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PROPOSAL
This research work is carried out on the topic “Challenges of Digitalization of the Broadcast Media in Nigeria”. This topic is centered on the challenges of digitalization faced by the broadcast media in Nigeria. This research work is divided into five chapters in order to enhance effective reading. Thus as follows; the chapter one consist of general introduction, statement of the problem, objectives of the study, significance of the study, scope of the study, limitation of the study, definition of the terms and research method. Chapter two consist of literature review this involves the various ideas of authors, ideas of authors reviewed on the chosen topic. It also contain the relevant materials used for the review, meaning of digitalization, challenges of digitalization in broadcast media in Nigeria, the system at which digitalization is sued in the broadcast media and the need for digitalization in broadcast media. The chapter three is written on the methodology used in carrying out the research work the primary and secondary method used in gathering the information on the topics. This chapter contains population and sampling procedures, data and analysis technique and the decision or criteria for validating the null hypothesis. The chapter four entails the presentation and analysis of data discussion on challenges of digitalization in broadcast media and brief historical background of the case study. The chapter five which is the final chapter contains introduction, summary of findings, conclusion, recommendations and references and appendix.     
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CHAPTER ONE
INTRODUCTION
1.1 	BACKGROUND TO THE STUDY 
[bookmark: _GoBack]In the digital age, social media has emerged as a powerful tool for businesses to connect with their customers, build brand reputation, and manage crises. However, it also presents significant challenges, as negative incidents can quickly escalate and damage a brand's reputation. This study aims to assess the impact of social media in managing brand reputation during crises, focusing on the case of Guaranty Trust Bank (GTB). The term "Social Media" refers to internet-based applications that enable people to communicate and share resources and information (Kaplan &Haenlein, 2020). Some example of social media include blog, discussion forums, chat rooms, wiki, Youtube and information channels, Linkedin, Facebook and twitter social media can be accessed by computer, smart and cellular phones the use of social media are an evolving phenomenon as a result of new technologies have enable people to interact and share information through media that were non-existent or widely unavailable as recently at 24 years ago. 
Social media have been used to disseminate a wide range of public safety information before, during and after various incidents prior to an incident (or in the absence of an incident) many emergency management organization provide citizen with readiness information through social media. Johnson, 2022 stated that social media are also used for community outreach and customer service purpose by soliciting feedback on public safety-related topics social media also play on informational role during emergency situations for instance in 2009 the U.S army used as twitter account to provide news and updates during the fort hood shootings. The American redcross similarly used facebook to issues alerts of potential disaster. However the main source of information disseminated and sought after is generally posted. 
In today's digital era, the pervasive influence of social media has revolutionized the way businesses engage with their target audience. The advent of social media marketing has provided companies with unparalleled opportunities to amplify their brand presence, interact with consumers on a more personal level, and cultivate a loyal following. However, the dynamic nature of social media also exposes brands to a myriad of risks, particularly in the realm of brand crisis management and reputation repair (Nnayelugo, 2021). The topic of this research paper delves into the nuanced interplay between social media marketing strategies and their profound impact on how brands navigate crises and mend their tarnished reputation. As social media platforms serve as a double-edged sword, capable of both enhancing brand visibility and triggering unforeseen crises, it is imperative for organizations to understand the intricacies of leveraging social media effectively during times of turmoil. By illuminating the critical linkages between social media marketing, brand reputation, and crisis response mechanisms, this research endeavours to equip organizations with actionable recommendations to navigate the volatile terrain of social media-driven crises effectively. Ultimately, this paper aspires to contribute to the existing body of knowledge on brand management in the digital age and offer practical guidance for brands seeking to safeguard their reputation in an era defined by social media ubiquity.
In recent years, the advent of social media has revolutionized brand communication and marketing strategies, offering unprecedented opportunities for engagement and outreach. However, along with its benefits, social media also poses significant challenges for brands, particularly in the realm of crisis management and reputation repair. This research paper seeks to explore the multifaceted impact of social media marketing on brand crisis management and reputation repair processes. The paper begins by contextualizing the evolving landscape of brand crises in the digital age, highlighting the increasing prevalence of crises triggered or exacerbated by social media platforms. Through an extensive review of relevant literature and empirical studies, the paper examines the key factors that influence the dynamics of brand crises on social media, including the speed and virality of information dissemination, the amplification of consumer sentiments, and the complexities of stakeholder engagement. Furthermore, the paper delves into the strategic responses adopted by brands to navigate crises in the digital space. It explores the role of social media as both a catalyst for crisis escalation and a crucial tool for crisis communication and resolution. Drawing insights from case studies and best practices, the paper evaluates the effectiveness of various crisis management strategies employed by brands, such as real-time monitoring, proactive engagement, and transparent communication. Moreover, the paper explores the interconnected relationship between social media marketing and brand reputation repair. It analyses the mechanisms through which social media initiatives, including reputation management campaigns and stakeholder engagement efforts, contribute to the restoration of brand trust and credibility in the aftermath of a crisis. 
Additionally, the paper also investigates the role of social media influencers as potential allies or adversaries in brand reputation repair endeavours. Throughout the analysis, the paper also addresses the ethical considerations and challenges inherent in leveraging social media for crisis management and reputation repair. It examines issues related to transparency, authenticity, and accountability in brand communication, emphasizing the importance of ethical practices in building and maintaining consumer trust. By synthesizing insights from existing research and offering practical recommendations for brands, this paper aims to contribute to a deeper understanding of the impact of social media marketing on brand crisis management and reputation repair processes. Ultimately, it underscores the critical role of strategic planning, proactive engagement, and ethical conduct in navigating brand crises in the digital era.
1.2	STATEMENT OF THE PROBLEM 
In today’s hyperconnected digital landscape, where information travels at lightning speed and public sentiment can shift in an instant, the role of social media in managing corporate reputation during crises has evolved from being optional to utterly indispensable. For financial institutions like Guaranty Trust Bank (G.T.B), whose reputation is not just a branding tool but a lifeline for customer trust and investor confidence, the stakes are higher than ever. Social media platforms such as Twitter, Facebook, Instagram, and LinkedIn have become powerful double-edged swords on one hand, offering opportunities for real-time engagement, transparency, and crisis mitigation, and on the other hand, exposing brands to the relentless glare of public scrutiny, viral backlash, and misinformation (Okpara&Umeh, 2021).
Despite GTB’s established reputation as one of Nigeria’s leading banks, recent crises including system downtimes, controversial charges, and regulatory issues have shown cracks in the bank’s digital armor, especially when customer grievances escalate into full-blown public relations disasters online. The challenge is not merely about being present on social media, but about how effectively the institution uses these platforms to listen, respond, and rebuild trust in moments of turbulence. Scholars like Musa and Bello (2022) argue that many Nigerian banks are still playing catch-up, applying outdated crisis communication models that fail to leverage the dynamic, two-way nature of social media. This raises critical questions: Are G.T.B’s social media strategies aligned with best practices in crisis communication? Is the bank leveraging data analytics, sentiment tracking, and proactive engagement, or is it merely reacting on the surface while deeper reputational risks go unaddressed?
Furthermore, existing research suggests that in emerging markets like Nigeria, socio-cultural factors such as public distrust of financial institutions, the viral nature of customer complaints, and the politicization of online discourse amplify reputational risks (Adebayo &Ogunleye, 2023). While global brands have begun integrating artificial intelligence and predictive tools into their crisis management playbooks (Smith, 2024), many Nigerian companies, including G.T.B, still rely heavily on manual processes, underestimating the speed at which crises unfold online. This mismatch between crisis velocity and response agility creates a dangerous lag that can erode brand equity in mere hours.
Given these dynamics, the problem this study seeks to address is the gap between the theoretical potential of social media as a crisis management tool and the practical realities of how G.T.B currently deploys (or underutilizes) its digital platforms during reputational crises. Without a robust, data-driven, and context-sensitive approach, G.T.B risks not only financial loss but long-term damage to its credibility, market position, and customer loyalty. This calls for an urgent, systematic evaluation of how the bank’s social media strategies function under crisis pressure not just in terms of public relations outcomes but in safeguarding the very trust that underpins its operations.
The increasing influence of social media has revolutionized the way businesses interact with their customers and manage their reputation. This digital transformation has significantly impacted various sectors, including the packaging industry, where brands like GTBank (GTB) continuously strive to maintain a positive brand image. However, the rapid dissemination of information on social media can also amplify crises, making it crucial for brands to effectively manage their reputation during challenging times.Despite GTB's efforts to uphold a positive brand image, the bank has faced several crises that have tested its resilience. These include service disruptions, security breaches, and negative customer experiences, all of which have been magnified on social media platforms. Such crises pose a significant threat to the bank's reputation and customer trust, as public perception can shift rapidly in the digital age. This study seeks to understand how GTB has utilized social media to respond to these crises and mitigate their impact on its brand reputation.
The increasing influence of social media has revolutionized the way businesses interact with their customers and manage their reputation. This digital transformation has significantly impacted various sectors, including the packaging industry, where brands like GTBank (GTB) continuously strive to maintain a positive brand image. However, the rapid dissemination of information on social media can also amplify crises, making it crucial for brands to effectively manage their reputation during challenging times.Despite GTB's efforts to uphold a positive brand image, the bank has faced several crises that have tested its resilience. These include service disruptions, security breaches, and negative customer experiences, all of which have been magnified on social media platforms. Such crises pose a significant threat to the bank's reputation and customer trust, as public perception can shift rapidly in the digital age. This study seeks to understand how GTB has utilized social media to respond to these crises and mitigate their impact on its brand reputation.

1.3 	AIMS AND OBJECTIVES 
The primary aim of this study is to evaluate the effectiveness of GTB's social media crisis management strategies. Specific objectives include: 
1. To analyze GTB's social media presence and engagement with customers.
2. To identify the key crises that have impacted GTB's brand reputation.
3. To assess GTB's response strategies to these crises on social media.
4. To evaluate the impact of social media on GTB's brand reputation during crises. 
5. To identify lessons learned from GTB's experiences and propose recommendations for future crisis management. 
1.4	RESEARCH QUESTIONS 
1. How has GTB utilized social media to build and maintain its brand reputation?
2. What are the crises that have impacted GTB’S brand reputation??
3. How has GTB responded to crises on social media? 
4. What are the perceived effectiveness of social media on GTB’S brand reputation during crises?
5. What lessons can be learned from GTB's experience in managing crises on social media?
1.5 	SCOPE OF THE STUDY 
This study will focus on GTB's social media activities, particularly its responses to crises. The study will analyze a specific time period, focusing on major crises that have occurred during this period. The scope will be limited to GTB's official social media channels, such as Twitter, Facebook, and Instagram. 
1.6 	SIGNIFICANCE OF THE STUDY 
The findings of this study will contribute to the understanding of social media's role in crisis management for financial institutions. It will provide valuable insights for GTB and other organizations to improve their crisis response strategies. Additionally, the study will contribute to the growing body of knowledge on digital crisis communication and reputation management. 
1.7 	OPERATIONAL DEFINITION OF TERMS 
Social Media: Online platforms that allow users to create and share content, such as Facebook, Twitter, Instagram, and Linkedin. 
Brand Reputation: The overall perception of a brand by its customers, stakeholders, and the general public. 
Crisis: A significant event or series of events that threatens to harm an organization's reputation. 
Crisis Communication: The strategic process of managing communication during a crisis. 
Social Media Listening: The process of monitoring social media conversations to identify potential crises and opportunities.
GTB:GTB refers specifically to Guaranty Trust Bank, one of Nigeria’s leading financial institutions, renowned for its innovative banking solutions, digital presence, and significant influence within both the Nigerian and broader African banking sectors.


CHAPTER TWO
LITERATURE REVIEW
2.1	CONCEPTUAL FRAMEWORK
In the contemporary digital landscape, which is evolving at an unprecedented pace and transforming the way businesses operate, brands are faced with the challenge of navigating a significantly altered environment that has been profoundly influenced by the meteoric rise of social media marketing. This transformation is not merely a passing trend; it represents a fundamental and seismic shift in how brands engage and interact with their audiences. As a direct result of this evolution, companies now find themselves with access to a multitude of unique opportunities that empower them to connect with their target demographics in ways that are not only innovative and creative but also highly interactive and engaging. These novel methods of consumer engagement surpass anything that was previously imaginable, enabling brands to forge deeper and more meaningful connections with consumers than ever before. The new capabilities afforded by social media are essential for cultivating a robust and positive brand image that resonates with customers on a deeper emotional level, fostering a sense of loyalty and connection that is increasingly vital in an intensely competitive and crowded marketplace. By engaging consumers through various social media platforms, brands can create content that transcends mere information sharing; it entertains, inspires, and actively engages the audience, leading to a more meaningful and lasting relationship that goes beyond transactional interactions. This dynamic interaction not only allows brands to communicate their messages effectively but also helps them build communities centered around shared interests and values, creating a sense of belonging among consumers that is crucial for long-term loyalty and advocacy.
However, alongside these remarkable opportunities for growth and engagement, there exists a significant downside to this dynamic landscape: brands are now subjected to an unprecedented level of public scrutiny and feedback, which can have profound implications for their overall reputation and standing in the market. The increased visibility that comes with social media means that companies are under greater pressure than ever before not only to execute their social media advertising campaigns flawlessly but also to manage their online reputations effectively and in real-time. The stakes have never been higher; a single misstep, poorly received post, or careless comment can lead to widespread backlash, potentially damaging a brand's carefully cultivated image and eroding customer trust in a matter of moments. For instance, consider how rapidly a brand’s social media post can achieve viral status, whether for better or worse. In today’s fast-paced digital world, when content resonates with viewers and captures their attention, going viral can be a tremendous boon for the brand. This surge in visibility can significantly enhance engagement levels across various platforms, leading to increased sales, heightened brand awareness, and the development of a stronger community of followers who are genuinely invested in the brand’s success and growth.
On the flip side, this phenomenon of virality can also have detrimental effects, particularly if the content in question stirs up controversy or elicits negative reactions from the audience. The potential for backlash is always present in this environment, and even well-intentioned posts can be misinterpreted or criticized, resulting in a public relations crisis that could have been avoided with more careful consideration and strategic planning. The rapid spread of information—both positive and negative—underscores the necessity for brands to be particularly vigilant in monitoring their online presence and actively engaging with their audience to mitigate risks. Therefore, brands must navigate this complex and often treacherous terrain with a heightened sense of vigilance and care, ensuring they are adequately prepared for both the rewards and risks that come with their online presence and digital marketing efforts. It is imperative for companies to develop comprehensive strategies that not only leverage the advantages of social media marketing but also address the myriad challenges that accompany it. This includes being proactive in managing potential crises, responding to customer feedback promptly and effectively, and maintaining transparency to foster trust with their audience.
By adopting such measures, brands can harness the full potential of social media while simultaneously safeguarding their reputation in an ever-evolving digital landscape that is constantly in flux. This proactive approach not only mitigates risks but also enhances the brand's ability to capitalize on positive interactions, ultimately leading to a more resilient and adaptive brand identity that can thrive amidst the complexities and challenges of the digital age. In conclusion, the intricate interplay between opportunity and risk in social media marketing makes it essential for brands to remain agile and responsive to the changing dynamics of the marketplace. This agility ensures they can not only survive but flourish in this dynamic environment, adapting to new trends, shifting consumer behaviors, and evolving market demands as they arise. By embracing a comprehensive and strategic approach to social media marketing, brands can position themselves for long-term success in a landscape that is continually shifting and evolving, allowing them to remain relevant and competitive in an increasingly digital world.
2.1.1	DUAL-EDGED SWORD OF SOCIAL MEDIA MARKETING
	In the contemporary digital landscape, which is evolving at an unprecedented pace and transforming the way businesses operate, brands are faced with the challenge of navigating a significantly altered environment that has been profoundly influenced by the meteoric rise of social media marketing. This transformation is not merely a passing trend; it represents a fundamental and seismic shift in how brands engage and interact with their audiences. As a direct result of this evolution, companies now find themselves with access to a multitude of unique opportunities that empower them to connect with their target demographics in ways that are not only innovative and creative but also highly interactive and engaging. These novel methods of consumer engagement surpass anything that was previously imaginable, enabling brands to forge deeper and more meaningful connections with consumers than ever before. The new capabilities afforded by social media are essential for cultivating a robust and positive brand image that resonates with customers on a deeper emotional level, fostering a sense of loyalty and connection that is increasingly vital in an intensely competitive and crowded marketplace. By engaging consumers through various social media platforms, brands can create content that transcends mere information sharing; it entertains, inspires, and actively engages the audience, leading to a more meaningful and lasting relationship that goes beyond transactional interactions. This dynamic interaction not only allows brands to communicate their messages effectively but also helps them build communities centered around shared interests and values, creating a sense of belonging among consumers that is crucial for long-term loyalty and advocacy.
However, alongside these remarkable opportunities for growth and engagement, there exists a significant downside to this dynamic landscape: brands are now subjected to an unprecedented level of public scrutiny and feedback, which can have profound implications for their overall reputation and standing in the market. The increased visibility that comes with social media means that companies are under greater pressure than ever before not only to execute their social media advertising campaigns flawlessly but also to manage their online reputations effectively and in real-time. The stakes have never been higher; a single misstep, poorly received post, or careless comment can lead to widespread backlash, potentially damaging a brand's carefully cultivated image and eroding customer trust in a matter of moments. For instance, consider how rapidly a brand’s social media post can achieve viral status, whether for better or worse. In today’s fast-paced digital world, when content resonates with viewers and captures their attention, going viral can be a tremendous boon for the brand. This surge in visibility can significantly enhance engagement levels across various platforms, leading to increased sales, heightened brand awareness, and the development of a stronger community of followers who are genuinely invested in the brand’s success and growth.
On the flip side, this phenomenon of virality can also have detrimental effects, particularly if the content in question stirs up controversy or elicits negative reactions from the audience. The potential for backlash is always present in this environment, and even well-intentioned posts can be misinterpreted or criticized, resulting in a public relations crisis that could have been avoided with more careful consideration and strategic planning. The rapid spread of information—both positive and negative—underscores the necessity for brands to be particularly vigilant in monitoring their online presence and actively engaging with their audience to mitigate risks. Therefore, brands must navigate this complex and often treacherous terrain with a heightened sense of vigilance and care, ensuring they are adequately prepared for both the rewards and risks that come with their online presence and digital marketing efforts. It is imperative for companies to develop comprehensive strategies that not only leverage the advantages of social media marketing but also address the myriad challenges that accompany it. This includes being proactive in managing potential crises, responding to customer feedback promptly and effectively, and maintaining transparency to foster trust with their audience.
By adopting such measures, brands can harness the full potential of social media while simultaneously safeguarding their reputation in an ever-evolving digital landscape that is constantly in flux. This proactive approach not only mitigates risks but also enhances the brand's ability to capitalize on positive interactions, ultimately leading to a more resilient and adaptive brand identity that can thrive amidst the complexities and challenges of the digital age. In conclusion, the intricate interplay between opportunity and risk in social media marketing makes it essential for brands to remain agile and responsive to the changing dynamics of the marketplace. This agility ensures they can not only survive but flourish in this dynamic environment, adapting to new trends, shifting consumer behaviors, and evolving market demands as they arise. By embracing a comprehensive and strategic approach to social media marketing, brands can position themselves for long-term success in a landscape that is continually shifting and evolving, allowing them to remain relevant and competitive in an increasingly digital world.
2.1.2	CHALLENGES AND RISKS OF SOCIAL MEDIA MARKETING
The influence of social media marketing on a brand's reputation can lead to a wide array of positive outcomes, significantly enhancing brand visibility and customer engagement. However, it is crucial to acknowledge that there are numerous substantial challenges that brands must adeptly navigate to protect their image. The social media environment is complex and layered, necessitating that brands stay alert and acutely aware of the various obstacles that could hinder their marketing efforts and potentially damage their reputation in the process. Below, we elaborate on some of the most pressing challenges that brands need to keep in mind as they engage in social media marketing initiatives:
Social media platforms can be compared to a double-edged sword for brands, offering both opportunities and risks. On one side, these platforms enable seamless and immediate interactions between brands and their target audiences, fostering meaningful engagement and building connections that can significantly enhance brand loyalty over time. Conversely, this very openness also exposes brands to the potential for public criticism and backlash. Negative feedback can spread like wildfire across social networks, especially in scenarios where a company falters in its marketing strategy or engages in actions that raise concerns among its audience.
A single ill-conceived tweet or a post that is perceived as insensitive can spark a considerable public relations crisis, leading to long-lasting damage to the brand's image and overall position within the competitive marketplace. For instance, in 2020, a notable incident involving a major airline's inappropriate social media post during a crisis resulted in widespread backlash, culminating in significant reputational harm and a decline in customer trust (Smith, 2021). Consequently, brands must exercise a high level of caution and be thoroughly prepared to handle any fallout that may arise from such situations effectively and efficiently. This preparation includes having a comprehensive crisis management plan in place, training staff on appropriate responses, and maintaining open lines of communication with their audience to mitigate potential damage and restore trust.
In addition to their marketing capabilities, social media platforms have increasingly evolved into vital venues for customer service interactions. This transformation can be advantageous for brands, as it provides them with a direct and immediate channel to address customer concerns and resolve issues in real-time. This fosters a sense of transparency and responsiveness, which can significantly enhance customer satisfaction and loyalty. However, this direct engagement also introduces considerable risks. If a negative customer experience is mishandled and becomes visible to the public eye, it can severely tarnish a brand's reputation and credibility in a matter of moments.
Research indicates that 70% of consumers expect brands to respond to their inquiries within an hour when they reach out via social media (Johnson, 2022). Therefore, it is imperative for brands to respond to customer complaints with respect, promptness, and efficiency to mitigate any potential fallout that could ensue. By adopting a proactive and thoughtful approach to customer service on social media, brands can not only minimize damage but also maximize the positive impact of their influencer marketing strategies. This, in turn, can cultivate a more favorable perception among their audience, enhance customer loyalty over time, and create a more robust and resilient brand presence in the digital sphere.
When it comes to crafting social media content, posts are often designed to be brief and straightforward, qualities that can sometimes lead to misunderstandings or misinterpretations by the audience. While a brand may intend a post to be lighthearted, humorous, or even insightful, there remains a significant risk that the audience may perceive it as offensive, inappropriate, or out of touch with their values and expectations. In such cases, the repercussions of social media marketing on brand reputation can be quite damaging and may necessitate extensive damage control efforts to restore public confidence and trust.
A notable example of this occurred in 2021 when a popular beverage company faced backlash after a social media campaign that was intended to promote inclusivity was interpreted as tone-deaf and insincere, leading to a public relations nightmare (Thompson, 2021). To avoid falling into such pitfalls, it is essential for brands to ensure that their messaging is crafted with a high degree of thoughtfulness, sensitivity, and caution. Implementing effective digital marketing strategies can help mitigate these risks by aligning the brand's messaging with audience expectations and sensitivities, thereby preserving and enhancing the brand's reputation over the long term.
By adopting a careful, strategic, and well-considered approach, brands can successfully navigate the complexities of social media marketing while maintaining a positive and robust image in the eyes of their audience. This proactive stance not only safeguards their reputation but also positions them favorably for future engagement, growth, and success in the ever-evolving digital landscape. It allows them to build lasting relationships with their customers and stakeholders, fostering a sense of community and loyalty that is invaluable in today's competitive market.
In conclusion, while social media presents unparalleled opportunities for brand engagement and marketing, it is crucial for companies to remain aware of the inherent challenges that accompany these platforms. By preparing for negative feedback, effectively managing customer complaints, and crafting clear and sensitive messaging, brands can navigate the complexities of the digital landscape and emerge with a strong, positive reputation that fosters loyalty and trust among their audience. This multifaceted approach not only enhances their marketing efforts but also solidifies their standing as reputable and responsive entities in the eyes of their consumers, ultimately contributing to their long-term success.
2.1.3	IMPACT OF SOCIAL MEDIA MARKETING ON BRAND REPUTATION
Establishing and maintaining consistency in messaging is not only beneficial but plays an absolutely crucial role in building and nurturing a strong online reputation for your brand across a diverse array of social media platforms. In today’s fast-paced digital landscape, where communication occurs instantaneously and continuously, this consistency is foundational to the effectiveness of social media marketing. The relationship between consistent messaging and successful marketing strategies has been thoroughly examined in comprehensive research conducted by the Harvard Business Review. The findings of this research highlight a significant insight: brands that uphold a consistent voice across various channels are considerably more likely to foster customer loyalty over time, creating a connection that is both meaningful and lasting. This assertion is further supported by the influential research conducted by Keller and Lehmann (2016), which emphasizes the importance of a cohesive messaging strategy that resonates with audiences.
For brands, it is imperative to ensure that their messaging not only aligns seamlessly with their overarching objectives and core principles but also resonates deeply with their target audience across every channel they utilize. Achieving such alignment is no small feat; it necessitates a steadfast commitment to maintaining uniformity in the tone, style, and content of all posts shared across the multitude of platforms available today. This level of consistency ultimately contributes to shaping a positive perception of the brand among consumers, which is particularly critical in today’s highly competitive marketplace, where numerous brands vie for attention and strive to make a lasting impression. In this environment, brands must recognize that their messaging is often the first point of contact with potential customers, making it essential to convey a clear and consistent identity that stands out. A study conducted by Sprout Social in 2021 revealed that an impressive 70% of consumers are more inclined to engage with brands that deliver a cohesive and harmonious message. This statistic underscores the necessity for brands to present a unified message consistently across all platforms. By doing so, they can effectively establish a recognizable identity that not only reinforces their values but also engages their audience in a meaningful and impactful way. This consistency is not just a strategic advantage; it is vital for building trust among consumers. Audiences are generally more likely to connect with brands that present a clear and stable message over time, as noted by Fournier and Avery (2018). This trust is paramount, as it can significantly influence purchasing decisions and long-term loyalty.
Moreover, when brands commit to consistency, they create an environment where consumers feel secure in their interactions, knowing what to expect from the brand. This predictability fosters a sense of reliability and trustworthiness, which is essential for cultivating long-term relationships with customers. When consumers can anticipate a brand's messaging and tone, they are more likely to develop a positive emotional connection, which further enhances brand loyalty. Furthermore, as brands continue to engage with their audience in a consistent manner, they not only enhance their reputation but also increase the likelihood of repeat business and customer advocacy. In essence, the effort invested in maintaining messaging consistency pays dividends in the form of stronger customer relationships and a more resilient brand presence in the digital landscape. The importance of consistency in messaging cannot be overstated. It serves as the backbone of effective social media marketing and is critical for establishing a brand's identity in a crowded marketplace. By ensuring that their messaging aligns with their core values and resonates with their audience, brands can cultivate a loyal customer base that trusts and advocates for them. The commitment to uniformity in tone, style, and content across various platforms not only shapes consumer perceptions but also creates a solid foundation for long-term success in the ever-evolving digital world. Ultimately, brands that prioritize consistency are well-positioned to thrive, as they foster deeper connections with their audience and build a strong reputation that stands the test of time.
In the fast-paced and ever-evolving digital landscape of today, merely reacting to negative comments or crises as they arise is no longer sufficient for brands that aspire to maintain a positive reputation. To effectively manage their reputation and maximize the myriad benefits derived from social media marketing, brands must adopt a proactive approach that anticipates challenges before they escalate. This proactive stance involves actively monitoring social media channels for any potential issues or negative sentiments that may arise, allowing brands to address these concerns in a timely manner before they escalate into larger, more damaging problems. According to a report published by the Digital Marketing Institute in 2020, brands that engage in proactive reputation management can reduce the impact of negative feedback by as much as 50%. By staying ahead of potential crises and being prepared to respond swiftly, brands can successfully mitigate risks and maintain a positive image in the eyes of their audience. Furthermore, fostering a vibrant and loyal community is essential for long-term success; this can be achieved by regularly engaging with followers, encouraging open dialogue, and promoting positive interactions through effective online reputation management practices. Research conducted by Edelman in 2022 demonstrates that brands that actively engage with their audience are able to build a stronger community, which in turn leads to increased customer loyalty and advocacy, creating a cycle of positive reinforcement that benefits both the brand and its audience.
Another highly effective strategy for enhancing brand reputation is through collaboration with influencers and the encouragement of user-generated content. When consumers or influencers share positive content about a brand, it serves as powerful social proof, significantly enhancing the brand's favorable image in the eyes of potential customers. Influencer marketing, when executed thoughtfully and strategically, can lead to substantial growth in a brand’s reach and credibility. A study conducted by Influencer Marketing Hub in 2021 found that businesses earn an impressive average of $5.78 for every dollar spent on influencer marketing, showcasing its effectiveness as a marketing strategy that cannot be overlooked. Influencers who genuinely align with a brand's values can play a pivotal role in amplifying its message and broadening its audience reach. This synergy not only helps in promoting the brand’s narrative but also reinforces the impact of social media marketing by creating authentic connections with users. By showcasing real experiences and testimonials from influencers and satisfied customers alike, brands can cultivate a more trustworthy and relatable image that resonates deeply with their audience, enhancing the overall impact of their marketing efforts.
To maintain a positive brand reputation, it is essential to provide timely and thoughtful responses to messages and comments from the audience. When a customer raises a complaint or shares positive feedback, the manner in which a brand addresses the situation can significantly influence its overall reputation and public perception. A well-timed and considerate response demonstrates attentiveness and a genuine commitment to enhancing the customer experience, which can greatly enhance the overall impact of social media marketing efforts. Research conducted by HubSpot in 2021 indicates that an astounding 90% of customers expect an immediate response from brands on social media, underscoring the importance of responsiveness in today’s digital landscape. By integrating this responsiveness into their digital marketing strategies, brands not only show that they value customer input but also strengthen their public image in a highly competitive environment. Engaging with customers in a meaningful and authentic way fosters loyalty and encourages others to interact with the brand, creating a cycle of positive engagement that benefits both the brand and its audience. This approach not only mitigates potential negative sentiments but also highlights the brand’s dedication to customer satisfaction, further solidifying its reputation in the digital landscape and enhancing its overall effectiveness in social media marketing.
The importance of consistency in messaging, proactive reputation management, and the strategic use of influencers cannot be overstated. These elements work together to create a robust framework for a brand's online presence, fostering trust and loyalty among consumers. By prioritizing these strategies, brands can navigate the complexities of the digital marketplace and emerge with a strong, positive reputation that resonates with their audience. As the digital environment continues to evolve, brands that remain committed to these principles will be well-positioned to thrive and achieve long-term success in their marketing endeavors.
2.1.4 	THE SIGNIFICANCE OF EMOTIONAL INTELLIGENCE IN HUMAN-CENTERED COMMUNICATION
A frequently overlooked yet crucial component in effective crisis communication is the pivotal role played by emotional intelligence (EI). In the fast-paced and ever-evolving sphere of social media marketing, emotional intelligence is demonstrated by a brand's ability to accurately recognize, deeply understand, and skillfully manage not only its own communicative tone and style, but also the wide range of emotional responses displayed by its intended audiences. At its core, emotional intelligence provides brands with the vital resources and capabilities necessary to participate in communication that is marked by empathy, genuine sincerity, and heightened sensitivity, especially when navigating the intricate and often challenging circumstances inherent in crisis situations. Academic research and scholarly studies emphatically highlight the significant finding that the strategic and thoughtful application of emotionally intelligent messaging during periods of brand crisis demonstrably and measurably cultivates increased levels of consumer trust and fosters a greater likelihood, or propensity, for consumer forgiveness and understanding. Research by Lin et al. (2022) further supports this, indicating that emotionally intelligent communication strategies can significantly mitigate reputational damage during crises.
In the present era, modern consumers increasingly expect that brands should not only deliver prompt and timely responses to emerging issues and developing situations, but should also articulate and frame their messages with an authentic and humanistic voice, conveying a sense of genuine connection and understanding. This voice should be adept at acknowledging and validating the pain, frustration, confusion, or other negative emotions experienced by stakeholders, demonstrating a clear awareness of their emotional state. Brands that fail to adequately meet these evolving and elevated expectations run the significant and potentially damaging risk of projecting an image of being perceived as robotic, detached from human concerns, or generally insensitive to the emotional needs and concerns of their audience, which can potentially exacerbate existing negative reactions and substantially intensify the severity and impact of any existing or emerging backlash against the brand. Studies by Smith and Johnson (2023) show that consumers are more likely to boycott brands perceived as lacking empathy during times of crisis. As a clear and concrete illustration of this point, apologies that are presented in a manner that is noticeably devoid of genuine emotion or heartfelt sincerity are frequently met with widespread skepticism and are readily dismissed by consumers as insincere, superficial attempts to appease, or merely performative displays intended to improve public perception without true remorse. Conversely, brands that actively prioritize the deliberate adoption and consistent application of clear, emotionally resonant, and deeply empathetic language in their external and internal communications tend to experience a more expedited and demonstrably more efficacious recovery of their damaged reputation and eroded public trust, demonstrating the practical benefits of emotional intelligence. A study by Brown and Davis (2021) demonstrated a direct correlation between empathetic communication during a crisis and a faster recovery of brand trust.
The meaningful application of emotional intelligence also extends to the critical area of how brands strategically manage and effectively respond to criticism and negative feedback encountered within online environments, including social media platforms and other digital channels. This proactive approach involves a strong and unwavering commitment to acknowledging the fundamental validity of expressed concerns, diligently addressing legitimate grievances with appropriate action, and proactively offering tangible and meaningful solutions to identified problems, rather than resorting to reactive strategies that involve shifting blame onto external factors, denying responsibility, or choosing to ignore prevailing public sentiment and widespread concerns altogether, which can further damage the brand's image and reputation. Recent research by Kim and Lee (2024) emphasizes the importance of transparent and responsive communication in addressing online criticism to maintain brand reputation.
2.1.5 	AI, ANALYTICS, AND REAL-TIME SOCIAL LISTENING
In today's increasingly digital landscape, social media management has been revolutionized by the integration of artificial intelligence (AI), sophisticated data analytics, and real-time social listening capabilities. The convergence of AI technologies with advanced data analytics methodologies has unlocked unprecedented opportunities for brands striving to comprehend and effectively navigate the intricate web of online dialogues and interactions. AI-driven social media listening tools have transitioned from being perceived as mere optional enhancements to becoming indispensable assets for organizations seeking a competitive edge. These tools empower organizations to meticulously monitor brand mentions across diverse social media platforms, conduct comprehensive analyses of public sentiment surrounding their brand, and proactively identify potential crises or negative trends before they escalate into significant reputational challenges or operational disruptions. These sophisticated tools equip brands with the ability to maintain a constant and vigilant awareness of public opinion, enabling them to make well-informed strategic decisions, refine their communication strategies with remarkable agility and precision, and optimize their engagement tactics to better resonate with their target demographics. Gupta's insightful research in 2023 emphatically underscores the substantial advantage of strategically leveraging AI within the realm of social media management, revealing compelling evidence that brands that proactively invest in AI-driven social listening technologies are significantly better positioned – a noteworthy 40% more likely – to detect the subtle yet crucial warning signs of an impending crisis situation before it gains irreversible momentum and inflicts lasting damage to their brand reputation. Furthermore, recent studies by Smith (2021) highlight the increasing adoption of AI-powered social listening tools, with a 30% rise in usage among marketing professionals since 2020.
The capacity to accurately gauge public perception and sentiment in real-time provides invaluable insights for brands, allowing companies to dynamically adapt their messaging, refine their content creation strategies, and tailor their engagement tactics to resonate more effectively and authentically with their target audiences. This real-time feedback loop enables brands to foster stronger connections with their customers, build brand loyalty, and enhance their overall brand image. During a crisis situation, the transformative power of AI becomes even more pronounced and critical for effective crisis management. AI-powered algorithms can efficiently sift through vast quantities of social media mentions, rapidly pinpoint emerging concerns and potential threats, and promptly alert brands to any significant shifts in public sentiment or negative trends that could potentially damage their reputation. This rapid and comprehensive analysis facilitates agile and well-informed responses, which are of paramount importance in the dynamic, ever-evolving, and often unpredictable realm of social media. Moreover, the application of predictive analytics provides an additional layer of preparedness and strategic foresight, enabling brands to proactively simulate various potential crisis scenarios, anticipate potential challenges, and develop robust contingency plans that are firmly grounded in concrete behavioral data and established historical patterns. Edelman's insightful findings from 2022 further underscore the superior effectiveness of data-driven approaches to crisis management, demonstrating that responses that are meticulously informed by data tend to be considerably more accurate, demonstrably more timely in their delivery, and ultimately more effective in mitigating reputational damage than ad hoc messaging strategies that are hastily crafted under the intense pressure of a crisis situation. Johnson's (2024) meta-analysis of crisis communication strategies further supports this claim, revealing that organizations utilizing AI-driven insights during a crisis experienced a 25% reduction in negative sentiment compared to those relying on traditional methods. This proactive, data-informed approach allows for a more strategic, controlled, and ultimately successful management of brand reputation in the face of potential challenges and unforeseen crises.
2.2	THEORECTICAL FRAMEWORK
2.2.1	CRISIS COMMUNICATION THEORY
Crisis Communication Theory serves as a cornerstone for understanding how effective communication strategies can mitigate the negative impacts on a brand's reputation during crises. This theory posits that timely and transparent communication is essential for organizations to manage crises effectively and rebuild trust with their stakeholders. The rise of social media platforms has provided organizations with powerful tools to communicate in real-time, allowing them to address issues directly and engage with their audience. For instance, Coombs (2015) emphasizes that organizations must adapt their communication strategies to the specific context of the crisis, highlighting the importance of immediacy and clarity in messaging. Furthermore, Situational Crisis Communication Theory (SCCT) expands upon this by suggesting that organizations should tailor their crisis response strategies based on perceived crisis responsibility, historical context, and the pre-existing relationship with stakeholders. This theory implies that social media can be leveraged to implement these strategies effectively, allowing brands to respond in ways that align with public expectations and perceptions.
In addition to Crisis Communication Theory, Social Media Theory plays a crucial role in understanding the dynamics of communication in the digital age. This theory explores how social media platforms shape communication patterns, influence public opinion, and impact social behavior. In the context of brand reputation, social media can significantly amplify both positive and negative messages, accelerating the diffusion of crisis information and shaping public perception. For example, Kaplan and Haenlein (2016) argue that social media serves as a double-edged sword, where the rapid dissemination of information can either bolster a brand's reputation or exacerbate a crisis. Complementing this, Social Network Theory highlights the importance of social networks in shaping individual behaviors and attitudes. During a crisis, these networks can amplify negative sentiments, leading to a more rapid and widespread crisis diffusion, which can be particularly damaging to a brand's reputation.
2.2.2	BRAND REPUTATION THEORY
Brand Reputation Theory further emphasizes the critical role of brand reputation in fostering customer loyalty, attracting new customers, and enhancing overall brand equity. A strong brand reputation acts as a buffer during crises, enabling organizations to navigate challenges more effectively. According to Fombrun (2016), a positive brand reputation can significantly influence consumer perceptions and behaviors, making it essential for organizations to actively manage their reputation, especially in the age of social media. Social Media Brand Reputation, a specific facet of Brand Reputation Theory, focuses on how social media influences brand perception and reputation. Negative sentiment expressed on social media can severely damage a brand's reputation, while positive sentiment can enhance it, thus creating a compelling case for brands to engage proactively with their audiences online.
The conceptual framework for this study is built upon the intersection of these theoretical foundations. It proposes that social media has a significant impact on a packaging brand's reputation during a crisis by influencing several key factors. First, social media can amplify crisis perception and salience, leading to increased public attention and scrutiny. This heightened awareness can escalate the urgency with which a brand must respond to a crisis. Second, social media accelerates the diffusion of crisis information, both positive and negative, affecting the speed and extent of how a crisis unfolds. As information spreads rapidly, brands must be prepared to manage the narrative effectively. Third, social media platforms offer unique opportunities for organizations to engage with stakeholders directly, addressing concerns and mitigating negative sentiment. This engagement is crucial for maintaining trust and loyalty during challenging times. Lastly, the impact of social media on brand image and reputation cannot be overstated. Negative sentiment can quickly damage a brand's reputation, while positive interactions can help restore it, highlighting the need for brands to actively manage their online presence.
Based on this theoretical framework, several research questions emerge that will guide the exploration of social media's influence on Guaranty Trust Bank (G.T.B.) during crises. The first question examines how social media influences the perception and salience of a crisis for G.T.B. Understanding this dynamic is essential for assessing the impact of social media on public awareness and concern during crises. The second question investigates how social media affects the speed and extent of crisis diffusion for G.T.B. This inquiry will provide insights into how rapidly information spreads and the implications for crisis management. The third question explores how social media facilitates stakeholder engagement during a crisis for G.T.B. Engagement strategies are crucial for addressing customer concerns and fostering positive sentiment. Finally, the fourth question assesses the impact of social media on G.T.B.'s brand image and reputation during a crisis. This question aims to understand the overall effect of social media interactions on brand perception, which is vital for long-term brand health.
The integration of Crisis Communication Theory, Social Media Theory, and Brand Reputation Theory provides a robust foundation for understanding the complex interplay between social media and brand reputation during crises. By examining these theoretical constructs and their implications, this study aims to contribute valuable insights into how packaging brands like G.T.B. can navigate crises effectively in the digital age.
2.2.2	SOCIAL MEDIA THOERY
	Social Media Theory further enriches this discourse by examining how social media platforms shape communication, influence public opinion, and impact social behavior. Within the context of brand reputation, social media can amplify both positive and negative messages, accelerate crisis diffusion, and significantly shape public perception. For instance, Frandsen and Johansen (2017) argue that social media platforms do not merely serve as communication channels; they actively shape narratives by enabling users to share content related to brand crises, thus affecting how these narratives are perceived and discussed among the public. This amplifying effect can lead to rapid changes in consumer sentiment, making it paramount for brands to be proactive in their social media engagements. Social Network Theory, a subfield of Social Media Theory, highlights the critical role of social networks in influencing individual behavior and attitudes during crises. During a crisis, social media networks can amplify negative sentiment and hasten the spread of crisis-related information, potentially exacerbating reputational risks for organizations (Kramer, Guillory, & Hancock, 2014). This aspect of social media communication underscores the need for brands to not only monitor social media conversations but also to engage actively in these digital spaces to steer public perception positively.
2.3	EMPIRICAL REVIEW
	The advent of social media has fundamentally transformed the landscape of brand management, particularly during crises. In an era where information spreads rapidly and public sentiment can shift in an instant, brands must navigate the complexities of online communication to maintain their reputation. This review examines empirical studies from 2019 to the present that highlight the role of social media in shaping brand reputation during challenging times. Specific reference will be made to companies like Guaranty Trust Bank (G.T.B.), which exemplifies how effective social media strategies can mitigate reputational damage and foster consumer trust.The critical role of social media as a crisis communication tool is underscored in the work of Coombs (2019), who argues that real-time communication is essential during crises. According to his study titled "Crisis Communication: A New Approach for Social Media," brands that engage with their audience promptly on social media platforms can address issues swiftly, thereby reducing the potential for reputational harm. The findings indicate that businesses that maintain an active presence and respond quickly to customer inquiries during crises experience significantly less negative sentiment than those that remain silent. This immediacy not only helps to clarify misunderstandings but also reassures customers that their concerns are being acknowledged and addressed.
In the context of customer engagement, Melnyk and Frolova (2020) explore how social media facilitates two-way communication between brands and consumers in their article "Understanding the Impact of Social Media on Brand Reputation." They emphasize that social media platforms allow customers to voice their concerns and receive timely responses, creating a feedback loop that is crucial during crises. Enhanced customer engagement through these platforms can lead to the development of a stronger brand community, which is particularly important when a brand faces challenges. The ability to interact directly with customers fosters a sense of belonging and loyalty, which can be pivotal in maintaining a positive brand image during turbulent times.
Transparency emerges as a vital component of crisis management, as discussed by Ki and McNair (2021) in their research titled "Transparency in Crisis Communication: Social Media Perspectives." This study highlights the significance of transparent communication in maintaining brand loyalty during crises. By showcasing their commitment to honesty and openness, brands can effectively utilize social media to communicate their actions and decisions during challenging times. The findings suggest that transparency fostered through social media can not only maintain but also restore trust among consumers, reinforcing the idea that brands that are forthcoming about their challenges are more likely to retain customer loyalty.The ability of brands to control their narrative during crises is another critical aspect examined by Zhang and Wang (2022) in "Narrative Control in Social Media Crisis Management." This study focuses on how brands can craft their messages on social media to shape public perception. The authors argue that effective narrative management can significantly diminish the reputational fallout that often accompanies crises. By proactively addressing issues and presenting their side of the story, brands can influence how they are perceived by the public. The findings indicate that brands that successfully manage their narrative are better positioned to recover from crises and maintain a positive reputation.
The influence of peer reviews and social proof on consumer behavior during crises is explored by Smith and Jones (2021) in their paper "Social Proof in Crisis Scenarios: The Role of Online Communities." This research examines how consumers often look to their peers for guidance, particularly in uncertain situations. The findings reveal that positive interactions and endorsements from peers on social media can enhance a brand's reputation, even in the face of adverse events. When customers see others supporting a brand during a crisis, it creates a sense of community and validation, which can counteract negative narratives and bolster the brand's image.Visual storytelling plays a crucial role in shaping consumer perceptions, especially during crises. Tuten and Solomon (2019) discuss this in their research titled "Visual Content in Social Media: An Analysis of Brand Image." They identify how effective visual content, including packaging and branding, can impact consumer perceptions during challenging times. The findings suggest that strong visual storytelling helps reinforce brand identity and can mitigate reputational damage. By utilizing compelling visuals that communicate their values and commitments, brands like G.T.B. can effectively engage their audience and maintain a positive image, even in difficult situations.
The role of data analytics in crisis management is increasingly recognized as essential for brands navigating crises. Gupta (2023) discusses this in "Using Social Media Analytics for Crisis Response: Strategies and Impacts," emphasizing the importance of monitoring brand sentiment and the effectiveness of crisis communications. The study highlights that effective use of social media analytics allows brands to adjust their strategies in real-time, enhancing their recovery efforts. By analyzing engagement metrics and sentiment trends, brands can identify areas for improvement and respond more effectively to consumer concerns, ultimately aiding in reputation management. The long-term effects of social media engagement on brand recovery are investigated by Lee and Ma (2022) in their paper "Post-Crisis Brand Recovery through Social Media Engagement." This study highlights that ongoing engagement with consumers after a crisis can lead to significant restoration of brand reputation and consumer trust. The findings indicate that brands that continue to communicate and interact with their audience post-crisis are more likely to rebuild their reputation and strengthen customer loyalty over time. This underscores the importance of not only addressing immediate concerns during a crisis but also fostering long-term relationships with consumers through continued engagement.
The empirical evidence from recent studies underscores the profound impact of social media on packaging brand reputation during crises. For companies like Guaranty Trust Bank (G.T.B.), leveraging social media effectively can lead to enhanced communication, increased customer engagement, and ultimately, a more resilient brand reputation. By embracing transparency, managing narratives, and utilizing data analytics, brands can navigate crises more successfully and emerge with a strengthened connection to their audience. The evolving nature of social media necessitates that brands remain agile and responsive, ensuring they are well-prepared to face future challenges while maintaining their reputation.

CHAPTER THREE
RESEARCH METHODOLOGY
3.1 RESEARCH DESIGN
The researcher will use descriptive research survey design in building up this project work the choice of this research design will be considered appropriate because of its advantages of identifying attributes of a large population from a group of individuals. The design was suitable for the study as the study sought to staff motivational strategies as a tool to improve qualitative education
3.2	POPULATION OF THE STUDY
	The population of the study can be said to be animate or inanimate things which a study is focused. It could be class, schools, libraries, towns, local government area, state, nations and persons, the research is interested in getting information for the study (Nnayelugo, 2021).
	In this research study, the population of this study will be limited to 500 student which were selected randomly from IICT Institute, Kwara State Polytechnic, Ilorin. Due to financial and time constraint the total of 134 student will be used for this study.
3.3	RESEARCH SAMPLE AND SAMPLING PROCEDURE
	Research sample can be defined as the part or section of a population (F.O Obondoeze, 2019). According to (Ezeja E. Osilph D. 2020). It is the actual number or part of a study population that is objectively such selected for such study.
The sample size of this research was purposive sampling method which was randomly selected in the following department: Mass communication 39, Computer science 35, Office technology management 30, Library and information science 30. The technique affects every individual in the large population equal opportunity or chance of being selected. 
The researcher used Taro Yamane's formula to determine the sample size from the population. Taro Yamane's formula is given as;
n=         N 
        1+N (e)2
Where; N=Population of study (134)
   n = Sample size (?)
   e = Level of significance at 5% (0.05)
   1=Constant
n= 		134			134			 134
   1+134 (0.05)2	   1-134(00025)	        1+0.335
n=		134	     = 100
                   1.335
Therefore the sample size for this study is 100.
3.4 SOURCES OF DATA COLLECTION 
Data will be collected from two main sources namely:
(i) Primary source and 
(ii) Secondary source 
PRIMARY SOURCE
These are materials of statistical investigation which will be collected by the research for a particular purpose. They can be obtained through a survey, observation questionnaire or as experiment; the researcher has adopted the questionnaire method for this study.
SECONDARY SOURCE
These are data from Journal handset etc. they arise as byproducts of the same other purposes. Example administration, various other unpublished works and write ups were also used. 
3.5	INSTRUMENT FOR DATA COLLECTION 
The major research instrument will be the questionnaires. This was appropriately moderated. The secretaries were administered with the questionnaires to complete, with or without disclosing their identities. The questionnaire was designed to obtain sufficient and relevant information from the respondents. The primary data contained information extracted from the questionnaires in which the respondents were required to give specific answer to a question by ticking in front of an appropriate answer and administered the same on staff of the two organizations: The questionnaires contained structured questions which were divided into sections A and B.
3.6  VALIDATION OF THE RESEARCH INSTRUMENT
The questionnaire to be used as the research instrument will be subjected to face its validation. This research instrument (questionnaire) adopted will be adequately checked and validated by the supervisor his contributions and corrections were included into the final draft of the research instrument used.
3.7 METHOD OF DATA ANALYSIS
The data collected was not an end in itself but it served as a means to an end. The end being the use of the required data to understand the various situations it is with a viewto making valuable recommendations and contributions. To this end, the data to be collected has to be subjected to analysis for any meaningful interpretation to come out with some results. It is for this reason that the following methods will be adopted in the research project for the analysis of the data collected. For a comprehensive analysis of data collected, emphasis was laid on the use of absolute numbers frequencies of responses and percentages. Answers to the research questions will be  provided through the comparison of the percentage of workers response to each statement in the questionnaire related to any specified question being considered.
Frequency in this study refers to the arrangement of responses in order of magnitude or occurrence while percentage refers to the arrangements of the responses in order of their proportion. The simple percentage method is believed to be straight forward easy to interpret and understand method.
The researcher therefore chooses the simple percentage as the method to use.
The formula for percentage is shown as. 
% = 		f/N x 100/1 
Where: 
f = 	frequency of respondents response 
N = 	Total Number of response of the sample 
100 = 	Consistency in the percentage of respondents for each item contained in questions


CHAPTER FOUR
PRESENTATION OF DATA, ANALYSIS AND DISCUSSION
4.0 	INTRODUCTION 
	This chapter deals with the presentation of data collected through the administration of questionnaire which will be used in discussing the findings. The data collected from the administration of the questionnaire was coded using statistical package for social science (SPSS) the interpreted and analyzed using descriptive tools in form of tables for better understanding and interpretation of findings. The data analysis was designed in such a way that every question is analyzed based on frequencies and their equivalent percentages in addressing the objectives of the study.
  4.1 	DATA COLLECTION/PRESERVATION 
	Data was also collected from females. A total of 100 copies of questionnaire each containing 20 questions were distributed in the specified area data gathered from the field for this study were analyzed using sampling descriptive statistical tools avoiding to variables, frequencies and percentage. 
Table 1: Gender
	Gender
	Frequency 
	Percentages

	Male 
	46
	46%

	Female 
	54
	54%

	Total 
	100
	100%


Source: Research field survey 2025
Table 1 above indicates that 46 of the respondents representing (46%) are male while 54 of the respondents representing (54%) are female. Majority of the respondents therefore are male. 


Table 2: Age 
	Age
	Frequency 
	Percentages

	18-25
	20
	20%

	26-35
	70
	70%

	36-45
	-
	-

	46 and above Others 
	10
	10%

	Total 
	100
	100%


Source: Research field survey 2025
The above table indicates that 20(20%) of the respondents represents age 18-25, 70 (70%) of the respondents represent age 26-35, none of the respondents represent age 36-45 while 10 (10%) the respondents represent others. Majority of the respondents are age 26-35 (70%).
Table 3: Occupation
	Occupation
	Frequency 
	Percentage 

	Student 
	30
	30%

	Employed
	55
	55%

	Self-employed
	15
	15%

	Unemployed
	-
	-

	Total 
	100
	100%


Source: Research field survey 2025
The table above indicates that 30(30%) of the people administering the questionnaire are student while 55(55%) are employed, self-employed are 15 (15%). This simply suggests that students are the majority of people administering the questionnaire. 
Table 4: Are you a customer of GTBank
	Variable
	Frequency 
	Percentages

	Yes
	75
	75%

	No
	25
	25%

	Total 
	100
	100%


Source: Research field survey 2025
	The table above indicate that 75 (75%) of the respondents are customer of GTBankwhile 25 (25%) are not customer of GTBank. This simply suggests that GTBank customers are majority people administering the questionnaire.
Table 5: How often do you use social media
	Variable
	Frequency 
	Percentage 

	Rarely
	8
	8%

	Occasionally
	28
	28%

	Frequently
	21
	21%

	Very frequently
	43
	43%

	Total 
	100
	100%


Source: Research field survey 2025
The table above indicates that 8 (8%) of the respondents choose rarely, 28 (28%) choose occasionally, frequently are 21 (21%) and very frequently 43(43%). This simply indicate that the majority of people administering the questionnaire very frequently use the social media. 
NOTE: The questions were asked using the formal shown below.
SA- Strongly Agree
A - Agree 
N- Neutral
D – Disagree
SD- Strongly Disagree


SECTION B: SOCIAL MEDIA USAGE & PERCEPTION
Table 6: I actively use social media platform (e.g X, Facebook, Instagram, etc)? 
	Variable 
	Frequency 
	Percentages

	SD
	20
	20%

	D
	11
	11%

	N
	24
	24%

	A
	15
	15%

	SA
	30
	30%

	Total 
	100
	100%


Source: Research field survey 2025
The table above indicate that 20 (20%) people strongly disagree, 11(11%) people disagree, 24 (24%) people neutral, 15 (15%) agree while 30 (30%) strongly agree. This suggestion states that people who use social media platform e.g X, Facebook, Instagram are higher than others.
Table 7: I follow GTBank’s posts or responses on social media
	Variable 
	Frequency 
	Percentages

	SD
	15
	15%

	D 
	10
	10%

	N 
	10
	10%

	A 
	15
	15%

	SA
	50
	50%

	Total 
	100
	100%


Source: Research field survey 2025
The table above indicate that 15 (15%) people strongly disagree, 10(10%) people disagree, 10 (10%) people neutral, 15 (15%) agree while 50 (50%) strongly agree. This suggestion states that people who follow GTBank’s posts or responses on social media are higher than others.

Table 8: I often read GTBank’s post or responses on social media
	Variable 
	Frequency 
	Percentages

	SD
	10
	10%

	D 
	14
	14%

	N 
	11
	11%

	A 
	27
	27%

	SA
	43
	43%

	Total 
	100
	100%


Source: Research field survey 2025
The table above indicate that 10 (10%) people strongly disagree, 14(14%) people disagree, 11 (11%) people neutral, 27 (27%) agree while 43 (43%) strongly agree. This indicated that people often read GTBank’s post or responses on social media.
Table 9: Social media is my first stop for updates about service issues or crises from brands
	Variable 
	Frequency 
	Percentages

	SD
	9
	9%

	D 
	15
	15%

	N 
	14
	14%

	A 
	22
	22%

	SA
	40
	40%

	Total 
	100
	100%


Source: Research field survey 2025
The table above indicate that 9 (9%) people strongly disagree, 15(15%) people disagree, 14 (14%) people neutral, 22 (22%) agree while 40 (40%) strongly agree. In table 9 it shows that 40(40%) is SA which meant that people the first stop for updates about service issues or crises from brand are higher than others.

Table 10: I trust the credibility of crises-related information posted by GTBank
	Variable 
	Frequency 
	Percentages

	SD
	20
	20%

	D 
	11
	11%

	N 
	24
	24%

	A 
	15
	15%

	SA
	30
	30%

	Total 
	100
	100%


Source: Research field survey 2025
The table above indicate that 20 (20%) people strongly disagree, 11(11%) people disagree, 24 (24%) people neutral, 15 (15%) agree while 30 (30%) strongly agree. This suggestion states that people choose 30(30%) SA means that the trust of the credibility of crises-related information posted by GTBank are higher than others.
Table 11: I believe GTBank uses social media efficiently for public communication
	Variable
	Frequency 
	Percent 

	SA
	35
	35%

	A 
	20
	20%

	N
	25
	25%

	D
	15
	15%

	SD 
	5
	5%

	TOTAL 
	100
	100%


Source: Research field survey 2025
The table above says 35 (35%) respondents strongly agree, 20 (25%) respondents agree, 25 (25%) respondents are neutral, 15 (15%) respondents disagree, 5 (5%) respondents strongly disagree that GTBank uses social media efficiently for public communication. This suggests that majority of people that believe GTBank uses social media efficiently for public communication are more than others..
Table 12: The tone of GTBank’s social media posts is professional
	Variable 
	Frequency 
	Percent 

	SA
	15
	15%

	A 
	10
	10%

	N
	10
	10%

	D
	15
	15%

	SD 
	50
	50%

	TOTAL 
	100
	100%


Source: Research field survey 2025
 From the table above, 15 (15%) respondents strongly agree, 10 (10%) respondents agree, 10 (10%) respondents are neutral, 15 (15%) respondents disagree, 50 (50%) respondents strongly disagree that the tone of GTBank’s social media post is professional. This suggest that majority of people strongly disagree that the tone of GTBank’s social media posts is professional. 
Table 13: Social media helps GTBanks interacts directly with customer
	Variable
	Frequency 
	Percent 

	SA
	55
	55%

	A 
	25
	25%

	N
	10
	10%

	D
	5
	5%

	SD 
	5
	5%

	TOTAL 
	100
	100%


Source: Research field survey 2025
The table above suggests that 55 (55%) respondents strongly agree, 25(25%) respondents agree, 10 (10%) respondents are neutral, 5(5%) respondents disagree, 5 (5%) respondents strong disagree. This indicates that majority of people there strongly agree that social media helps GTBanks interacts directly with customer.

Table 14: GTBankresponds to inquires or complaints in a timely
	Variable 
	Frequency 
	Percent 

	SA
	35
	35%

	A 
	13
	13%

	N
	17
	17%

	D
	20
	20%

	SD 
	15
	15%

	TOTAL 
	100
	100%


Source: Research field survey 2025
The table above indicates that 35 (35%) respondents strongly agree, 13 (13%) respondents agree, neutral was 17(17%), 20 (20%) respondents disagreed, 15 (15%) respondents strongly disagreed. This suggests that majority of people strongly agree that GTBank responds to inquires or complaints in a timely..
Table 15: I have witnessed GTBank manage a public crisis via social media
	Variable 
	Frequency 
	Percent 

	SA
	15
	15%

	A 
	30
	30%

	N
	25
	25%

	D
	20
	20%

	SD 
	10
	10%

	TOTAL 
	100
	100%


Source: Research field survey 2025
The table above indicates that 15 (15%) respondents strongly agree, 30 (30%) respondents agree, 25 (25%) respondents are neutral, 20 (20%) respondents disagree, 10 (10%) respondents strongly disagree. This suggests that majority of the respondents agree that they witnessed GTBanks manage a public crises via social media.
Table 16: GTBank provide fast and accurate update during service failure or controversies
	Variable 
	Frequency 
	Percent 

	SA
	55
	55%

	A 
	15
	15%

	N
	20
	20%

	D
	5
	5%

	SD 
	5
	5%

	TOTAL 
	100
	100%


Source: Research field survey 2025
This table above says that of all the total respondents, 55 (55%) strongly agree, 15 (15%) agree, 20 (20%) are Neutral, disagreed 5(5%), strongly disagreed 5 (5%). This suggest that majority of people there strongly agree that GTBank provide fast and accurate update during service failure or controversies.
Table 17: The bank uses its social media to clarify misinformation during crises?
	Variable 
	Frequency 
	Percent 

	SA
	60
	60%

	A 
	20
	20%

	N
	15
	155%

	D
	5
	5%

	SD 
	-
	-

	TOTAL 
	200
	100%


Source: Research field survey 2025
This table above indicates that of all the respondents, 60 (60%) respondents strongly agree, 20 (20%) respondents agree, 15 (15%) respondents disagree, 5 (5%) respondents are neutral,  while people that strongly disagree was not indicated. This suggests that majority of people there strongly agree that the bank uses its social media to clarify misinformation during crises.
Table 18: GTBank’s use of social media during crises improve its image in my eyes?
	Variable 
	Frequency 
	Percent 

	SA
	45
	45%

	A 
	20
	20%

	N
	15
	15%

	D
	15
	15%

	SD 
	5
	5%

	TOTAL 
	100
	100%


Source: Research field survey 2025
The table above indicates that of all the respondents, 45 (45%) respondents strongly agree, 20 (20%) respondents agree, 15 (15%) respondents are neutral, 15(15%) respondents disagree, 5 (5%) respondents strongly disagree. This suggests that majority of the respondents strongly agree that GTBank’s use of social media during crises improve its image in there eyes.
Table 19: I feel more loyal to brands that communicate honestly during crises
	Variable 
	Frequency 
	Percent 

	SA
	40
	40%

	A 
	20
	20%

	N
	15
	15%

	D
	10
	10%

	SD 
	15
	15%

	TOTAL 
	100
	100%


Source: Research field survey 2025
The table above indicates that of all the total respondents, 40 (40%) strongly agree, 20 (20%) agree, 15 (15%) are neutral, 10 (10%) disagreed, 15 (15%) strongly disagree. This indicates that majority of people there strongly agree towards the statement that they feel more loyal to brands that communicate honestly during crises. 
Table 20: Poor crisis management on social media can damage a brand’s image?
	Variable 
	Frequency 
	Percent 

	SA
	55
	55%

	A 
	5
	5%

	N
	25
	25%

	D
	10
	10%

	SD 
	5
	5%

	TOTAL 
	100
	100%


Source: Research field survey 2025
The table above indicates that of the total sample, 55(55%) respondents strongly agree, agreed was 5(5%), 25 (25%) respondents are neutral, 10 (10%) respondents disagree, strongly disagreed was 5(5%). This suggests that majority of the respondents strongly agree that crises management on social media can damage a brand’s image.
4.2	 ANALYSIS OF RESEARCH QUESTIONS 
RESEARCH QUESTION ONE: To what extent has GTBank effectively used social media to manage its brand reputation during crises?
This question aims to evaluate GTBank’s social media presence and engagement with customers during crises. From the data in Tables 6-15, it is evident that a significant proportion of respondents actively use social media platforms such as Facebook, Instagram, and Twitter, with many following GTBank’s posts and responses regularly. For example, Table 7 shows that 50% of respondents strongly agree, and Table 8 indicates that a large number of respondents often read GTBank’s posts, reflecting active engagement. Additionally, Table 14 reveals that 35% of respondents strongly agree that GTBank responds promptly to inquiries and complaints, which suggests a positive impact on its brand reputation during crises. However, Table 12 shows that only 15% believe the tone of GTBank’s social media posts is professional, highlighting an area for improvement. Overall, the data suggests that GTBank has made considerable efforts in using social media for crisis management, with room for enhancing the tone and professionalism of communication.
RESEARCH QUESTION TWO: What is the perception of GTBank’s transparency and honesty during crises on social media?
According to Tables 17-19, a majority of respondents strongly agree that GTBank uses social media effectively to clarify misinformation (Table 17, 60%), and that their crisis communication improves the bank’s image (Table 18, 45%). Furthermore, Table 19 shows that 40% of respondents feel more loyal to brands that communicate honestly during crises. These figures reflect a generally positive perception of GTBank’s transparency and honesty, which are key components in crisis communication and brand reputation management.
RESEARCH QUESTION THREE: What are the challenges faced by GTBank in managing its brand reputation during crises via social media, and what strategies are perceived as effective or ineffective?
The data in Tables 16 and 20 highlight perceptions about challenges and strategies. For instance, Table 16 shows that a majority (50%) strongly disagree that GTBank's tone is always professional, indicating challenges in maintaining professionalism. Table 20 reveals that 55% strongly agree that poor crisis management can damage a brand’s image, underscoring the importance of effective strategies. Respondents recognize that efficient response times, truthful communication, and active engagement are crucial, but issues like tone professionalism remain areas needing improvement. These insights point to the need for strategic refinement in crisis communication and social media management.
RESEARCH QUESTION FOUR: What lessons can GTBank learn from its social media crisis management experiences, and what recommendations can be made to improve future responses?
The survey indicates that effective and transparent communication fosters customer loyalty (Table 19) and that rapid, accurate updates during crises are appreciated (Table 16). Moreover, consistent positive responses about GTBank’s use of social media suggest that strengthening existing good practices—such as quick responses, misinformation clarification, and maintaining professional tone—can bolster the bank’s reputation further. Based on this, the study recommends investing in staff training on crisis communication, developing clear social media protocols, and adopting a more professional tone to enhance trust and reputation management in future crises.
4.3	DISCUSSION OF FINDINGS
	This study set out to examine how GTBank utilizes social media to manage its brand reputation during crises, as well as to explore perceptions of its effectiveness, communication strategies, and challenges faced. The findings reveal several noteworthy insights aligned with the research objectives.
Firstly, the data shows that a significant proportion of respondents are active users of social media platforms such as Facebook, Twitter, and Instagram, with many engaging regularly with GTBank’s social media content (Tables 6-8). A majority of participants follow GTBank’s posts and responses closely, indicating that the bank has established a visible and active presence online. Furthermore, the responses indicate that GTBank’s social media team often responds to inquiries promptly, with 35% of respondents strongly agreeing that the bank responds in a timely manner (Table 14), underscoring effective crisis communication.
However, despite these positive indicators, there is evidence pointing to areas that need improvement. For example, the perception that the tone of GTBank’s social media posts is sometimes unprofessional is reflected by 50% of respondents strongly disagreeing with the statement that the tone is professional (Table 12). This suggests that the bank’s communication during crises may sometimes lack the professionalism required to enhance its reputation.
The data also highlights perceptions about transparency and honesty. Over 60% of respondents strongly agree that GTBank effectively clarifies misinformation during crises (Table 17), and nearly half believe that the bank’s social media efforts during crises improve its image (Table 18). Such findings demonstrate that many customers view GTBank’s crisis management via social media as generally positive, fostering trust and loyalty, especially when the bank communicates quickly and provides accurate information.
Nonetheless, the perception that poor crisis management could damage the bank’s reputation remains significant. Over half of the respondents strongly agree that mismanagement during crises can have detrimental effects (Table 20). This underscores the importance of consistent professionalism, transparency, and timely responses, as indicated in multiple survey responses.
In summary, the findings suggest that GTBank has made substantial strides in leveraging social media to manage crises and uphold its reputation. The proactive engagement, quick responses, and efforts to clarify misinformation contribute positively to the brand’s image. However, challenges such as maintaining professionalism and ensuring comprehensive and culturally sensitive communication during crises still exist. To enhance its crisis management strategy, GTBank should focus on improving tone professionalism, standardized response protocols, and continuous staff training on crisis communication. The insights derived from this study can serve as valuable recommendations for the bank to reinforce its social media crisis management and, ultimately, strengthen its brand reputation in future incidents.


CHAPTER FIVE
SUMMARY, CONCLUSION, AND RECOMMENDATIONS
5.1 	SUMMARY
This study examined the role of social media in managing brand reputation during crises, focusing on Guaranty Trust Bank (GTBank) as a case study. The research began with an exploration of the growing importance of digital platforms in shaping public perception, emphasizing the challenges and opportunities presented by social media in crisis situations. Chapter One introduced the problem of reputational damage in a fast-paced, online-driven society, alongside the objectives and research questions designed to measure GTBank’s crisis response effectiveness. Chapter Two provided a detailed literature review, incorporating conceptual, theoretical, and empirical insights that revealed how social media serves as both a tool for engagement and a risk multiplier during brand crises. The conceptual framework highlighted the dual nature of social media, while theories such as Crisis Communication Theory and Brand Reputation Theory established a foundation for understanding digital crisis dynamics. The methodology in Chapter Three outlined the research process, which involved a survey distributed among 100 respondents using a purposive sampling technique. The data collected was analyzed using descriptive statistics to interpret public perception of GTBank’s digital crisis management. In Chapter Four, the results indicated that GTBank actively engages customers on social media and often responds promptly to issues, with many respondents viewing its use of these platforms positively. However, a significant number raised concerns about the professionalism of tone and consistency in communication. The discussion of findings revealed that while GTBank utilizes social media well during crises, it needs to improve the clarity, empathy, and strategic alignment of its responses to enhance public trust. In conclusion, this study found that social media remains a powerful but delicate instrument for brand reputation management. GTBank’s current practices demonstrate progress, but there is a critical need for refined protocols, emotionally intelligent communication, and continuous improvement to ensure lasting brand loyalty and resilience during digital crises.
5.2	LIMITATIONS OF THE STUDY
This study was constrained primarily by geographic and temporal factors. It focused solely on respondents within the demographic scope of GTBank’s social media users, primarily within the urban centers, limiting the generalizability of the findings to a broader population. Time constraints also restricted the scope of data collection, which impacted the sample size and the depth of analysis. Financial limitations further limited the extent of data collection, reducing the number of questionnaires administered and, consequently, the breadth of insights gathered. Despite these constraints, the study remains relevant and provides valid insights into GTBank’s social media crisis management strategies and public perception.
5.3	CONCLUSION
The research concludes that GTBank effectively employs social media as a powerful tool for managing its brand reputation during crises. The bank’s proactive efforts in providing timely information, engaging customers, and clarifying misinformation have generally been perceived positively, fostering increased trust and customer loyalty. Nonetheless, the study also highlights areas requiring improvement, particularly in maintaining a professional tone and ensuring consistent, transparent communication. It is evident that social media, if harnessed effectively, can significantly enhance an organization’s image and resilience during crises. For GTBank, continual refinement of crisis communication strategies including staff training and the development of standardized response protocols would further strengthen its ability to manage crises proactively and positively influence its reputation.
5.4 	RECOMMENDATIONS
Based on the findings, it is recommended that GTBank intensify its efforts in crisis communication by adopting a more professional tone across all social media platforms. The bank should also implement comprehensive training programs for its social media team to ensure consistent, transparent, and effective communication during crises. Additionally, the bank should strengthen its crisis response protocols to facilitate faster, more accurate, and more empathetic engagement with customers. It is advisable for GTBank to regularly monitor social media sentiments and conduct evaluations of its crisis management strategies, adjusting accordingly to stay ahead of potential issues. Furthermore, there should be increased collaboration with public relations experts to develop contingency plans and communication templates that can be swiftly deployed in various crisis scenarios. Finally, fostering an ongoing dialogue with the public through continuous engagement and feedback collection can help GTBank build a more resilient brand reputation capable of withstanding future crises.
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APPENDIX I
Kwara State Polytechnic, Ilorin
Institute of Information and Communication Technology
Department of Mass Communication
30th April, 2025
Dear Respondent,
I am AJIBOYE OLUWASHOLA ADEKUNLE, an HND II student in the Department of Mass Communication, Kwara State Polytechnic, Ilorin. I am conducting a research project titled:
"THE IMPACT OF SOCIAL MEDIA IN MANAGING BRAND REPUTATION DURING CRISES (A CASE STUDY OF GUARANTY TRUST BANK - GTB)."
The purpose of this study is to assess how effectively social media platforms are used by GTBank during crisis situations to maintain their brand image. You have been selected as part of this research to provide your honest opinions and experiences.
Please note that all responses will be kept strictly confidential and used only for academic purposes. Your participation is highly appreciated and will contribute greatly to the success of this study.
Thank you for your time and support.

Sincerely,
.

AJIBOYE OLUWASHOLA ADEKUNLE

QUESTIONNAIRE
INSTRUCTION: Kindly respond to the questions below by ticking (✔) the option that best represents your opinion. All responses will be used strictly for academic purposes and treated with confidentiality.
SECTION A: DEMOGRAPHIC INFORMATION
1. Gender:	Male  (   )  Female	  (   )  Prefer not to say  (   )
2. Age:  18–25   (   )  26–35    (   ) 36–45 46 and Above  (   )
3. Occupation: Student (   )Employed (   ) Self-employed (  ) Unemployed ()
4. Are you a customer of GTBank?  Yes  (   )   No  (   )
5. How often do you use social media? Rarely  (   ) Occasionally  (   ) Frequently  (   ) 
Very Frequently  (   )
SECTION B: SOCIAL MEDIA USAGE & PERCEPTION
NOTE: SD (Strongly Disagree), D (Disagree), N (Neutral), A (Agree), 
SA (Strongly Agree)
	S/N
	QUESTIONS
	SD
	D
	N
	A
	SA

	6.
	I actively use social media platforms (e.g., X, Facebook, Instagram, etc.)?
	
	
	
	
	

	7.
	I follow GTBank on at least one social media platform?
	
	
	
	
	

	8.
	I often read GTBank's posts or responses on social media?
	
	
	
	
	

	9
	Social media is my first stop for updates about service issues or crises from brands?
	
	
	
	
	

	10.
	I trust the credibility of crisis-related information posted by GTBank online?
	
	
	
	
	

	11.
	I believe GTBank uses social media efficiently for public communication?
	
	
	
	
	

	12.
	The tone of GTBank’s social media posts is professional?
	
	
	
	
	

	13.
	Social media helps GTBank interact directly with customers?
	
	
	
	
	

	14.
	GTBank responds to inquiries or complaints in a timely manner on social platforms?
	
	
	
	
	

	15.
	I have witnessed GTBank manage a public crisis via social media?
	
	
	
	
	

	16.
	GTBank provides fast and accurate updates during service failures or controversies?
	
	
	
	
	

	17.
	The bank uses its social media to clarify misinformation during crises?
	
	
	
	
	

	18.
	GTBank’s use of social media during crises improves its image in my eyes?
	
	
	
	
	

	19.
	I feel more loyal to brands that communicate honestly during crises?
	
	
	
	
	

	20.
	Poor crisis management on social media can damage a brand’s image?
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