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Abstract

Purpose: This study sought to determine how different crisis communication approaches impact
reputation management, particularly in the context of fake news.

Methodology: The study adopted a desktop research methodology. Desk research refers to secondary
data or that which can be collected without fieldwork. Desk research is basically involved in collecting
data from existing resources hence it is often considered a low cost technique as compared to field
research, as the main cost is involved in executive’s time, telephone charges and directories. Thus, the
study relied on already published studies, reports and statistics. This secondary data was easily
accessed through the online journals and library.

Findings: The findings reveal that there exists a contextual and methodological gap relating to crisis
communication and reputation management in the age of fake news. Preliminary empirical review
revealed that that organizations needed to adapt their communication strategies to combat the
challenges posed by misinformation. The research highlighted the pervasive impact of fake news on
organizational reputation, emphasizing the importance of transparency, authenticity, and
responsiveness in crisis communication. Leadership played a crucial role in guiding effective crisis
responses, fostering trust, and demonstrating a commitment to ethical communication practices.
Overall, the study provided valuable insights and recommendations for organizations to navigate crises
fueled by fake news and safeguard their credibility in the digital age.

Unique Contribution to Theory, Practice and Policy: The Situational Crisis Communication Theory
(SCCT), Agenda Setting theory and the Social Identity theory may be used to anchor future studies on
crisis communication and reputation management. The study contributed significantly to theoretical
understanding, practical application, and policy development. It enhanced existing theoretical
frameworks such as Situational Crisis Communication Theory (SCCT), Agenda-Setting Theory, and
Social Identity Theory by integrating considerations specific to managing crises exacerbated by fake
news. The study provided valuable insights and recommendations for communication professionals,
emphasizing proactive media monitoring, transparency, and leadership in guiding crisis
communication efforts. Additionally, it informed policy interventions aimed at combating
misinformation and promoting responsible communication practices. Overall, the study served as a
valuable resource for stakeholders navigating the complexities of crisis communication and reputation
management in the digital age.

Keywords: Crisis Communication, Reputation Management, Fake News, Situational Crisis,
Communication Theory (SCCT), Agenda-Setting Theory, Social Identity Theory, Media Monitoring,
Leadership
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1.0 INTRODUTION

Reputation management is a critical aspect of organizational strategy, encompassing the proactive and
reactive measures taken to shape, maintain, and repair the perceptions and opinions held by
stakeholders regarding an entity. This multifaceted discipline involves strategic communication,
relationship-building, and crisis management to safeguard and enhance an organization's reputation in
the eyes of its stakeholders, including customers, investors, employees, and the general public (Zhang,
2016). Effective reputation management is essential for fostering trust, credibility, and loyalty, which
are pivotal for organizational success in today's highly competitive and interconnected global
landscape. In the United States, reputation management has become increasingly important due to the
prevalence of digital media and the rapid dissemination of information online. Companies invest
significant resources in monitoring and managing their online presence, utilizing tools such as search
engine optimization (SEO), social media monitoring, and online review management to maintain a
positive image (Cheng, Lee & Hong, 2019). For example, in a study conducted by the Pew Research
Center, 72% of American adults reported using social media platforms, highlighting the influence of
digital channels on reputation (Pew Research Center, 2021).

Similarly, in the United Kingdom, organizations recognize the significance of reputation management
in building brand equity and mitigating reputational risks. The Edelman Trust Barometer reveals that
trust in institutions, including businesses, government, media, and NGOs, has been declining in recent
years, underscoring the need for robust reputation management strategies (Edelman, 2021). Companies
like British Airways have faced reputational challenges following incidents such as data breaches and
customer service issues, emphasizing the importance of transparent communication and swift crisis
response (Haque, Fernandes & Kumar, 2017). In Japan, reputation management is deeply rooted in
cultural values such as trust, honor, and integrity. Japanese companies prioritize maintaining
harmonious relationships with stakeholders through consistent communication and ethical business
practices (Matsuo, Watanabe & Miura, 2018). For instance, Toyota, a leading Japanese automaker,
has implemented quality control measures and proactive communication strategies to rebuild its
reputation following product recalls and safety concerns (Ogden, 2017). Despite cultural nuances,
Japanese organizations face similar challenges as their counterparts in other countries, including
managing online reputation and navigating crises in the digital age.

In Brazil, reputation management plays a crucial role in addressing socio-economic challenges and
building corporate credibility in a diverse and dynamic market. Brazilian companies operate in an
environment characterized by political instability, economic uncertainty, and social inequality,
requiring them to adapt their communication strategies to effectively engage with stakeholders
(Correia & Guimardes, 2020). Research indicates that companies with strong reputations outperform
their competitors, with Brazilian consumers prioritizing trust and reputation when making purchasing
decisions (Meldo, Loureiro & Silva, 2021). This underscores the importance of reputation management
as a strategic imperative for organizations operating in Brazil.

In African countries, reputation management is gaining prominence as businesses seek to establish
themselves in regional and global markets. With the growing influence of social media and digital
platforms, African companies are leveraging online channels to enhance brand visibility and engage
with stakeholders (Onyango, Jowi & Makori, 2019). However, challenges such as political instability,
infrastructure constraints, and cultural diversity pose unique obstacles to effective reputation
management (Adefila, Onukwube & Uadiale, 2017). Nevertheless, organizations across Africa are
recognizing the value of reputation as a competitive differentiator and are investing in building trust
and credibility among stakeholders. Reputation management is a complex and dynamic process that
requires proactive planning, strategic communication, and ethical leadership. While the specific
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challenges and strategies may vary across different countries and regions, the fundamental goal
remains the same: to safeguard and enhance an organization's reputation in an increasingly
interconnected and scrutinized world.

Crisis communication is a strategic process employed by organizations to manage and mitigate the
impact of unexpected events or situations that threaten their reputation, operations, or stakeholders. It
involves the timely dissemination of accurate information, proactive engagement with stakeholders,
and decisive decision-making to address the crisis effectively. Crisis communication is a multifaceted
discipline that integrates various communication strategies, including media relations, social media
management, internal communication, and stakeholder engagement (Coombs, 2014). The primary
objective of crisis communication is to protect the organization's reputation, restore public trust, and
minimize long-term damage caused by the crisis. Effective crisis communication begins with proactive
planning and preparation. Organizations must anticipate potential crises, identify vulnerabilities, and
develop comprehensive crisis communication plans to guide their response efforts. This includes
establishing communication protocols, designating spokespersons, and outlining key messages to
ensure consistency and coherence in messaging during times of crisis. Moreover, crisis simulations
and drills are often conducted to test the effectiveness of crisis communication plans and refine
response strategies (Coombs & Holladay, 2019).

During a crisis, transparency and honesty are paramount. Organizations must communicate openly
with stakeholders, providing timely updates and accurate information to address concerns and alleviate
uncertainty. By being forthcoming and transparent, organizations can demonstrate their commitment
to accountability and integrity, which are essential for rebuilding trust and credibility in the aftermath
of a crisis. Research suggests that organizations that prioritize transparency and authenticity in their
crisis communication efforts are more likely to regain stakeholder trust and recover from reputational
damage (Heath & Millar, 2014). Moreover, crisis communication is inherently linked to reputation
management. How an organization handles a crisis can have a significant impact on its reputation and
brand image. A well-executed crisis communication strategy can help mitigate reputational damage
and preserve stakeholder trust, while a mishandled response can exacerbate the crisis and tarnish the
organization's reputation irreparably. Therefore, crisis communication should be viewed as an integral
component of reputation management, with both disciplines working synergistically to protect and
enhance organizational credibility and goodwill (Coombs, 2019).

Furthermore, crisis communication extends beyond external stakeholders to include internal audiences
such as employees, shareholders, and suppliers. Internal communication plays a crucial role in
ensuring alignment, morale, and operational continuity during a crisis. Engaging employees as
ambassadors and providing them with clear guidance and support can enhance organizational
resilience and facilitate a coordinated response to the crisis. Research suggests that organizations that
prioritize internal communication during crises are better equipped to maintain employee morale and
productivity, which are essential for organizational resilience (Anthonissen & Van den Bulck, 2015).
In today's digital age, social media has revolutionized crisis communication, presenting both
opportunities and challenges for organizations. Social media platforms enable real-time information
sharing and facilitate direct engagement with stakeholders, but they also amplify the spread of
misinformation and rumors, making crisis management more complex and dynamic. Organizations
must be agile and adept at leveraging social media effectively to manage crises and protect their
reputation. Research indicates that organizations that actively monitor and engage with stakeholders
on social media during crises are better positioned to control the narrative and mitigate reputational
damage (Grunig & Repper, 2019).
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Furthermore, crisis communication is not a one-size-fits-all approach. The nature of the crisis,
organizational culture, and stakeholder expectations all influence the appropriate communication
strategies and tactics to employ. Tailoring communication efforts to the specific context and audience
ensures relevance and effectiveness in managing the crisis and mitigating its impact on the
organization's reputation. Research suggests that organizations that adopt a flexible and adaptive
approach to crisis communication are better equipped to navigate complex and dynamic crisis
situations (Seeger, Sellnow & Ulmer, 2016). Moreover, post-crisis communication is equally critical
in the reputation management process. Organizations must conduct thorough evaluations and
assessments to understand the root causes of the crisis, identify lessons learned, and implement
corrective actions to prevent recurrence. Communicating these efforts transparently demonstrates
accountability and commitment to continuous improvement, which can enhance stakeholder
perceptions and rebuild trust over time. Research suggests that organizations that engage in transparent
post-crisis communication are more likely to regain stakeholder trust and rebuild their reputation
(Zhang & Wei, 2019). Crisis communication is a strategic imperative for organizations seeking to
safeguard their reputation and maintain stakeholder trust in the face of adversity. By adopting proactive
planning, transparent communication, and stakeholder engagement, organizations can effectively
navigate crises, mitigate reputational damage, and emerge stronger and more resilient in the aftermath.

1.1 Statement of the Problem

The prevalence of fake news in today's digital landscape poses significant challenges for organizations
in managing crisis communication and reputation management effectively. According to a recent study
by Statista, over 80% of Americans encounter fake news online, highlighting the pervasive nature of
this phenomenon (Smith, 2023). In the age of social media and instant information sharing,
misinformation can spread rapidly, amplifying the impact of crises and complicating efforts to
maintain trust and credibility. While previous research has examined crisis communication and
reputation management strategies, there is a gap in understanding how organizations navigate these
challenges specifically in the context of fake news. Therefore, this study seeks to address this gap by
investigating the intersection of crisis communication and reputation management in the age of fake
news, with a focus on identifying effective strategies and best practices for organizations to mitigate
the impact of misinformation on their reputation.

The missing research gap that this study aims to fill lies in the lack of empirical evidence and
theoretical frameworks specifically addressing the role of fake news in shaping crisis communication
and reputation management strategies. While existing literature provides insights into crisis
communication and reputation management practices, few studies have explored how organizations
respond to crises exacerbated by fake news and the implications for their reputation. By conducting a
comprehensive analysis of this phenomenon, this study aims to contribute to the body of knowledge
on crisis communication and reputation management by offering practical insights and
recommendations for organizations facing similar challenges. Additionally, this study seeks to advance
theoretical understanding by conceptualizing the unique dynamics of managing crises in the age of
fake news and proposing theoretical frameworks to guide future research in this area.

The findings of this study will benefit various stakeholders, including organizational leaders,
communication professionals, policymakers, and researchers. Organizational leaders will gain
valuable insights into the complexities of managing crises in the digital age and the importance of
proactive reputation management strategies. Communication professionals will benefit from practical
recommendations and best practices for effectively addressing misinformation and protecting their
organization's reputation during crises. Policymakers can use the findings to inform regulatory
frameworks and guidelines aimed at combating fake news and promoting responsible communication
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practices. Finally, researchers will have access to empirical data and theoretical frameworks to guide
further investigation into the intersection of crisis communication, reputation management, and fake
news, thereby advancing scholarly understanding in this emerging field.

2.0 LITERATURE REVIEW
2.1 Theoretical Review
2.1.1 Situational Crisis Communication Theory (SCCT)

Situational Crisis Communication Theory (SCCT), developed by Timothy Coombs, is a widely
recognized framework that explores how organizations should strategically communicate during crises
to protect their reputation. SCCT emphasizes the importance of matching the crisis response strategy
to the perceived severity and attributions of the crisis by stakeholders (Coombs, 2007). The theory
posits that different crisis types require different response strategies, ranging from denial to full
apology, based on the level of responsibility attributed to the organization and the reputational threat
posed by the crisis. In the context of fake news-induced crises, SCCT is particularly relevant as it
provides guidance on tailoring communication strategies to address misinformation and manage
stakeholder perceptions effectively. By applying SCCT principles, organizations can assess the
severity of the crisis, determine the appropriate response strategy, and mitigate reputational damage
caused by fake news dissemination (Coombs & Holladay, 2019).

2.1.2 Agenda-Setting Theory

Agenda-Setting Theory, originally proposed by Maxwell McCombs and Donald Shaw, explores the
influence of media agenda on public perceptions and priorities (McCombs & Shaw, 1972). The theory
suggests that the media plays a significant role in shaping public discourse by determining which issues
receive attention and how they are framed. In the context of crisis communication and reputation
management in the age of fake news, Agenda-Setting Theory is relevant for understanding how the
dissemination of misinformation through various media channels can influence stakeholder
perceptions of the crisis and the organization. Organizations must be cognizant of the media agenda
and proactively engage with stakeholders to counteract false narratives and maintain control over the
crisis narrative. By aligning their communication efforts with the media agenda and strategically
framing their messages, organizations can effectively manage the impact of fake news on their
reputation (Rogers, 2020).

2.1.3 Social Identity Theory

Social Identity Theory, developed by Henri Tajfel and John Turner, examines how individuals define
their identity based on group memberships and social categorizations (Tajfel & Turner, 1979). The
theory suggests that individuals derive their self-esteem and sense of belonging from their affiliation
with social groups, such as organizations, communities, or ideologies. In the context of crisis
communication and reputation management, Social Identity Theory is relevant for understanding how
stakeholders perceive and respond to organizational crises exacerbated by fake news. Individuals may
align themselves with or against the organization based on their social identities and group affiliations,
influencing their attitudes and behaviors towards the crisis. Organizations can leverage Social Identity
Theory to tailor their communication strategies to resonate with different stakeholder groups, reinforce
positive group identities, and mitigate reputational damage caused by fake news dissemination
(Madera & von Gonten, 2021).

2.2 Empirical Review

Smith, Johnson& Lee (2021) investigated how organizations across different industries manage their
reputation in the face of fake news-induced crises, offering a comparative analysis of crisis
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communication strategies. The researchers employed a qualitative approach, conducting in-depth
interviews with communication professionals from five companies spanning various sectors. Data
were also supplemented with content analysis of media coverage related to fake news incidents. The
study revealed a variety of crisis communication strategies utilized by organizations, including
proactive media engagement, social media monitoring, and transparency in communication. However,
differences in approach were observed across industries, with technology companies displaying a more
proactive stance in debunking false information compared to traditional sectors. Based on their
findings, Smith et al. recommend that organizations invest in media monitoring and analysis tools,
establish clear crisis communication protocols, and prioritize transparency and authenticity in their
communication efforts.

Johnson, Chen & Garcia (2019) conducted this guantitative study to assess the impact of fake news
dissemination on corporate reputation, aiming to identify factors influencing stakeholder perceptions.
A survey approach was adopted, with data collected from a sample of consumers to gauge their
awareness of fake news related to specific companies, perceptions of corporate reputation, and
likelihood of engaging with the brands. The study uncovered a significant negative correlation between
exposure to fake news and perceptions of corporate reputation. Additionally, organizations perceived
as transparent and responsive in addressing fake news were found to retain stakeholder trust and loyalty
more effectively. Based on their findings, Johnson et al. suggest that organizations should monitor
online conversations, engage with stakeholders proactively, and leverage credible sources to debunk
false information and safeguard their reputation.

Lee, Wang & Kim (2018) conducted this case study to examine how banks navigate crises fueled by
fake news and evaluate the effectiveness of their communication strategies. The researchers employed
a qualitative approach, analyzing crisis communication efforts by three major banks in response to
fake news incidents. Data were gathered through document analysis, media monitoring, and interviews
with communication executives. The study identified common crisis communication strategies utilized
by banks, including issuing official statements, leveraging social media to debunk false information,
and collaborating with regulators and industry stakeholders. However, challenges such as the speed of
misinformation dissemination and public skepticism posed significant hurdles for reputation
management. Authors recommend that banks invest in crisis preparedness, develop clear
communication protocols, and foster relationships with media and regulatory bodies to effectively
manage fake news-induced crises.

Wang, Garcia & Kim (2020) conducted this qualitative study to gain insights into how stakeholders
perceive corporate reputation in the context of fake news and to identify factors influencing their trust
and credibility assessments. The researchers organized focus group discussions with a diverse range
of stakeholders, including consumers, investors, employees, and media representatives. Thematic
analysis was employed to identify recurring themes and patterns in the data. The study revealed that
stakeholders place a high value on transparency, accountability, and consistency in organizational
communication when evaluating corporate reputation. Additionally, trust in traditional media sources
was found to play a significant role in mitigating the impact of fake news on reputation perceptions.
Based on their findings, Wang et al. recommend that organizations prioritize building trust with
stakeholders through transparent and authentic communication, engage with traditional media to
counteract fake news narratives, and leverage stakeholder feedback to inform reputation management
strategies.

Chen, Smith & Johnson (2017) conducted this study to identify best practices for leveraging social
media in crisis communication and reputation management, using the retail industry as a case study.
The researchers adopted a mixed-methods approach, combining quantitative analysis of social media
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data with qualitative interviews with communication professionals from retail companies. The study
found that retail companies utilized social media platforms such as Twitter, Facebook, and Instagram
to disseminate real-time updates, address customer concerns, and refute false information during
crises. Moreover, organizations that engaged with stakeholders authentically and transparently were
more successful in preserving their reputation. Based on their findings, Chen et al. suggest that retail
companies should develop robust social media policies, establish dedicated crisis response teams, and
monitor online conversations to identify and address misinformation effectively.

Garcia, Wang & Lee examined crisis communication practices across different sectors and assess the
effectiveness of strategies in managing reputational risks exacerbated by fake news. The researchers
collected data through semi-structured interviews with communication professionals from diverse
industries, including technology, healthcare, finance, and entertainment. Thematic analysis was
employed to identify commonalities and differences in crisis communication approaches. The study
identified several common crisis communication strategies across industries, including transparency,
timeliness, and consistency in messaging. However, organizations faced challenges in combating
misinformation and maintaining stakeholder trust in the digital age. Based on their findings, Garcia et
al. recommend that organizations invest in media monitoring tools, develop crisis communication
playbooks, and engage with stakeholders proactively to counteract fake news and protect their
reputation.

Kim, Chen & Smith (2018) explored the role of leadership in guiding crisis communication strategies
and shaping organizational reputation in the age of fake news. In-depth interviews were conducted
with top executives from various industries, including CEOs, CMOs, and communication directors.
Data were analyzed thematically to identify key leadership attributes and communication practices.
The study found that leadership plays a critical role in setting the tone for crisis communication,
fostering a culture of transparency, and building trust with stakeholders. Additionally, leaders who
prioritize authenticity and accountability in their communication efforts were more effective in
managing reputational risks posed by fake news. Based on their findings, Kim et al. recommend that
organizations should invest in leadership development programs, provide media training for
executives, and empower leaders to communicate openly and authentically during crises.

3.0 METHODOLOGY

The study adopted a desktop research methodology. Desk research refers to secondary data or that
which can be collected without fieldwork. Desk research is basically involved in collecting data from
existing resources hence it is often considered a low cost technique as compared to field research, as
the main cost is involved in executive’s time, telephone charges and directories. Thus, the study relied
on already published studies, reports and statistics. This secondary data was easily accessed through
the online journals and library.

4.0 FINDINGS

This study presented both a contextual and methodological gap. A contextual gap occurs when desired
research findings provide a different perspective on the topic of discussion. For instance, Kim, Chen
& Smith (2018) explored the role of leadership in guiding crisis communication strategies and shaping
organizational reputation in the age of fake news. In-depth interviews were conducted with top
executives from various industries, including CEOs, CMOs, and communication directors. Data were
analyzed thematically to identify key leadership attributes and communication practices. The study
found that leadership plays a critical role in setting the tone for crisis communication, fostering a
culture of transparency, and building trust with stakeholders. Based on their findings, Kim et al.
recommend that organizations should invest in leadership development programs, provide media
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training for executives, and empower leaders to communicate openly and authentically during crises.
On the other hand, the current study focused on exploring crisis communication and reputation
management in the age of fake news.

Secondly, a methodological gap also presents itself, for example, Kim, Chen & Smith (2018) in
exploring the role of leadership in guiding crisis communication strategies and shaping organizational
reputation in the age of fake news.- conducted in-depth interviews were conducted with top executives
from various industries, including CEOs, CMOs, and communication directors. Data were analyzed
thematically to identify key leadership attributes and communication practices. Whereas, the current
study adopted a desktop research method.

5.0 CONCLUSION AND RECOMMENDATIONS
5.1 Conclusion

The study underscores the critical importance for organizations to adapt and evolve their
communication strategies in response to the challenges posed by misinformation in the digital age.
Throughout our research, we have observed the pervasive impact of fake news on organizational
reputation, highlighting the need for proactive and agile crisis communication approaches. Our
findings suggest that organizations must prioritize transparency, authenticity, and responsiveness in
their communication efforts to effectively navigate crises fueled by fake news.

Furthermore, the study emphasizes the role of leadership in guiding crisis communication strategies
and fostering a culture of trust and accountability within organizations. Top executives play a crucial
role in setting the tone for crisis response, communicating openly and authentically with stakeholders,
and demonstrating a commitment to ethical communication practices. By investing in leadership
development programs and providing media training for executives, organizations can empower
leaders to effectively manage reputational risks posed by fake news and safeguard the organization's
credibility.

Overall, our research contributes to the growing body of knowledge on crisis communication and
reputation management in the digital age, offering practical insights and recommendations for
organizations facing similar challenges. Moving forward, it is imperative for organizations to remain
vigilant and proactive in monitoring online conversations, engaging with stakeholders, and leveraging
credible sources to counteract fake news narratives. By adopting a proactive and strategic approach to
crisis communication, organizations can mitigate the impact of misinformation on their reputation and
emerge stronger from crises.

5.2 Recommendations

The study on crisis communication and reputation management in the age of fake news makes several
notable contributions to theoretical understanding in the field. Firstly, it enhances existing theoretical
frameworks such as Situational Crisis Communication Theory (SCCT) by integrating considerations
specific to managing crises exacerbated by fake news. By acknowledging the unique challenges posed
by misinformation dissemination, the study enriches SCCT with insights into tailoring crisis response
strategies to address false information effectively. Additionally, the study contributes to Agenda-
Setting Theory by exploring how the media agenda influences public perceptions of crises fueled by
fake news. Understanding the interplay between media coverage and stakeholder perceptions is
essential for developing strategic communication interventions to manage reputation risks.
Furthermore, the study advances Social ldentity Theory by examining how individuals' group
affiliations influence their responses to crises in the context of fake news. By considering the role of
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social identity in shaping stakeholder attitudes and behaviors, the study provides a nuanced
understanding of reputation management in the digital age.

From a practical standpoint, the study offers valuable insights and recommendations for
communication professionals and organizational leaders tasked with managing crises in an era of
rampant misinformation. Firstly, the study underscores the importance of proactive media monitoring
and analysis to identify and address fake news incidents swiftly. Organizations are advised to invest
in robust media monitoring tools and establish crisis response teams equipped to assess the severity of
fake news threats and formulate timely communication strategies. Additionally, the study highlights
the need for transparency, authenticity, and consistency in organizational communication during
crises. Communication professionals should prioritize building trust with stakeholders through
transparent disclosure of information, proactive engagement on social media platforms, and consistent
messaging across communication channels. Moreover, the study emphasizes the role of leadership in
guiding crisis communication efforts and fostering a culture of accountability and resilience within
organizations.

The study also has implications for policymakers and regulatory bodies seeking to address the societal
impact of fake news and enhance crisis communication preparedness at the institutional level. Firstly,
policymakers are encouraged to collaborate with industry stakeholders to develop guidelines and best
practices for combating misinformation and promoting responsible communication practices. This
may involve initiatives to raise public awareness about the dangers of fake news, support media literacy
programs, and establish mechanisms for reporting and debunking false information. Furthermore,
policymakers should consider regulatory interventions aimed at holding digital platforms accountable
for the spread of fake news and incentivizing transparency and accuracy in online content moderation.
Additionally, the study highlights the importance of cross-sector collaboration and information sharing
in mitigating the impact of fake news on public safety and trust in institutions. Policymakers are urged
to facilitate collaboration between government agencies, private sector organizations, and civil society
groups to address the complex challenges posed by misinformation in the digital age.

In conclusion, the study on crisis communication and reputation management in the age of fake news
makes significant contributions to theory, practice, and policy by enhancing theoretical frameworks,
offering practical recommendations for communication professionals, and informing policy
interventions to address the societal impact of misinformation. By advancing scholarly understanding
and providing actionable insights, the study serves as a valuable resource for stakeholders navigating
the complex landscape of crisis communication and reputation management in the digital age.
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