance of retail in modern business is in-
creasing. It is noticeable that mass promotion means 
are losing “focus on target groups,” so retail allows for 
direct communication [7, p. 187].

Trade fairs represent a special and one of the old-
est forms of sales promotion. At a trade fair, products 
and services from various industries and fi elds are of-
fered and sought. Trade fair events are usually divided 
into general and specialized (depending on whether 
the subject of exchange is a wide variety of consum-
er goods or a specifi c group of products), as well as 
regional, national, and international, based on their 
signifi cance within spatial coordinates.

The multiple benefi ts of trade fairs for exhibitors 
are refl ected in the establishment of direct contact, 
the possibility of launching a new product, opening 
a new market, improving the company’s image, and 
so on. Visitors also benefi t from trade fairs. Consumers 
at trade fairs observe new trends, exchange experi-
ences, make business deals, etc. Many trade fair vis-
itors seek to familiarize themselves with the market, 
educate themselves, or gather information about the 
state of a particular fi eld.

3.2. Sponsorship

Sponsorship is a “business relationship between 
an individual or organization that provides funds, re-
sources, or services to an individual, event, or organi-
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zation, which in return off ers some rights and associa-
tions that can be utilized as a commercial advantage” 
[16, p. 84]. Due to its benefi ts, sponsorship has be-
come a standard element of the marketing plan. This 
is largely due to the high costs of advertising, which 
do not always yield corresponding results. In devel-
oped countries, the impact of advertising on the pop-
ulation decreased threefold at the beginning of the 
21st century. Consequently, promotional funds are in-
creasingly directed towards organizing special events 
and experiences for consumers, with the majority of 
these costs (60%) allocated to sponsorship [15].

The impact of sponsorship on the target audience 
is indirect. Sponsorship is very useful for generating 
media publicity, strengthening the company’s image, 
building the brand, fostering friendly relationships, 
and similar objectives. The goals of sponsorship can 
be classifi ed into three groups: broad corporate goals 
(focusing on the image), marketing goals (promoting 
the brand, increasing sales), and media goals [17]. In 
practice, sponsorship, based on these goals, is real-
ized in either a commercial or philanthropic form.

For commercial sponsorship, events of global sig-
nifi cance (such as the Olympic Games or the World 
Cup) are particularly important as they provide a basis 
for global media attention. A company should careful-
ly choose which events (competitions) to sponsor and 
ensure that its logo is easily visible to the audience. 
Besides sports, other areas such as culture and the 
arts are also suitable for this type of sponsorship [18].

Philanthropic sponsorship, on the other hand, is 
aimed at creating a positive social reputation for the 
company. Through this type of sponsorship, compa-
nies usually support the implementation of cultural 
or social programs. Milovančević highlights that this 
type of sponsorship is “often of a charitable nature, 
directed towards non-profi t organizations, and does 
not result in monetary or commercial gain, but in-
stead creates a good image and reputation” [19, p. 
18-19]. In philanthropic sponsorship, the sponsor’s 
involvement is generally less visible.

Sponsorship carries the “danger of alignment” 
since by sponsoring an event, a company inevitably 
sides with a particular athlete or sports team, artist 
or group of artists, etc. This can potentially harm the 
company’s image among the segment of the public 
that does not support the sponsored events, individ-
uals, or groups [15].

3.3. Direct marketing

In the realm of services, communication repre-
sents an integral part of the interactive marketing 

function. Service organizations mainly rely on mass 
advertising and personal selling. This approach ig-
nores more powerful communication tools such as 
interactive communication and direct marketing 
communication. The direct form of marketing com-
munication is aimed at a specifi c recipient—direct 
marketing.

Direct marketing uses appropriate advertising 
media or channels through which information reach-
es consumers. Entering a sales facility is not the only 
way to establish contact; other methods are also used, 
such as direct mail, telephone (telemarketing), direct 
presentation, or electronic communication (e-mail). 
The Internet provides additional opportunities for 
direct marketing, primarily in the form of company 
websites.

Direct presentations are conducted in various 
ways. They can be realized as individual or collective 
presentations, door-to-door sales, or by setting up 
stands on the street. These direct marketing tech-
niques face certain diffi  culties in implementation 
since many countries prohibit certain forms of pres-
entations, such as door-to-door promotions [19].

Personalized forms of communication greatly 
contribute to developing long-term benefi cial rela-
tionships between the organization and consumers. 
Therefore, companies carefully choose and combine 
diff erent forms of “personalized communication” for 
each consumer segment and for each specifi c situa-
tion [20, p. 214]. It is necessary to consider the eff ects 
of applying diff erent forms of personalized communi-
cation in light of acceptable costs. The advantage of 
telemarketing is that it allows for contact with a large 
number of customers in a short period, with relatively 
low costs. The Internet, on the other hand, gives the 
potential customer enough time to familiarize them-
selves with the product, after which they can respond 
in two ways: by sending an order or requesting addi-
tional information.

The personalization strategy, whose interactivity 
is its most important feature, is most commonly ap-
plied in service industries, such as tourism, banking, 
etc. The practice of a “personal banker,” off ered by an 
increasing number of banks, also has certain draw-
backs, primarily the necessity of scheduling appoint-
ments with a specifi c banker and the frequent turno-
ver of employees in such positions [20, p. 217].

4. PUBLIC RELATIONS IN THE TEXTILE 
INDUSTRY

Public relations (PR) play a crucial role in the tex-
tile industry, which faces challenges such as increas-
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ing competition, rapid changes in fashion trends, and 
environmental issues. PR professionals help compa-
nies build and maintain a positive image, communi-
cate with key stakeholders, and eff ectively manage 
crises [21]. Here are some key aspects of the role of PR 
in the textile industry:

Brand and Image Building: The most visible part of 
any brand is certainly its identity. The world around us 
is constantly changing, with technologies emerging, 
evolving, and disappearing, alongside globalization 
and increasing competition leading to an explosion of 
choices in every fi eld. Companies that wish to adapt 
to this new situation quickly and smoothly must pay 
special attention to the ongoing (holistic) branding of 
their products and services. Holistic brands possess 
their own identity, which is always expressed through 
messages, forms, symbols, rituals, and traditions. The 
strategy of holistic branding consists of developing a 
strong mission, positioning, brand promise, and the 
value proposition off ered by the brand [22, 23].

In a dynamic and competitive industry like tex-
tiles, building a recognizable brand is essential. PR 
professionals work on creating and maintaining 
brand identity, using various communication strate-
gies to highlight the unique characteristics and values 
of the company. Through campaigns, media releases, 
and events, PR contributes to strengthening consum-
er recognition and loyalty [24].

In order to implement a successful brand manage-
ment strategy in the apparel and textile raw material 
industries, a company must fi rst establish and validate 
its brand values and begin crafting its brand identity. 
Above all, they need to establish guidelines to main-
tain the branding’s clarity and consistency. They must 
be aligned on what their brand image should be and 
what elements are consistent with that brand image 
and what do not align with the brand image [25].

Crisis Management. Since ancient times, people 
have wanted to know in advance how and in what 
way certain events will unfold in the future. Meteor-
ologists predict the weather, doctors give forecasts 
about patients’ health, and politicians hire various 
marketing agencies to survey public opinion because 
they want to know how they will fare in elections, etc. 
[26].

The textile industry can be aff ected by various cri-
ses, such as product quality issues, ethical concerns 
regarding working conditions, or environmental in-
cidents. PR professionals play a key role in managing 
such situations by developing strategies for quick and 
eff ective response. Timely and transparent communi-
cation with the media and the public can help miti-

gate the negative impact of a crisis on the company’s 
reputation.

Although crises are a common companion of 
many businesses, they always appear suddenly and 
lead to harmful consequences. A crisis situation is 
defi ned as an “unusual event or series of events that 
adversely aff ect the integrity of products, the reputa-
tion or fi nancial stability of the company, the health 
or morale of employees, the community, or society 
in general.” The skills inherent in the PR function are 
manifested through the handling of crisis situations. 
Due to the increasing likelihood of crises arising from 
various factors, the aspect of public relations focused 
on confl ict management, crisis control, and prevent-
ing the impact of adverse events on the company’s 
reputation and operations is gaining greater impor-
tance. These tasks of public relations also highlight 
the most signifi cant diff erence from the closely relat-
ed function of marketing [27].

Communication with Consumers. False news and 
rumors have grown frequent in today’s world. The dis-
semination of such information has only been helped 
and hastened by the media and modern information 
and communication technology, with far-reaching re-
percussions [28]. An increasing number of individuals 
are turning to social media to obtain their news from 
their peers, while traditional media is losing the trust 
of its audience. Social media has not only changed 
how news is disseminated, but it has also challenged 
long-held beliefs about what news should look like.. 
One thing is certain: this situation cannot be sus-
tained; a new paradigm must be developed to restore 
trust in the media and the information they provide 
[29].

Consumers are becoming increasingly aware 
and demanding regarding the information about 
the products they purchase. PR professionals ensure 
that product information is available, accurate, and 
appealing [30]. Through social media, blogs, newslet-
ters, and other channels, PR helps maintain constant 
communication with consumers, providing them 
with relevant information and addressing their ques-
tions and concerns [31].

Marketing communication presents a powerful 
tool that every enterprise uses in one form or anoth-
er. By creating a powerful message, an enterprise can 
build a strong brand and refl ect social responsibility 
[32]. Enterprises have to consider modern marketing 
communication channels and focus on social media 
and marketing communication as an eff ective medi-
um of communication [33].
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Sustainable development and social responsibility. 
Modern technology also improves production effi  -
ciency by using less human resources, which lowers 
the risk of production-related human mistake. For in-
stance, the textile sector is now able to create intri-
cately woven textiles with a wide variety of designs 
and patterns thanks to the advancement of increas-
ingly complex looms. Additionally, it can lower fabric 
manufacturing faults and the need for human re-
sources in quality control and the production process 
by utilizing a variety of sensors, such as weft sensors, 
that can identify problems in production. A compa-
ny’s ability to succeed depends on its ability to main-
tain a healthy environment, and environmentalism 
is one of the key factors that increases the positive 
eff ects of environmental performance on business 
performance. Companies’ senior management has to 
establish environmental policies and foster a culture 
of information sharing throughout the organization 
in order to perform better in a competitive market. 
Businesses might also perform better by emphasizing 
environmental sustainability [34]. In comparison with 
other industries, textile industry is considered to be 
major contributor towards environmental pollution 
and is subject to creating various ecological (water 
body pollution, waste generation, air pollution) issues 
throughout supply chain from fi bre production till 
fabric fi nishing [35].

Increasing focus on sustainability and social re-
sponsibility requires textile companies to transpar-
ently communicate their eff orts and achievements 
in these areas. PR professionals develop strategies to 
highlight environmental initiatives, ethical practices, 
and socially responsible projects, thereby contribut-
ing to strengthening the company’s positive image 
and increasing consumer trust [36]. Stakeholder and 
legitimacy theories are two of the most often utilized 
ideas for examining how a business behaves when it 
comes to corporate social responsibility. A broad view 
or presumption that an entity’s acts are right, suitable, 
or acceptable within a socially built framework of defi -
nitions, norms, values, and beliefs is known as legiti-
macy. Stakeholders perceive legitimate organizations 
as more worthy, meaningful, more predictable and 
more trustworthy. Consequently, if an organization 
is perceived as being nonlegitimate, it is likely to face 
several problems in the relationships with its stake-
holders [37].

Media and Infl uencer Relations. Media and infl u-
encers have a signifi cant impact on public opinion 
and brand perception. PR professionals build and 
maintain relationships with journalists, bloggers, and 
infl uencers to ensure positive media coverage and 

presence on social networks. Organizing events, press 
conferences, and collaborating with infl uencers can 
help spread brand messages and attract the attention 
of the target audience.

A study conducted by Lucchini and Moisello 
highlights that more visible companies disclose more 
social and environmental information to meet stake-
holder expectations [38]. This fi nding seems reason-
able and consistent with the fact that visible compa-
nies are likely to face a dense network of stakeholders 
and thus need to respond to a greater and more di-
verse number of stakeholder demands than less vis-
ible companies.

For mass media, topics related to crisis events 
have exceptional market value. A crisis event is raw 
material for the media, which is fi ltered, multiplied, 
and fi nally sold as a commodity. When an organiza-
tion fi nds itself in a crisis situation, factors to consider 
include time, budget, public trust, and the long-term 
consequences caused by the crisis [39].

5.  CONCLUSION

Public relations play a crucial role in the textile in-
dustry as it helps to build and maintain the reputation 
of a brand or company. In an industry where competi-
tion is fi erce and consumer preferences are constantly 
changing, having a strong public relations strategy 
can give companies a competitive edge. By eff ec-
tively communicating with key stakeholders such as 
customers, suppliers, investors, and the media, com-
panies can create a positive image for themselves and 
diff erentiate themselves from their competitors.

In the textile industry, public relations can help 
companies to showcase their sustainability practic-
es, ethical sourcing, and commitment to quality. With 
increasing consumer awareness and demand for sus-
tainable and ethically produced products, companies 
that have a strong public relations strategy in place 
can eff ectively communicate their eff orts towards 
sustainability and corporate social responsibility. This 
can help to attract environmentally-conscious con-
sumers and build trust with stakeholders, ultimately 
leading to increased sales and brand loyalty.

Moreover, public relations can also play a vital role 
in crisis management in the textile industry. With is-
sues such as labor violations, product recalls, or neg-
ative media coverage being common in the industry, 
having a well-planned crisis communication strategy 
can help companies to mitigate damage to their rep-
utation and regain the trust of stakeholders. By being 
proactive, transparent, and responsive in addressing 
crises, companies can eff ectively manage negative 
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perceptions and protect their brand image. Overall, 
public relations in the textile industry is essential for 
building brand reputation, attracting consumers, and 
managing crises eff ectively.
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