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ABSTRACT
Diabetes mellitus is a chronic metabolic disorder characterized by hyperglycemia, affecting millions globally. Traditional medicinal plants, like Chrysophyllum albidum (African star apple), have been used for their purported health benefits, including anti-diabetic properties. This study investigates the anti-diabetic effects of Chrysophyllum albidum on alloxan-induced diabetic rats, providing scientific validation for its traditional use.An experimental study using a randomized control trial design was conducted with male Wistar rats. Diabetes was induced by a single intraperitoneal injection of alloxan monohydrate (150 mg/kg body weight). Rats were divided into five groups: normal control, diabetic control, diabetic treated with standard drug (metformin), diabetic treated with low dose Chrysophyllum albidum extract, and diabetic treated with high dose Chrysophyllumalbidum extract. Chrysophyllum albidum leaves were collected, authenticated, air-dried, powdered, and extracted using methanol or ethanol. Phytochemical analysis of the extracts was performed using qualitative and quantitative methods and High-Performance Liquid Chromatography (HPLC). Blood glucose levels were measured at baseline and at weekly intervals over 21 days. Insulin levels were measured using an ELISA kit, and pancreatic tissues were examined histopathologically.The phytochemical analysis revealed the presence of alkaloids (15.2 mg/g), flavonoids (10.8 mg/g), tannins (5.6 mg/g), terpenoids (2.3 mg/g), and phenols (20.1 mg/g). The diabetic control group exhibited significantly higher blood glucose levels and lower insulin levels compared to the normal control group. Both low and high doses of Chrysophyllumalbidum extracts significantly reduced blood glucose levels and improved insulin levels in diabetic rats, with the high dose showing results comparable to the standard drug metformin. Histopathological examination indicated improved pancreatic beta-cell regeneration in Chrysophyllumalbidum-treated groups. Chrysophyllumalbidum exhibits significant hypoglycemic and insulinotropic effects in alloxan-induced diabetic rats, validating its traditional use as an anti-diabetic remedy. Further studies are warranted to explore its therapeutic potential in human diabetes management.
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Brand reputation stands as the cornerstone of organizational success. It is the benefit, advantage and the attractive force which brings in customers. Dowling (1997) posits that brand reputation is important for generating trust in products, making them different, relevant, and with high esteem, ultimately leading to a high corporate reputation. Organizations are cognizant of the pivotal role brand perception plays in consumer decisions, and as result, they meticulously safeguard their reputations. However, in the unpredictable terrain of the business world, crises are inevitable. Mzyece (2020) asserts that crisis situations are sudden and unexpected events that inherently reputational threat for organizations. These crises may impact brand reputation by affecting consumer behaviour, and shaping media image perceptions (Walter & Mair, 2019). In the digital-age where information travels at unprecedented speeds, unaddressed crises can escalate into negative narratives among consumers, and significantly jeopardize the hard-earned goodwill and reputation an organization has built over the years.
Dowling (1997) rightly observes that one of the ways in which a high corporate reputation is achieved is through strategic communication. Jurisova and Piatrov (2022) emphasizes the necessity for organizations to effectively manage communication during crises to maintain a good reputation, build a brand and increase their competitiveness in the market. Therefore,  organizations  must  proactively  address  issues  and  provide

14

transparent and timely information to the public to protect their reputation. This is where the pivotal role of social media comes to play. Social media is particularly important given that 56.8 per cent of the world’s 7.87 billion people use social media networks, regardless of age or internet access (Dean, 2023).
In Nigeria, report indicates that the country was home to 31.60 million social media users as of January 2023, representing 14.3 percent to the total population (DataReportal, 2023). Major social media platforms include Facebook, Twitter, WhatsApp, Instagram, and YouTube. The World of Statistics (2023) ranked Nigeria the number one country who spent more time on social media. The ranking indicates that Nigerians spent an average of four hours, twenty minutes (04:20) of their time on social media daily. Thus, social media can serve as a platform for organizations to engage with the public during crises to mitigate potential damage to their brand reputation. The benefits of leveraging on social media during crises extend beyond speed, but also enhance transparency, accessibility, and direct engagement with target audience. Rukhila (2023) posits that social media can be a double edged sword. On the one hand, it can be incredibly effective at spreading negative comments about a brand, while on one the other hand, it can protect brands reputation as it provides a direct line of communication for customers to share their experiences with products or services.
Onuorah, Ojiaku and Olise (2022) highlights social media as an effective strategy for firms to communicate with consumers. Ozioma (2023) notes that the social media frenzy has provided unique opportunities for consumers to

engage on the internet irrespective of differences in distance, time, race, culture or background. Research also indicate that social media tools has a significant impact on managing brand reputation, as it allows for greater social influence and fast-changing trends (Basdras & Ntalianis, 2019; Gangananda et al., 2022). Strong social media brand reputation can attract new customers and business partners, retain existing customers, enhance brand recognition and build trust (Rukhila, 2023). Therefore, it is imperative for organizations to embrace social media in managing brand reputation in the face of crises. Against this backdrop, this study seeks to examine the impact of social media in managing brand reputation during crisis situations with focus on Tuyil Pharmaceutical Industries Limited.
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Maintaining brand reputation is pivotal for the survival and growth of any organization. However, inevitable moments of crises in businesses and customers can elicit negative reactions or comments, posing a significant threat to the products or services of such organization. Such crises if not properly managed, has repercussions which can be disastrous, and potentially result in the erosion of the image reputation of the organization. In this digital age, organizations, including Tuyil Pharmaceutical Industries Limited face the challenges of managing their brand reputation amidst crises. The instantaneous and widespread nature of social media can significantly exacerbate or alleviate the impact of crises on brand’s reputation. This study therefore seeks to examine how the use of social media can contribute to shaping brand reputation in such crisis situations.

	[image: ]
The aim of this study is to examine the impact of social media in managing brand reputation during crisis situations with focus on Tuyil Pharmaceutical Industries Limited. The specific objectives are:
1. To identify the various social media tools utilized by Tuyil Pharmaceutical Industries Limited.
2. To examine the strategies employed by Tuyil Pharmaceutical Industries Limited in managing its brand reputation on social media during crisis situations.
3. To evaluate the impact of social media utilization on the brand reputation of Tuyil Pharmaceutical Industries Limited during crisis situations.
[image: ]

The following research questions were raised to guide the study:
1. What are the social media tools used by Tuyil Pharmaceutical Industries?
2. How does Tuyil Pharmaceutical Industries Limited manage its brand reputation on social media during crisis situations?
3. What impact does the utilization of social media have on the brand reputation of Tuyil Pharmaceutical Industries Limited during crisis situations.
[image: ]
This study focuses on the impact of social media in managing the brand

reputation of Tuyil Pharmaceutical Industries Limited. Tuyil Pharmaceutical Industries Limited is one of the recognized indigenous drug manufacturing company which is fully approved by the National Agency for Food and Drugs Administration and Control (NAFDAC). The industry is located in Ilorin, Kwara State, Nigeria.
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Studies have explored the effects of social media on business and organizations (Mzyece 2020; Ozioma, 2023). However, none of the studies focused on the impact of social media in managing the brand reputation of organizations during crises. This current study addresses that notable gap in the existing research by focusing on the impact of social media on managing brand reputation during crises. The significance of this study therefore lies in its potential to offer valuable insights and understanding into how social media tools can be used to manage the brand reputation of organizations amidst crisis. The findings from this study will be of benefit to organizations in both the public and private sector in Nigeria, policy makers in the communication sector, the public and academic community.
Firstly, the findings of this study will increase the awareness of organizations about the important role of social media. It will empower the management of organizations to leverage on social media to protect and boost their online reputation, which will ultimately enable them achieve their target results. Secondly, the outcome of this research will provide valuable insights for policy makers in the communication sector. The findings of the study and recommendations can influence the formulation of policies, which can

eventually contribute to social and economic development of the country. Thirdly, this study holds significance to consumers. The findings will highlight social media as a potential platform for them channel complaints about defective products which will foster a more transparent and responsive relationship between consumers and organizations. Finally, this study will contribute to the body of existing knowledge. It will useful to academic, student, and also serve as a guide to researchers interested in exploring the impact of social media in the brand reputation of other organizations during crises.


Brand Reputation: A brand is a product or service that has unique and features that can distinguish it from other competitors with similar product or service. Brand reputation therefore refers to the perception and evaluation of a brand by stakeholder, including customers, partners and the public. It encompasses perceived trustworthiness, credibility and the value associated with a brand.
Crises: Crises are crucial time or state of affairs which may lead to an undesirable outcome. It is an unexpected event or situation that may pose significant threats to the reputation of organizations, and also affect their relationship with the public. These crises can be external or internal and requires immediate and strategic responses from the affected organization.
Social Media: Social media comprises online platforms and technologies that facilitate the exchange or information of ideas or information. Examples of social media are Twitter, Facebook, WhatsApp, Instagram, and LinkedIn.
Social media can be a useful tool for organization to communicate during crises.
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This chapter reviews the existing literature which are of relevance to the study. The chapter is divided into three sections: conceptual review, empirical review and the theoretical framework.
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Social media is a significant phenomenon in the 21st century because it is part of many people’s daily lives. The term social media is used to describe various networking instruments and technologies that uses the internet as a tool for communication, collaboration, and creative expression (van Djick, 2013). In a similar vien, Goff (2013) views social as a set of technologies and tools used to enable the formation of online communities with the goal or productive collaboration and communication. Hence, social media builds on the technological foundations to allow users to connect, as well as to produce and exchange user-generated content.
The history of social media can be traced back to the 1970’s with the advent of the Bulletin Board System (BBS), the first social networking site that allowed users to log on, interact with one another, connect, share messages and exchange file (Dhingra & Mudgal, 2019). UseNet, one of the oldest computer network communications systems was also initiated in the year 1979. It introduced newsgroups as discussion forums which allowed the

users to exchange user-generated content. It also served as a prominent source of consumer information (Bickart & Schindler, 2001). In the 1990’s internet forums gained popularity which enabled users to discuss various topics. This development led to the launch of Six Degrees in 1997, which was considered the first recognizable social media site. It allows users to create profiles and connect with friends (Winder, 2007). Six Degrees offered multiple features on a single site for the first time and it advertised itself as a tool using which the users may connect with each other and send messages (Dhingra & Mudgal, 2019).
Various remarkable developments were also witnessed in the field of social media since 2000 onwards. This development started with the introduction of Friendster in 2002, introduced the concept of connecting with friends online, followed by LinkedIn which focuses on professional networking in the same year. LinkedIn was founded as a networking site for career-minded- professionals. It remains a social media site of choice for job seekers as well as human resources managers searching for qualified candidates (Maryville, 2020). Myspace, a major social media platform emerged in 2003, followed by the launch of Facebook in 2004. Facebook was initially an “Harvard only site” but eventually opened up for high school students and then to those older than 13 years of age (Boyd, 2007). It was launched by Mark Zuckerberg who was a student of Harvard at that time (Maryville, 2020). Therefore, Facebook was initially for college students, but its success led to a broader user base.
The development of YouTube in 2005 revolutionized video sharing. Furthermore, Twitter, a micro-blogging was introduced in 2006 to allow users

share short updates. However, by 2006, Facebook and Twitter, both became widely available to the users across the world and continued to be among the most popular social networking sites. Subsequent years brought niche- specific social networking sites like Pinterest, Foursquare, Tumblr and Spotify catered to specific niches (Hendricks, 2013). The introduction of Instagram in 2010 brought a focus on visual content with photo sharing. Snapchat was introduced in 2011 to popularize ephemeral messaging, with TikTok which was developed in 2016 gaining massive popularity. Therefore, throughout its history, social media has evolved from basic online communities to complex, multifunctional platforms that plays a central role in modern communication, information dissemination, and social interaction.
In less than a generation, social media has evolved from direct electronic information exchange to virtual gathering place, to retail platform, to vital 21st century marketing tool. The range of the features provided by different social media platforms means that most people are active on two or more social media sites. According to Primack et al. (2017), the use of multiple social media platforms is particularly prevalent among young adults, with the majority of this group using between 2 and 6 platforms daily.
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Brand reputation is the subjective qualitative belief a person has regarding a brand, person, product or service (Campbell, 2021). Kay (1995) recognizes reputation as a “distinctive capability” and considered it as the most important commercial mechanism for conveying information. Building a good reputation takes time and efforts, but once it is established, it can yield substantial

added value, particularly in markets where the quality of the product is immediately observable. Building a good reputation takes time and efforts. Wilcher (2022) submits that a company’s reputation consists of different parts, such as identity, and personality. Identity represents the public persona of the face organization, and comprises elements such as the name, logo, colours, typeface, and slogans that represent the company.
Brand reputation is an immediate picture of a brand based on the aggregated multiple images held by both its internal and external stakeholders over the years (Qalati, et al., 2019). Koh et al. (2009) state that brand reputation, in general, has the dominant impact on an organization’s value performance. Brand reputation is the customer opinion either positive or negative towards a particular brand. The factors which affects brand reputation include, product quality, product performances, product advertisement, and product publication (Soeryohadi, et al, 2020). Previous customer experiences, word of mouth, media publicity, and company public toward the brand are the factors impacting to brand reputations (Alam & Yasin, 2010). Word-of-mouth is a critical element that influences customer perceptions in brands (Amblee & Bui, 2008). In the context of the 21st century, electronic word-of-mouth is a major factor in shaping consumer perception of brands on social media. However, the negative feedbacks from the clients should not be ignored. Especially, as Lindeblatt (2014) claims, negative electronic word-of-mouth can be difficult to control due to its high speed and reach.
Reputation is exceptionally important for a brand, and is seen as something that must be defended. Shresta (2021) notes that in order to build up the

reputation of a brand, there needs to exist loyalty and trust towards the products and services associated with the said brand, as well as customer’s satisfaction which plays a major role in reinforcing positive brand reputation. Svoboda (2009) as cited in Dorcak et al, 2017) identified three dimensions of reputation, including primary reputation, secondary reputation and cyclical reputation. The secondary reputation is based on secondary sources such as media, word of mouth or self-perception. This type of contact is non-personal and is believed to be easily influenced by external elements either positively or negatively.
The growth of social media has enabled consumers to participate in co- creating marketing content and their sharing of experiences about companies, their brands and their corresponding products and services (Lindenblatt, 2014). Social media has played a significant role in developing and maintaining brands by facilitating direct communication with brands. Reputation is in part, a social concept according to Einwiller (2001), since information on a brand’s activity can be spread to one another via an information network, in contemporary terms, the social media. However, there are both positive and negative sides to building brand reputation on social media. Certain mistakes from the brand can hamper their reputation easily, while positive activities can be easily shared with millions of people via social media, which builds the reputation stronger.
Managing and developing brand reputation involves considering brand image as a crucial factor (Wijaya, 2013). Brand images acts as a guideline for

consumers that influences their use of product or service, which in turn results in a certain brand experience and depending on the experience, the reputation of the brand is updated in the minds of the consumers. In a sense, brand image influences reputation. Keeping in mind the adverse effects of negative electronic word-of-mouth (Lindenblatt, 2014; Amblee & Bui, 2008), companies and brand should also divide their attention to social media and their activities represented online to make sure that they are in line with the intended brand positioning and brand image.
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A study was conducted by Orji and Yabilsu (2018) to examine the impact of social media on brand equity and profitability in micro, small, and medium enterprises (MSMEs) in Nigeria. The study employs a survey method, and data were collected through questionnaire. The collected data were analysed using descriptive percentages, while the hypotheses were tested using the Kendall coefficient of concordance method. The findings of the study indicate that social media has significant impact on brand equity. The study also established that brand equity has a notable impact on the profitability of micro, small, and medium enterprises in Nigeria. Based on the findings, the study recommends that MSMEs should maintain regular activity on social media platforms to build relationships, ensure professionalism in their interactions with consumers, and improve their profitability.
Similarly, Myzcee (2020) examined the impact of impact of social media on crisis management in Zambia, with a specific focus on Vodafone Limited. The study adopts the Technology, Organization and Environment (TOE) approach

as its framework for analysis. A descriptive research design was used and data were collected through questionnaire and interview methods. The findings of the study revealed that false information on social media can damage a company’s reputation due to the speed and reach of online communication. However, findings also indicate social media can help an organization’s reputation. Based on the findings, the study recommends that organizations should prepare for any form of crisis that will help them identify issues before hand, and track and manage the crisis that could harm their reputation.
Yusuff and Odubanjo (2020) investigated the impact of social media marketing and human relations on brand loyalty within the Nigerian telecommunications industry, with the overarching goal of determining the significant effects of these factors. A survey research method was employed to gather data while representatives of customers of the telecommunications industry and social media users were selected for the study. The findings indicate that strategic advertising on social media platforms can positively influence customers, leading to increased brand loyalty within the Nigerian telecommunications industry. The findings suggest that strategic advertising on social media platforms can positively influence customers, leading to increased brand loyalty within the Nigerian telecommunications industry.
Onuorah et al. (2022) explores the impact of social media marketing on customer brand engagement within the banking industry. A quantitative design was employed, with data collected from 224 active followers of social

media pages belonging to commercial banks in Nigeria. The study revealed that three dimensions of social media marketing of entertainment, personalization, and electronic Word-of-Mouth (eWOM) positively and significantly impact customer-brand engagement in the banking sector. The study recommends that firms, especially in the banking industry, should design and develop content that is not only informative but also fun, exciting, and resonates with customers, and also customize contents based on individual’s interests. Additionally, the study recommends that firms should encourage customers to share their brand experiences on social media platforms.
In another study, Johansson and Hiltula (2021) examined the impact of social media marketing on brand loyalty and brand image within the sportswear industry. The study focus on brands like Oner Active, Gymshark and Better Bodies. The study employed quantitative approach where it gathered its data through questionnaires that was posted in community groups on Facebook. The findings revealed a positive influence of social media marketing on both brand image and brand loyalty, with entertainment and word of mouth activities having the highest impact. Additionally, the study established a positive correlation between increased brand image and enhanced brand loyalty. The implications suggest valuable insights for practitioners, emphasizing the significance of specific social media marketing activities in fostering brand loyalty and improving brand image in the sportswear industry.
The above literature provides valuable insights into the impact of social media
on various aspects such as brand equity, profitability, crisis management, brand loyalty, and image across different industries and regions. However, a notable gap exists in the literature. One of such gap is that none of the studies have explored how social media can be used to manage brand reputation during crises. This current study therefore seeks to fill this gap by examining the impact of social media in managing brand reputation during crisis situations with focus on Tuyil Pharmaceutical Industries Limited. The current study also differs from others in terms of specific industry (a pharmaceutical sector) and geographical coverage.
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This study adopts the ‘Reputation Management Theory’ as its theoretical framework. The theory revolves around the central idea that organizations strive to be seen as likeable and trustworthy in the digital realm. This involves protecting and enhancing their image, and preventing negative associations. According to Wilcher (2022), reputation management theory is primarily concerned with the idea of managing organizations online presence with the aim of controlling the perception of different stakeholders. The basic assumptions of the theory include governing how organizations engage and interact with the public, and also encompasses the positive and negative aspects of an organization’s reputation. Thus, the theory often focuses on brand perception, and how to improve it. It is viewed as a form of power that can be used to control how people see a brand and how its reputation can be controlled.
Reputation management theory serves as a guiding concept that informs the
process through which organizations takes charge of their online presence. It encompasses the practice of shaping public perception of a company by influencing online information about that entity. This proactive approach involves monitoring online mentions of an organization and addressing any information that may damage its reputation. Pineiro-Chousa, et al. (2016) notes that by addressing risks or crises which may harm their reputation, organizations can drive entrepreneurial sustainability. Morschheuser and Redler (2015) emphasizes the importance of reputation management in establishing, maintaining and strengthening a positive reputation. They note that positive reputation is considered a major intangible asset of organizations, as it contributes to their value creation and is also instrumental in building trust, commitment and lasting relationship.
The relevance of the reputation management theory to this study lies in its ability to provide insights and understanding into how social media can be effectively utilized to manage brand reputation during crisis. According to Coombs (2007), a crisis is an unforeseen event that disrupts an organization’s operations, and poses both financial and reputational threat. During crises, the potential for public perception to turn negative becomes heightened, especially in the era dominated by social media. With social media, crises can quickly escalate, and managing reputational damage becomes crucial. Pollak et al. (2019) submits that attempts to harm an organizations reputation may come from various sources including fierce competitors, dissatisfied customers, employees or clients.
Dawar and Pillutla (2000) emphasizes the critical role of an organisation’s



	
response in determining the impact on crisis on its brand, noting that an ambiguous response could worsen a crisis from the public’s point of view. However, effective and timely response can play a crucial role in mitigating the impact of a crisis on the organizations reputation. Bunting and Lipski, (2001) asserts that effective reputation management requires companies to develop a relationship with their online stakeholders, with very different characteristics from traditional top-down communication models.
Pollak et al. (2019) notes that the rapid onset of social media in the second half of the twentieth century has fundamentally changed the established principles of corporate practice in many areas. They argue that prior to the advent of social media, the reputation of business entities, or even individuals, was not only hard to build but also well-guarded. However, times have changed, and the flow of information has accelerated which makes reputation a fragile business asset. Dolle (2014) similarly underscores the shift in reputation management brought about by social media, and notes that the rise of social media has empowered organizations to control situations that can result in significant reputation damage which may have potential long- term consequences for the overall performance of the organization.
As a result of this paradigm shift, organisations are increasingly relying on social media as a reputation management strategy to effectively deal with crisis they face. The importance of managing public perception on social media and maintaining reputation has therefore transitioned from merely desirable, to absolutely necessary for business survival. Thus, the adoption of reputation management theory does not only serve as a guide for this study,

but also sheds light on how organizations like Tuyil Pharmaceutical Industries Ltd can leverage on social media to effectively manage their brand reputation during crises.
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This chapter explains the methodology and procedures used in this study. It entails the research design, population of the study, sample size and sampling techniques, research instrument, validity and reliability of the research instrument, and the method of data analysis.
[image: ]
The research design used for this study is the survey research design. Survey research is a systematic way of collecting data through questionnaire and interviews techniques from a sample or a total population, depending upon the size and composition of a population. Survey method was employed in this study so that findings can be generalized to the entire population.
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This study focuses on Tuyil Pharmaceutical Industries Ltd., situated at No 22 New Yidi Road, Ilorin Kwara State. The population of the study comprises the entire workforce of Tuyil Pharmaceutical Industries Ltd., with a total population of 1,080 staff. The target population of the study therefore includes staff from the Quality Control, Administrative, Marketing and Public Relations Departments. These four departments play a critical role in shaping and maintaining the overall image of the company. The Quality Control department is responsible for ensuring adherence standards and maintaining the quality of products. The Administrative department ensures compliance with regulations and maintain ethical standards, the Marketing department

positions the company in the market, while the Public Relations department ensure effective communication and build relationships, including through the use of social media.
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Sampling refers to the process of selecting a subset or representative group from a larger population, with the aim of making generalizations about the entire population. In this study, a combination of Stratified and Random Sampling techniques was employed to select the respondents. At the first stage, the industry was divided into strata based on departments; Quality Control, Administrative, Marketing, and Public Relations, while at the second stage, 25 respondents were randomly selected from each department to ensure fair representation. This brings the total number of respondents for this study to 100.
[image: ]

The instrument for data collection in this study is questionnaire. It is a close- ended questionnaire made up of two sections; Section A contains the socio- demographic characteristics of the respondents while Section B contains set of questions on the research questions which is used to achieve the research objectives of this study.
[image: ]
Validity involves collecting and analysing data to assess the accuracy of an instrument. The research instrument for this study were validated using content and face validity. The instrument was made available to the project supervisor  for  perusal,  critical  review  and  necessary  corrections.  The

suggestion and modifications were incorporated into the final draft of the instrument. The questionnaire was therefore administered to sample of 20 staff within the population but outside the sample to collect their responses, and the value of the reliability test of 0.73 was determined using Cronbach’s alpha.
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The responses from the questionnaire will be analysed using a combination of descriptive as well as statistical techniques. The findings will be presented through the use of tables, frequencies and percentages to provide a comprehensive and insightful representation of the data.
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This chapter presents the analysis and interpretation of the data collected during the field work. In other words, it presents the explanation of the results obtained in the study. It also discusses the major findings of the study.
[image: ][image: ]

[image: ][image: ]This section gives a detailed description of the socio-demographic characteristics of the respondents which include gender, age group, educational qualification, job position/role and years of experience. Out of the 100 questionnaires administered to the respondents, only 98 were returned and 2 not returned. Total number of 98 questionnaires retrieved was therefore used for analysis in this study.

	Gender
	Frequency
	Percentage

	Male
	51
	52.04%

	Female
Total
	47

[image: ]
	47.96%



Source: Field Survey, 2025
Table 4.1 shows the gender distribution of the respondents. It reveals that
52.04 of the respondents were male, compared to 46.76% female. This shows that both gender adequately participated in the study.
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	Age Group
	Frequency
	Percentage

	18-25
	13
	13.27%

	26-35
	25
	25.51%

	36-45
	37
	37.76%

	46-55
	14
	14.29%

	>56
	9
	9.18%

	Total
	
[image: ]
	




Source: Field Survey, 2025

The table above presents the age distribution of the respondents. It shows that the majority of the respondents fall within the age group of 36-45 (37.76%), followed by 26-35 (25.51%). This suggests that most of the respondents in this study were in the mid to late thirties.
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	Educational Qualification
	Frequency
	Percentage

	SSCE/O’Level
	6
	6.12%

	NCE/ND/Diploma
	15
	15.31%

	Bachelor’s Degree/HND
	43
	43.88%

	PGD
	16
	16.33%

	Master Degree
	18
	18.37%

	PhD
	-
	-

	Total
	98
	100%



Source: Field Survey, 2025

Table 4.3 highlights the Educational qualification of the respondents. It shows
that a large proportion, 43.88%, holds Bachelor’s Degree/HND. This is followed by those who possess a Master Degree (18.37%) and PGD (16.33%). This demonstrates that the respondents were well-educated, with a significant number holding tertiary educational qualifications.
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	Job Position/Role
	Frequency
	Percentage

	Executive
	12
	12.24%

	Manager
	16
	16.33%

	Supervisor
	14
	14.29%

	Officer
	56
	57.14%

	Total
	
[image: ]
	




Source: Field Survey, 2025

Table 4.4 indicates the job roles or position of the respondents in the Industry. It shows that those in the officer category constitute the majority (57.14%), followed by managers (16.33%), supervisor (14.29%), and executives (12.24%). This shows that the respondents were in different hierarchy in the Tuyil Pharmaceutical Industry Limited.
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	Years of Experience
	Frequency
	Percentage

	Less than 1 year
	4
	4.08%

	1-3 years
	10
	10.20%

	4-6 years
	25
	25.51%

	7-10 years
	32
	32.65%

	Above 10 years
	27
	27.55%



[image: ]Total

Source: Field Survey, 2025
Table 4.5 indicates the years of experience of the respondent. The years of experience of the respondents varies, with majority having 7-10 years of experience (32.65%), and 25.51% having 4-6 years of experience. This implies that the respondent who participated in this study was a mix of seasoned professionals who have adequate experience and those who are relatively new to the field. This provides a balanced perspective to the issue under investigation.
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	Familiarity with Social Media
	Frequency
	Percentage

	Highly Familiar
	89
	90.82%

	Moderately Familiar
	4
	4.08%

	Slightly Familiar
	5
	5.10%

	Not Familiar at all
	-
	-

	Total
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Source: Field Survey, 2025

Table 4.5 shows the level of familiarity of the respondents with social media. Finding reveal that majority of the respondents were highly familiar with social media (90.82%), followed by those who are moderately familiar (4.08%) and slightly familiar (5.10%). This shows that significant majority of the respondents are familiar with social media as an important tool for communication and networking, and they can therefore provide valuable insight into this research.





[image: ][image: ][image: ][image: ][image: ][image: ][image: ][image: ][image: ][image: ][image: ] What are the social media tools used by Tuyil Pharmaceutical Industries?


	Items
	Frequency
	Percentage

	Very active
	35
	35.71%

	Active
	47
	47.96%

	Less Active
Total
	16

[image: ]
	16.33%



Source: Field Survey, 2025

Table 4.7 shows the level of activity of Tuyil Pharmaceutical Industries Limited on social media. The table shows that majority of the respondents consider the Company to be active (47.96%), followed by 35.71% of the respondents who considered it very active and, 16.33% considered it less active. From this finding, it can be inferred that Tuyil Pharmaceutical Industries Ltd has a presence on social media.
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	Items
	Frequency
	Percentage

	Facebook
	48
	48.98%

	Twitter
	23
	23.47%

	Instagram
	6
	6.12%

	LinkedIn
	18
	18.37%



[image: ]YouTube	3	3.06% Total
Source: Field Survey, 2025

Table 4.8 presents the responses of respondents on the social media tools utilized by Tuyil Pharmaceutical Industries Limited. The finding shows that majority of the respondents, representing 48.98% agree that Facebook is the most used platform, while 23.47% indicate Twitter, 6.12% indicate Instagram, 18.37% indicate LinkedIn, and 3.06% indicate YouTube. This finding confirms that Tuyil Pharmaceutical Industries Limited have presence on various social media platforms, with Facebook being the most prominent among them.


	Items
	Frequency
	Percentage

	Daily
	19
	19.39%

	Weekly
	15
	15.31%

	Monthly
	21
	21.43%

	Occasionally
	23
	23.47%

	Rarely
	16
	16.33%

	Not used at all
	4
	4.08%

	Total
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Source: Field Survey, 2025

The table above shows the frequency of the activities of Tuyil Pharmaceutical Industries Limited on social media. Majority of the respondents indicates that the company engages on social media occasionally (23.47%), while 21.43% indicates monthly, 19.39%indicates daily, 16.33% indicates rarely, and 15.31%

indicates weekly. Only 4.8% of the respondents are of the view that the company does not engage on social media at all. Therefore, this finding indicates that Tuyil pharmaceutical limited occasionally engages on social media.
[image: ][image: ] How does Tuyil Pharmaceutical Industries Limited manage its brand reputation on social media during crisis situations?

	Items
	Frequency
	Percentage

	Transparency and openness
	27
	27.55%

	Apologizing and taking responsibility
	12
	12.24%

	Providing regular updates
	18
	18.37%

	Engaging with stakeholders
	15
	15.31%

	Showing the positive aspects of the company
Total
	26

[image: ]
	26.53%


Source: Field Survey, 2025

Table 4.10 presents the strategies adopted by Tuyil Pharmaceutical Industries Limited to protect its reputation on social media during crises. The majority of the respondents, representing 27.55% agree that the company used to be transparent and honest about issues during crises, while 26.53% notes that the company shows its positive aspects on social media during crisis. In addition, 18.37% of the respondents are of the view that the company provides updates and information to mitigate unexpected occurrences and rumors during crises. Also, 15.31% of the respondents opine that what the company does during crises situations is to engage with stakeholders, while

the minority are of the view that the company apologizes and takes responsibility. This finding shows that majority of the respondents agree that the strategies employed by Tuyil Pharmaceutical Industries during crises include, transparency and openness, providing regular updates, and showing the positive aspects of the company.
[image: ][image: ][image: ][image: ][image: ][image: ] [image: ] What impact does the utilization of social media have on the brand reputation of Tuyil Pharmaceutical Industries Limited during crisis situations.
	Items
	Frequency
	Percentage

	Yes
	74
	75.51%

	No
Total
	24

[image: ]
	24.49%



Source: Field Survey, 2025

Table 4.6 above presents the responses of respondents on whether Tuyil Pharmaceutical Industries Limited has experienced an improvement in brand reputation as a result of its social media efforts during crisis situations. The finding shows that majority of the respondents, representing 75.51% agreed that the company has seen significant changes in brand reputation due to the strategies it adopted on social media during crisis situation, while only 24.49% of the respondents disagreed with the assertion.

Items	Frequency	Percentage


	Significantly
	57
	58.16%

	Moderately
	33
	33.67%

	Slightly
	6
	6.12%

	Not at all
	2
	2.04%

	Total
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Source: Field Survey, 2025
Table 4.12 above shows the extent to which social media influences the public perception of Tuyil Pharmaceutical Industries Limited during crisis. The majority of the respondents, representing 58.16% are of the view that social media significantly influences the public perception of the company. 33.67% of the respondents indicates that social media plays a role, but its impact is moderate, while 6.12% of the respondents agree that social media slightly influence public perception of the company during crisis, and 2.04% believes that it does not at all. This finding show that majority of the respondents agree that social media significantly influences the public perception of Tuyil Pharmaceutical Industries during crisis.


	Items
	Frequency
	Percentage

	Very crucial
	61
	62%

	Crucial
	22
	22%

	Slightly crucial
	15
	15%

	Not crucial
	1
	1%

	Total
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Source: Field Survey, 2025


The above table shows the responses of respondents on the role of social media in shaping the brand reputation of Tuyil Pharmaceutical Industries during crises. The table shows that significant majority of the respondents (62%) believe that social media plays a very crucial role in shaping the brand reputation of the company during crises, followed 22% who consider social media to be crucial in shaping brand reputation during crises. On the other hand, 15% of the respondents are of the view that social media has a lesser impact, while only 1% of the respondents indicated ‘not crucial’. This finding indicates that majority of the respondents are of the opinion that social media plays a critical role of in shaping the brand reputation of Tuyil Pharmaceutical Industries during crises.

 [image: ]


This study examined the impact of social media in managing brand reputation during crisis situations with focus on Tuyil Pharmaceutical Industries Limited. Three (3) research questions were raised to give the study area of direction and focus. Related literature was reviewed in line with the study objectives and the Reputation Management Theory was adopted to guide the study. The study employed survey research design, and the study population comprises Tuyil Pharmaceutical Industries Ltd staff. Stratified and random sampling techniques were utilized. The industry was divided into strata of four (4) departments namely, Quality Control, Administrative, Marketing, and Public Relations. Thereafter, 25 respondents were randomly selected from each department to ensure fair representation. This brings the total number of respondents for this study to 100.
Data for this study was collected through a close-ended questionnaire comprising two sections. Section A contains the socio-demographic characteristics of the respondents, while Section B contains set of questions on the research questions which is used to achieve the research objectives of this study. The questionnaire was validated by the project supervisor, and had a reliability coefficient of 0.73 determined through Cronbach’s alpha. The responses from the questionnaire were analyzed using a combination of descriptive as well as statistical techniques. The findings were presented through the use of tables, frequencies and percentages to provide a

comprehensive and insightful representation of the data.

The finding of the study reveals that Tuyil Pharmaceutical Industries is active on social media, with Facebook being the most utilized social media platform. However, the industry’s social media activity varies, with occasional updates being most prevalent among the respondents. Findings also show that the company prioritizes honesty, consistent communication, and maintaining a positive brand image to effectively navigate challenging situations on social media platforms. It was also revealed that the social media efforts of Tuyil Pharmaceutical Industries Limited have a positive effect on its brand reputation and public perception during crisis situations.
[image: ]

This study sheds light on the significance of social media in shaping the brand reputation of Tuyil Pharmaceutical Industries during crises. This finding indicates that social media plays a critical role of in shaping the brand reputation of the industry during crises. The study underscores the importance of a proactive and strategic approach to social media management for enhancing brand resilience and perception amidst challenging circumstances. The study concludes that by prioritizing transparency, consistent communication, and engagement with stakeholders, the industries can effectively leverage social media to safeguard and strengthen its reputation during challenging times.
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Based on the findings of the study, the following recommendations are made;

1. The industry should develop a social media plan aligns with their goals and objectives to build a strong brand reputation.
2. There is need to regularly monitor social media channels for any mentions or discussions about Tuyil Pharmaceutical Industries Limited and promptly address any negative feedback or misconceptions to protect and enhance the brand’s reputation.
3. The industry need to actively engage with customers by responding to comments, messages, and reviews on social media. This will increase awareness for their brand, and help in improving their products based on feedback.
4. The industry should be professional in their dealings with consumers.
This will reflect positively on the brand.
5. Those managing the industry’s social media platforms should undergo training, self-study and workshops to improve their technical knowhow on social media. This will enhance their overall efficiency and possibly measure them with their counterparts.
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Dear Respondents,
I am a Higher National Diploma (HND) student of Mass Communication in the Department of Mass Communication, Kwara State Polytechnic, Ilorin, Kwara State. I am presently carrying out a research on the topic “Impact of Social Media in Managing Brand Reputation in Crises: A Case Study of Tuyil Pharmaceutical Industries Limited”. I hereby solicit for your kind co-operation by filling this questionnaire appropriately. All information provided herein will be treated with utmost confidentiality.
Demographic Characteristics of the Respondents
[image: ]

1. Gender:
a) Male	[	]	(b) Female	[	]


	2. Age Group: (a) 18-25 [
	]	(b) 26-35 [
	]
	(c) 36-45 [
	]

	(d) 46-55 [	]
	(e) >56 [	]
	
	
	




3. Educational Qualification:	(a) SSCE/O’Level [	] (b) NCE/ND/Diploma [ ]
(c) Bachelor Degree/HND [	]	(d) PGD [	]
(d) Master Degree [	]	(e) PhD [	]

	4. Job Position/Role:
	
	(a) Executive [
	]
	(b) Manager []

	(c) Supervisor [
	]
	(d) Officer [	]
	
	


5. Department:
(a) Quality Control [ ] (b) Administrative [ ] (c) Marketing [ ]
(d) Public Relations [ ]

6. Years of Experience in Tuyil Pharmaceuticals Industries Limited:
(a) Less than 1 year [	]	(b) 1-3 years [	]	(c) 4-6 years [	]

(d) 7-10 years [	]	(e) Above 10 years [ ]
7. Familiarity Social Media: (a) Highly Familiar [	] (b) Moderately Familiar [	]
(c) Slightly Familiar [	]	(d) Not Familiar at all [	]

[image: ] Research Questions
8. To what extent is Tuyil Pharmaceutical Industries Limited active on social media?
(a) Very active [   ]	(b) Active [  ]	(c) Less Active [   ]

9. Which social media platform is regularly used by Tuyil Pharmaceutical

	Industries
	Limited?
	

	(a) Facebook
	[  ]	(b) Twitter [	]
	(c) Instagram [
	]

	(d) LinkedIn [
	]	(e) YouTube [	]
	
	



10. How frequently does Tuyil Pharmaceutical Industries engage on social media platforms?
	(a) Daily [
	
	]
	(b) Weekly [  ]
	(c) Monthly [
	] (d) Occasionally []

	(e) Rarely [
	]
	
	(f) Not used at all [
	]
	



11. Which strategy does Tuyil Pharmaceutical Industries adopt to protect its reputation on  social media in times of crisis?
(a) Transparency and openness [ ]  (b) Apologizing and taking responsibility [  ]   (c) Providing regular updates   [  ]  (d)   Engaging with stakeholders [ ]
(e) Showing the positive aspects of the company

12. Has Tuyil Pharmaceutical Industries experienced an improvement in brand reputation	as a result of its social media efforts during crisis situations?
(a) Yes	[  ]  (b) No	[  ]

13. To what extent do you think social media positively influences the public perception of	Tuyil Pharmaceutical Industries during a crisis?
(a) Significantly	[  ]	(b) Moderately [	]
(c) Slightly	[	]	(d) Not at all [	]
14. In your opinion, how crucial is the role of social media in shaping the brand reputation	of Tuyil Pharmaceutical	Industries during crises?
(a) Extremely crucial [	] (b) Moderately crucial [	]
(c) Slightly crucial [	] (d) Not crucial at all
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