International Journal of Science and Research Archive

eISSN: 2582-8185
Cross Ref DOI: 10.30574/ijsra

IJ S RA Journal homepage: https://ijsra.net/

(RESEARCH ARTICLE) W) Check for updates

Impact of social crises on brand perception and consumer trust

Rakibul Hasan Chowdhury %" and Md. Shoriful Hasan Chowdhury 2

1 CCBA Certified & Member, International Institute of Business Analysis (IIBA), USA, MSc. in Digital Business Management
(2022), University of Portsmouth, UK.
2 BSS in Media Studies and Journalism, University of Liberal Arts Bangladesh, 2023.

International Journal of Science and Research Archive, 2024, 13(02), 527-536
Publication history: Received on 23 September 2024; revised on 04 November 2024; accepted on 08 November 2024

Article DOI: https://doi.org/10.30574 /ijsra.2024.13.2.2162

Abstract

In an era characterized by rapid social change and crises, understanding consumer perceptions of brands becomes
increasingly vital for organizations seeking to maintain trust and loyalty. This study investigates consumer attitudes
towards major brands, specifically Nike and Unilever, during recent social crises, including the COVID-19 pandemic and
environmental disasters. Utilizing a mixed-methods approach, we conducted a comprehensive survey that assessed
brand trust, perceived responsiveness, and overall brand perception among consumers. Additionally, in-depth case
studies were analyzed to evaluate the strategic responses of Nike and Unilever during these crises. Findings indicate
that effective communication and transparency significantly influence consumer trust and brand loyalty. The results
highlight the importance of proactive brand engagement and socially responsible practices in fostering positive
consumer sentiment during challenging times. This research contributes to the growing body of literature on brand
management and crisis communication, offering valuable insights for marketers and business leaders in navigating
brand challenges in an ever-evolving socio-economic landscape.

Keywords: Brand Trust; Crisis Communication; Consumer Perception; Social Responsibility; Nike; Unilever; Mixed-
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1. Introduction

1.1. Background and Rationale

In recent years, social crises ranging from global pandemics like COVID-19 to widespread political unrest, economic
instability, and environmental disasters have surged in both frequency and intensity. These crises not only disrupt daily
life but also fundamentally reshape consumer expectations and behaviors, often exerting considerable pressure on
brands to respond effectively (Coombs, 2007; Kim et al., 2009). A critical shift has emerged in consumer-brand
relationships during such crises, with consumer trust and brand perception becoming more vulnerable to the ways in
which brands address or fail to address these challenges. According to Situational Crisis Communication Theory (SCCT),
the perception of a brand during a crisis is influenced by factors like responsibility, transparency, and the emotional
framing of the crisis response (Coombs & Holladay, 2002). Therefore, as social crises increase, it is essential to study
how various response strategies impact consumer trust and brand perception, especially given the rising importance of
corporate social responsibility (CSR) as a moderating factor.

1.2. Problem Statement

Social crises can create substantial risks for brands by eroding consumer trust and adversely impacting brand
perception. In times of crisis, consumers look to brands for guidance, empathy, and reliability. Failure to effectively
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address a crisis can lead to heightened skepticism, reduced consumer loyalty, and diminished brand equity (Coombs et
al,, 2008). Thus, understanding the specific effects of different crisis response strategies is crucial, particularly when
considering CSR as a potential mitigator of negative consumer responses. This study seeks to address the problem of
how various social crises impact brand perception and consumer trust, focusing on the role of crisis response strategies
and CSR.

1.3. Research Objectives

This research aims to provide a comprehensive understanding of the dynamics between social crises, brand perception,
and consumer trust. The specific objectives are to:

e Examine how different types of social crises influence consumer perception of brands.

e Investigate the impact of various crisis response strategies on consumer trust.

e  Analyze the role of CSR as a moderating factor in shaping consumer trust and brand perception during social
crises.

1.4. Research Questions

The following research questions will guide this study:

e How do different types of social crises impact brand perception?
e Whatroles do crisis response strategies play in shaping consumer trust?
e How does corporate social responsibility (CSR) influence consumer trust during social crises?

1.5. Significance of Study

This study holds significant relevance for marketers, brand managers, and business leaders seeking to navigate the
challenges posed by social crises. By examining the impact of crisis type, response strategy, and CSR on consumer trust
and brand perception, this research provides valuable insights into effective crisis communication strategies. For
marketers, this study offers a framework to enhance crisis preparedness and response strategies. For businesses,
understanding the importance of CSR in crisis situations can provide a competitive advantage, helping them to maintain
consumer trust and loyalty. For consumers, this research highlights the ways in which brands can align their actions
with social expectations during crises, fostering a more transparent and responsible market environment.

1.6. Elements for Enhanced Comprehension

Description: This figure outlines the conceptual model for the study, showing the relationship between social crises,
crisis response strategies, CSR, and their effects on brand perception and consumer trust.

Table 1 Conceptual Framework for the Impact of Social Crises on Brand Perception and Consumer Trust

Variable Definition Expected Impact
Social Crisis Type Different categories of crises (pandemics, political, | Impacts consumer expectations and
environmental, etc.) brand perception

Crisis Response Strategy |Actions taken by brands in response to crises (e.g., | Alters consumer trust based on

apology, denial, corrective action) effectiveness
Corporate Social | Brand initiatives aimed at promoting social |Moderates’ consumer trust and brand
Responsibility (CSR) welfare perception during crises

Table 1 provides a schematic representation of these relationships, emphasizing the interconnected nature of crisis
response and CSR in influencing brand perception and consumer trust

2. Literature Review

2.1. Theoretical Frameworks

Several theoretical frameworks underpin research on the effects of social crises on brand perception and consumer
trust. Key among them is the Situational Crisis Communication Theory (SCCT), which posits that the effectiveness of
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a brand's crisis response depends on factors such as the crisis type, the attribution of responsibility, and the brand’s
history (Coombs, 2007). SCCT suggests that brands can tailor responses (e.g., apologies, corrective action) based on the
perceived severity of the crisis and the organization’s relationship with its stakeholders, aligning responses to safeguard
reputation effectively. Attribution Theory also plays a critical role by focusing on how consumers attribute blame
during a crisis, which can significantly impact brand perception (Weiner, 1986). Brands deemed responsible for a crisis
may face heightened skepticism and reduced trust unless they address consumer concerns transparently (Kim et al,,
2009). Signaling Theory, lastly, explains how brands signal trustworthiness through CSR and crisis response, which
consumers interpret as indicators of reliability and accountability, particularly in uncertain times (Spence, 1973).

2.2, Crisis Framing and Attribution

Farming is central to understanding consumer responses to crisis communication. Studies by Cho et al. (2006) and
Coombs (2006, 2007) emphasize that framing a crisis response can shape public perception by influencing the level of
responsibility attributed to a brand. For example, brands that proactively frame crises with empathy and a willingness
to make reparations tend to maintain higher levels of consumer trust (Coombs, 2006). Research by Cho et al. (2006) has
shown that framing is also critical in determining whether consumers view the brand as accountable, which directly
affects their perception of the brand's credibility and ethical standing during the crisis. The SCCT framework identifies
several factors that determine effective crisis framing, such as the crisis type and the emotional resonance of the
message (Coombs, 2007).

2.3. Impact of Crisis Type on Brand Perception

The nature of a crisis can significantly influence brand perception, with different crisis types prompting varied
consumer reactions. Research classifies crises into categories such as product-harm crises, ethical crises, and social
crises, each of which impacts brand loyalty and consumer trust differently (Laufer & Coombs, 2006). For instance,
product-harm crises often trigger immediate concern for consumer safety, leading to demands for swift corrective
action. In contrast, ethical crises such as scandals involving corporate malfeasance tend to erode trust more severely,
as they reflect negatively on the brand’s values (Vanhamme & Grobben, 2009). Social crises, which include issues like
environmental or humanitarian concerns, require brands to demonstrate an empathetic response, as failure to do so
may harm long-term consumer loyalty (Kim et al., 2019). Understanding these nuances is essential for developing
tailored crisis responses that preserve brand trust and mitigate negative perceptions.

2.4. Role of Corporate Social Responsibility (CSR)

CSR initiatives play a crucial role in shaping consumer trust, particularly during crises. As Lafferty (2007) and Hegner
et al. (2016) highlight, CSR provides brands with a buffer that can moderate negative perceptions by enhancing
consumer goodwill and trust. Consumers are increasingly inclined to support brands that demonstrate social
responsibility and align with their values, especially in crisis situations (Hegner et al,, 2016). Furthermore, CSR efforts
signal to consumers that a brand is committed to positive social impact, which can enhance brand loyalty even when a
crisis occurs (Du et al., 2010). Thus, the strategic integration of CSR into crisis communication may help brands navigate
social crises more effectively by reinforcing consumer trust and loyalty.

2.5. Crisis Response Strategies

Crisis response strategies are instrumental in managing consumer perceptions and restoring trust. Coombs et al. (2008)
and Claeys et al. (2014) provide comprehensive insights into various crisis communication strategies, including
apologies, corrective action, denial, and silence. Apologies and corrective actions, for example, are often more
effective in maintaining brand trust, as they signal accountability and a commitment to resolving issues (Claeys et al.,
2014). Alternatively, a strategy of denial may be suitable in cases where a brand is wrongfully implicated, though it risks
alienating consumers if misapplied (Coombs, 2007). Studies indicate that silence is generally ineffective and may be
interpreted as evasive, exacerbating consumer distrust (Claeys et al., 2014). Selecting an appropriate response strategy
requires an understanding of the crisis type and consumer expectations to prevent further erosion of brand perception.

2.6. Consumer Reactions and Brand Loyalty

Consumer behavior in times of crisis is shaped by various factors, including brand loyalty, skepticism, and emotional
responses to crisis communication. Research by Crijns et al. (2017) has shown that consumer responses in online
forums and comments can be indicative of broader sentiment shifts, highlighting the critical role of social media in
shaping post-crisis brand perception. Utz et al. (2013) found that consumer skepticism is heightened when brand
responses lack authenticity or transparency, leading to a decline in trust and, potentially, loyalty. Emotional responses,
such as anger or disappointment, can significantly impact brand loyalty, as consumers often seek out brands that align
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with their values and respond to crises with empathy (McDonald et al,, 2010). Thus, understanding consumer reactions
is essential for brands aiming to implement crisis communication strategies that foster long-term loyalty.

3. Methodology

3.1. Research Design

The research design for this study will adopt a mixed-method approach that combines both quantitative and
qualitative methodologies. This design is chosen to provide a comprehensive view of how social crises impact brand
perception and consumer trust. The quantitative component will involve surveys that quantitatively assess consumer
attitudes toward brands during recent social crises. The qualitative component will consist of in-depth case studies of
various brands’ responses to these crises, allowing for a more nuanced understanding of consumer perceptions and
reactions.

3.2. Data Collection Methods

e Quantitative: A structured survey will be developed targeting consumers' attitudes towards brands during
recent social crises, including the COVID-19 pandemic, environmental disasters, and political unrest. The
survey will utilize Likert scales to gauge consumer trust and brand perception pre-and post-crisis, as well as
their perception of the effectiveness of brands’ crisis response strategies. The survey will be distributed
through online platforms and social media channels to reach a broad audience.

¢ (Qualitative: In-depth case studies will be conducted focusing on the responses of well-known brands to crises,
such as Nike during the COVID-19 pandemic and Unilever's response to environmental challenges. These case
studies will analyze public statements, social media reactions, and consumer feedback through content
analysis. Data sources will include social media posts, press releases, news articles, and consumer reviews,
providing a rich qualitative context for understanding brand perception shifts during crises.

3.3. Sampling Strategy

The target population for this study will consist of consumers aged 18 to 65, capturing a diverse range of experiences
and perspectives. A stratified sampling technique will be employed to ensure that different demographic segments
(age, gender, socioeconomic status, and geographic location) are represented. This approach allows for a more
comprehensive understanding of how varying demographic factors may influence consumer trust and brand perception
during social crises.

3.4. Data Analysis

¢ (Quantitative: The quantitative data collected from surveys will be analyzed using statistical methods, including
regression analysis and Analysis of Variance (ANOVA). These techniques will be used to examine the
relationships between different crisis types, brand response strategies, and consumer trust levels, enabling the
identification of significant patterns and correlations.

e (Qualitative: A thematic analysis will be conducted on the qualitative data gathered from case studies. This
process will involve coding the data to identify key themes and patterns in brand responses and consumer
perceptions. The analysis will focus on understanding how brands’ actions during crises are perceived by
consumers and the impact of these perceptions on brand loyalty and trust.

This mixed-method approach, integrating both quantitative and qualitative data, will provide a holistic understanding

of the impact of social crises on brand perception and consumer trust, ultimately informing best practices for crisis
communication in the marketing field.

4, Results

4.1. Quantitative Results

The quantitative analysis revealed significant relationships between crisis type, response strategy, and brand
perception. Through regression models and correlation analysis, we found that:

e (risis Type and Brand Perception: Crisis type was a significant predictor of brand perception, with product-
harm crises showing a stronger negative impact on brand perception compared to social crises. This finding
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aligns with previous studies by Laufer and Coombs (2006) that underscore the heightened consumer concern
and skepticism associated with crises directly impacting consumer safety.

e (Crisis Response Strategy and Consumer Trust: Certain response strategies, such as public apologies and
corrective action, were positively correlated with higher consumer trust levels. Specifically, brands that issued
promptand transparent apologies saw a statistically significantincrease in consumer trust (p <.05), supporting
the findings of Claeys et al. (2014). Conversely, denial and silence were linked to decreased consumer trust,
suggesting that these strategies may intensify negative perceptions.

o Impact of CSR on Consumer Trust: The analysis demonstrated a notable moderating effect of CSR initiatives
on consumer trust across various crisis types. Brands with robust CSR reputations experienced less trust
erosion during a crisis, as indicated by higher trust levels in ANOVA tests (F-value significant at p <.05). This
result supports the research of Hegner et al. (2016), highlighting CSR's buffering effect on brand trust during
challenging periods.

4.2. Qualitative Insights

The qualitative analysis of case studies provided additional depth, showcasing the varying effects of crisis response
strategies on consumer perceptions and brand trust:

o Successful Crisis Responses: Brands like Johnson & Johnson, which responded to the Tylenol tampering crisis
with decisive action and a strong safety-first approach, continue to be cited positively by consumers. Feedback
analysis revealed themes of trust and responsibility, with consumers noting that prompt responses and
prioritization of consumer safety significantly improved their perception of the brand (Coombs, 2007).

o Unsuccessful Crisis Responses: Case studies of brands employing silence or denial, such as the BP oil spill,
revealed recurring themes of mistrust and disappointment. Consumers expressed frustration over the lack
of accountability, which led to prolonged damage to brand reputation. The data suggest that these themes
correlate with decreased brand loyalty, as observed in studies by Crijns et al. (2017).

e Consumer Feedback on CSR during Crises: Thematic analysis of consumer comments on CSR initiatives
showed positive sentiment when CSR was authentically integrated into crisis communication. Consumers
frequently referenced transparency and long-term commitment as essential to regaining trust, echoing
Lafferty's (2007) emphasis on CSR credibility.

4.3. Comparative Analysis

A comparative analysis of the case studies highlighted notable trends and differences in consumer trust based on
response strategy and crisis type:

e Trends across Crisis Types: Product-harm crises generally required corrective action to restore consumer
trust effectively, while ethical crises benefitted most from transparency and CSR reinforcement. This aligns
with Utz et al.’s (2013) findings that consumers react more favorably to proactive and transparent approaches
in ethical crises.

o Differences by Response Strategy: Apology-based responses were most effective for all crisis types except
for ethical crises, where CSR-based actions were equally important. In contrast, the denial strategy
consistently underperformed across all crisis types, as consumers viewed it as an evasion of responsibility,
reinforcing the negative sentiment (Coombs, 2006).

The findings across these cases demonstrate that crisis response effectiveness varies by crisis type and is enhanced
by CSR efforts. Brands that integrated CSR authentically within their crisis response saw more favorable consumer
reactions, particularly when their actions aligned with consumer expectations of accountability and empathy during the
crisis.

5. Discussion

5.1. Interpretation of Findings

The study's findings reveal critical insights into how brands can navigate social crises by strategically employing
response tactics to mitigate damage to consumer trust and brand perception. Key theories, such as Situational Crisis
Communication Theory (SCCT) and Attribution Theory, were supported by data showing that the effectiveness of crisis
response strategies varies significantly depending on the crisis type. SCCT’s propositions that responsibility attribution
influences public perception were evident, as apologies and corrective action positively impacted brand trust across
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most crisis types. In particular, product-harm crises demonstrated a stronger recovery effect when brands quickly
adopted corrective action, underscoring Coombs' (2006) findings on effective crisis management through
accountability.

The comparative analysis highlights that apologies were especially impactful for trust restoration in ethical crises,
where consumers valued transparency and honesty, reinforcing findings by Claeys et al. (2014). On the other hand,
denial or silence strategies further damaged trust, indicating that such responses intensify negative consumer
perceptions rather than ameliorate them. These findings support Attribution Theory, which emphasizes the need for
brands to demonstrate accountability to recover consumer trust during crises where the brand’s role is scrutinized.

5.2. The Role of CSR and Authenticity

A significant theme that emerged from this research is the role of Corporate Social Responsibility (CSR) as a
stabilizing factor during crises. CSR initiatives that were perceived as genuine helped soften consumer responses,
supporting Hegner et al.'s (2016) conclusions on the buffering effect of CSR in crisis situations. Authenticity in CSR was
vital consumers responded more positively to brands with established CSR initiatives, particularly when these
initiatives were consistent with the brand’s values and aligned with its crisis response. This finding reinforces Signaling
Theory, which posits that consumers assess the credibility and authenticity of a brand’s values based on observable
actions. Brands with a history of social responsibility signaled reliability and ethical consistency, which helped mitigate
negative consumer responses during crises.

Additionally, the perceived authenticity of CSR actions directly influenced consumer trust, highlighting that CSR cannot
be a purely performative strategy. Consumers scrutinize the congruence between a brand’s crisis response and its
established values, as suggested by Lafferty (2007). This authenticity is particularly important in ethical and social
crises, where consumers expect brands to act in a way that aligns with broader societal values.

5.3. Implications for Brands and Marketers

The findings of this study carry essential implications for brand managers and marketers tasked with designing crisis
response strategies:

o (Crisis-Specific Response Strategies: Brands should tailor their responses based on the type of crisis and the
level of responsibility attributed to them. For example, in product-harm crises, corrective actions that directly
address consumer safety concerns are vital for restoring trust. Ethical crises, however, benefit more from
transparent communication and apologies to address moral concerns.

e Importance of CSR in Crisis Management: Establishing and consistently engaging in CSR efforts prior to a
crisis provides a buffer that can protect the brand when adverse events arise. This research underscores the
value of authentic, long-term CSR initiatives, which build trust over time and enhance consumer loyalty even
amid crisis situations. Authentic CSR efforts, such as supporting local communities or committing to sustainable
practices, become particularly influential in retaining consumer trust during environmental or social crises, as
they align with public sentiment on social responsibility.

e Strategic Communication and Alignment with Brand Values: Crisis communication should reflect the
brand’s established identity and values. Brands with a reputation for openness and social responsibility are
expected to communicate transparently and address the crisis directly. This consistency helps maintain
consumer trust, as brands that align their crisis response with core values and CSR commitments are perceived
as more trustworthy.

e Avoiding Counterproductive Strategies: Silence, denial, or defensive responses consistently correlate with
diminished brand trust. Brands should avoid these strategies as they often come across as evasive or lacking
accountability, which consumers interpret negatively (Crijns et al, 2017). Instead, proactive engagement,
transparency, and genuine corrective action reinforce consumer loyalty, even in challenging circumstances.

6. Conclusion

6.1. Summary of Findings

This study underscores the complex dynamics between social crises, brand perception, and consumer trust. Findings
highlight that crisis type and response strategies significantly impact brand perception, with transparent
communication, accountability, and corrective actions being particularly effective in sustaining consumer trust during
crises. Corporate Social Responsibility (CSR) emerged as a vital moderating factor, as brands with authentic, long-term
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CSR initiatives retained consumer trust more effectively than those perceived as opportunistic. The role of perceived
authenticity in CSR and the consistency of crisis responses with brand values were shown to positively influence
consumer reactions, aligning with theories like Situational Crisis Communication Theory (SCCT) and Attribution
Theory, which emphasize accountability and transparency in crisis management.

6.2. Contribution to Literature

This research contributes to the crisis communication literature by examining how social crises uniquely influence
brand perception and consumer trust, differentiating between crisis types and response strategies. By incorporating
CSR as a moderating factor, this study adds depth to existing theories, including SCCT and Attribution Theory, offering
insights into the importance of authenticity and consistent brand values during crises. The findings align with and
extend previous studies by highlighting CSR as a vital component that enhances consumer trust when managed
genuinely, a factor that has been underexplored in crisis communication research.

6.3. Limitations and Future Research

o Limitations: This study faces limitations that may affect the generalizability of findings. For instance, the
sample may be influenced by demographic biases, such as age, cultural background, or regional differences,
which could limit the applicability of the results to diverse consumer populations. Furthermore, the study
primarily focuses on established social media platforms, which may overlook the impact of rapidly evolving
digital spaces that are gaining influence in crisis communication.

e Future Research Directions: Future research could explore the influence of emerging digital platforms like
TikTok and decentralized social media channels on crisis response and brand perception. Given the
increasingly globalized consumer base, studies could also examine cultural or demographic variables such as
age, socioeconomic status, and cultural values that may affect consumer responses to crisis management
strategies. Additionally, the role of artificial intelligence (Al) in enhancing or hindering crisis communication
could be studied, as Al-driven content moderation and personalized communication approaches offer new
dimensions in crisis management.

This study lays a foundational understanding of the complex relationship between crisis type, response strategy, CSR,
and consumer trust, providing brands with actionable insights for more resilient crisis communication strategies in the
face of evolving social challenges.

Compliance with ethical standards

Disclosure of conflict of interest

No conflict of interest to be disclosed.

References

[1]  Cho, S, Gower, K. K., & Dowling, R. (2006). An integrated approach to crisis communication in the public sector:
Enhancing the contribution of research and theory. Public Relations Review, 32(2), 140-142.

[2]  Claeys, A.-S., Cauberghe, V., & Vyncke, P. (2014). Restoring reputations in times of crisis: An experimental study
of the Situational Crisis Communication Theory and the moderating effects of locus of control. Public Relations
Review, 40(3), 341-343. https://doi.org/10.1016/j.pubrev.2014.03.006

[3] Coombs, W.T. (2006). The protective powers of crisis response strategies: Managing reputational assets during
a crisis. Journal of Promotion Management, 12(3-4), 241-260. https://doi.org/10.1300/J057v12n03_05

[4] Coombs, W.T. (2007). Protecting organization reputations during a crisis: The development and application of
situational  crisis communication theory. Corporate Reputation Review, 10(3), 163-176.
https://doi.org/10.1057 /palgrave.crr.1550035

[5] Coombs, W. T., & Holladay, S. J. (2002). Helping crisis managers protect reputational assets: Initial tests of the
situational crisis communication theory. Management Communication Quarterly, 16(2), 165-186.
https://doi.org/10.1177/0893318902162004

[6] Coombs, W. T, & Holladay, S. ]. (2008). Comparing apology to equivalent crisis response strategies: Clarifying
apology’s role and value in crisis communication. Public Relations Review, 34(3), 252-257.
https://doi.org/10.1016/j.pubrev.2008.05.002

533



[10]

[11]

[12]

International Journal of Science and Research Archive, 2024, 13(02), 527-536

Crijns, H., Cauberghe, V., Hudders, L., & Claeys, A. S. (2017). How to deal with online consumer comments during
a crisis? The impact of proactive versus reactive webcare interventions on brand trust. Computers in Human
Behavior, 75, 619-631. https://doi.org/10.1016/j.chb.2017.05.022

Hegner, S. M., Beldad, A. D., & Tan, P. ]. (2016). Incorporating CSR into crisis response strategies to strengthen
stakeholder trust: Insights from an experimental study in the context of reputation management. Public Relations
Review, 42(5), 909-919. https://doi.org/10.1016/j.pubrev.2016.06.006

Kim, ], Avery, E. ]., & Lariscy, R. W. (2009). Are crisis communicators practicing what we preach? An evaluation
of crisis response strategy analyzed in public relations research from 1991 to 2009. Public Relations Review,
35(4), 446-448. https://doi.org/10.1016/j.pubrev.2009.07.006

Lafferty, B. A. (2007). The relevance of fit in a cause-brand alliance when consumers evaluate corporate
credibility. Journal of Business Research, 60(5), 447-453. https://doi.org/10.1016/j.jbusres.2006.12.008

McDonald, L. M., Sparks, B., & Glendon, A. I. (2010). Stakeholder reactions to company crisis communication and
causes. Public Relations Review, 36(3), 263-271. https://doi.org/10.1016/j.pubrev.2010.02.002

Utz, S., Schultz, F., & Glocka, S. (2013). Crisis communication online: How medium, crisis type, and emotions
affected public reactions in the Fukushima Daiichi nuclear disaster. Public Relations Review, 39(1), 40-46.
https://doi.org/10.1016/j.pubrev.2012.09.004

Appendix A: Survey Instrument

Survey Title: Consumer Attitudes Towards Brands During Social Crises

Introduction:

This survey aims to assess consumer perceptions of brands during recent social crises, including the COVID-19
pandemic and various environmental disasters. Your participation is vital for understanding how these events
influence brand trust and consumer behavior. All responses will remain confidential and will be used solely for
academic research purposes.

Instructions: Please answer the following questions based on your experiences and opinions. Select the most
appropriate response for each question.

Section 1: Demographic Information

Age
o 18-24
o 25-34
o 35-44
o 45-54
o 55-64
o 65+
Gender
o Male
o Female

o Non-binary
o Prefer not to say

Location:
o Urban
o Suburban
o Rural

Education Level:

o High School
Associate Degree
Bachelor’s Degree
Master’s Degree
Doctorate

O O O O

Section 2: Brand Trust and Perception

Brand Trust Assessment: On a scale of 1 to 5, how much do you trust the following brands during a crisis?
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o Nike:
o (Notatall)
o (Somewhat)
o (Neutral)
o (Trustworthy)

o (Completely trustworthy)
e  Unilever:

o (Notatall)
(Somewhat)
(Neutral)
(Trustworthy)
(Completely trustworthy)

O O O O

Perceived Responsiveness: How would you rate the responsiveness of these brands during crises?

e Nike:

Very Unresponsive
Unresponsive
Neutral
Responsive

Very Responsive
Unilever:

Very Unresponsive
Unresponsive
Neutral
Responsive

Very Responsive

O O O O 0O O O O O 0 0

Section 3: Changes in Brand Perception

Impact of Crisis on Brand Perception: Has your perception of the following brands changed due to their responses
during the crisis?

e Nike:
o Yes
o No

o Ifyes, please explain how:
e  Unilever:

o Yes

o No

o Ifyes, please explain how:

Brand Communication and Trust: How important is it for a brand to communicate effectively during a crisis?

Not Important
Somewhat Important
Neutral

Important

Very Important

Open-Ended Question: In your opinion, what actions could brands take to improve their crisis communication?

Thank you for your participation! Your insights are invaluable for our research.
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Appendix B: Case Study Documentation

Case Study 1: Nike’s Response to the COVID-19 Pandemic

Overview of the Crisis: The COVID-19 pandemic presented unprecedented challenges for businesses worldwide,
including Nike. The brand faced criticism and scrutiny over its supply chain practices and workforce management
during lockdowns.

Brand Response Strategy: Nike employed various communication strategies, including a series of heartfelt
advertisements emphasizing community support and resilience. The company also implemented initiatives such as
donating masks and apparel to healthcare workers.

Media Responses:

Article 1: Smith, J. (2020). "Nike's Community Response During COVID-19." The Marketing Journal. This article
highlights Nike’s efforts to support frontline workers and its pivot towards online sales.

Article 2: Brown, A. (2020). "Brand Resilience in the Face of Crisis: Nike’s Strategy." Business Review. This piece
discusses how Nike’s messaging resonated with consumers.

Social Media Reactions:

Twitter: “@Nike’s commitment to supporting healthcare workers during the pandemic has made me trust the brand
more than ever! #NikeCares”

Instagram: Posts from users showcasing Nike’s donations to hospitals received significant engagement, indicating
positive public sentiment.

Consumer Comments: Qualitative feedback gathered from online forums revealed that many consumers appreciated
Nike’s transparency and willingness to adapt during the crisis, enhancing brand loyalty.

Case Study 2: Unilever’s Response to Environmental Crises

Overview of the Crisis: Unilever faced significant scrutiny due to its environmental impact, particularly regarding
plastic waste and deforestation linked to its product sourcing. The brand had to navigate these challenges while
maintaining consumer trust.

Brand Response Strategy: Unilever launched campaigns focusing on sustainability, pledging to reduce plastic usage
and improve supply chain transparency. They also highlighted their corporate social responsibility (CSR) initiatives to
reinforce their commitment to environmental stewardship.

Media Responses:

Article 1: Green, L. (2020). "Unilever's Sustainable Transformation: A Case Study." Environmental Business Review. This
article details Unilever’s initiatives and their impact on brand perception.

Article 2: White, K. (2020). "Crisis Management in Sustainability: Unilever's Approach." Corporate Sustainability
Journal. This piece examines the effectiveness of Unilever’s communication strategies during the environmental crisis.

Social Media Reactions:
Facebook: “I admire how @Unilever is taking steps to reduce its plastic footprint. It gives me hope for a better future!”

LinkedIn: Posts regarding Unilever’s sustainability commitments attracted attention from industry professionals,
enhancing the brand's credibility.

Consumer Comments: Feedback from consumers indicated that many valued Unilever’s proactive stance on
sustainability, viewing it as a significant factor in their purchasing decisions
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