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Abstract

In the digital platform economy, reputational crises can rapidly escalate due to the interconnected nature of online
communication environments. Platforms such as YouTube frequently face controversies related to content
moderation, algorithmic governance, misinformation, and creator monetization policies, which can significantly
affect user trust. This study examines how different crisis communication strategies influence the process of
consumer trust repair in the context of digital platform controversies. Drawing upon crisis communication theory
and insights from neuromarketing literature, the research investigates how emotional interpretations of
organizational responses shape perceptions of trust restoration. Specifically, the study compares three commonly
observed crisis response strategies: apology-based communication, organizational silence, and counter-narrative
responses. Using a qualitative exploratory research design, secondary data were collected from publicly available
sources including official platform statements, media reports, and public discussions on digital platforms. The
data were analyzed through thematic analysis to identify patterns in emotional and cognitive interpretations of
crisis communication strategies. The findings indicate that apology-based responses tend to evoke empathy,
reassurance, and perceptions of accountability, thereby facilitating trust repair. In contrast, organizational silence
and defensive counter-narratives often generate frustration, suspicion, and perceived evasiveness, which weaken
trust restoration efforts. The study proposes a conceptual model demonstrating how emotional interpretation
mediates the relationship between crisis communication strategies and trust repair outcomes. By integrating
perspectives from crisis communication and consumer neuroscience, this research contributes to a deeper
understanding of the emotional mechanisms underlying trust reconstruction in digital platform environments.
Keywords: Crisis Communication, Consumer Trust Repair, Digital Platforms, Emotional Processing,
Neuromarketing

Introduction

In the contemporary digital ecosystem, global technology platforms operate under constant public scrutiny due to
their extensive influence on information dissemination, content moderation, and digital discourse. Among these
platforms, YouTube occupies a central position in the global digital economy, hosting billions of videos and
functioning as a major hub for entertainment, education, political dialogue, and brand communication. However,
the scale and societal impact of such platforms also make them vulnerable to reputational crises arising from
misinformation, algorithmic bias, harmful content, policy inconsistencies, and creator dissatisfaction.

Brand crises in the digital era unfold rapidly due to the interconnected architecture of online communication
networks. Public criticism can escalate within hours as users discuss, reinterpret, and amplify controversies across
social media platforms such as Instagram and X. For digital platforms like YouTube, controversies are rarely
isolated incidents; they often intersect with broader debates surrounding free speech, digital responsibility, and
algorithmic governance. Consequently, reputational crises in such contexts represent not only corporate
challenges but also public legitimacy challenges that require carefully managed communication responses.

Trust represents a foundational element in the relationship between digital platforms and their users. Unlike
traditional consumer brands, where trust may primarily relate to product reliability, trust in digital platforms
extends to perceptions of fairness, transparency, and responsible governance. Users rely on platforms not only for
content consumption but also for the reliability of recommendation systems, clarity of policies, and equitable
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treatment of creators and audiences. When controversies arise, these expectations can be disrupted, leading to
declining confidence in platform integrity and increased skepticism toward its governance practices. As a result,
the way platforms communicate during crises becomes a crucial determinant of whether public trust can be
restored or further weakened.

Scholarly research on crisis communication has long examined how organizations respond to reputational threats
through strategies such as apology statements, silence, and defensive counter-narratives. The Situational Crisis
Communication Theory (SCCT) suggests that effective crisis responses should align with stakeholder
expectations and the perceived responsibility of the organization. Within this framework, apology-based
responses are generally associated with higher levels of trust repair, whereas defensive responses or silence may
intensify negative public reactions.

Despite these insights, much of the existing literature relies on self-reported attitudes and behavioral intentions to
evaluate crisis communication outcomes. While such approaches capture conscious evaluations, they often
overlook the underlying emotional and cognitive processes that shape how individuals interpret organizational
responses. Emerging research in neuromarketing indicates that consumer reactions to brand communication are
strongly influenced by emotional mechanisms such as empathy, anger, and perceived sincerity. These processes
operate at a cognitive—emotional level that traditional survey-based approaches may not fully capture.

In the context of digital platform controversies, user reactions are frequently shaped by emotional interpretations
of how sincerely a platform addresses public criticism. An apology may evoke empathy and forgiveness, whereas
silence can generate frustration and distrust. Similarly, counter-narrative responses may be perceived as defensive
or evasive, potentially intensifying scepticism. These emotional responses influence not only individual
perceptions of trust but also the broader online discourse surrounding the platform.

Despite the growing relevance of emotional processing in crisis communication, limited research has examined
how different response strategies influence the cognitive and emotional mechanisms underlying trust repair,
particularly within large digital platforms. This gap is significant in the case of YouTube, where crisis responses
are publicly evaluated by millions of users and creators simultaneously.

The present study therefore investigates how different crisis communication strategies employed by YouTube
influence consumer trust repair through emotional and cognitive processing mechanisms. Specifically, the study
compares three response strategies commonly observed in digital brand crises: apology, silence, and counter-
narrative communication. By integrating insights from crisis communication theory and neuromarketing
perspectives, this research aims to deepen understanding of the cognitive—emotional pathways through which
crisis responses shape trust restoration in digital platform environments.

Literature Review

Scholarly literature on crisis communication has long emphasized the importance of organizational response
strategies in mitigating reputational damage. Theoretical frameworks such as Situational Crisis Communication
Theory propose that the effectiveness of crisis responses depends on how stakeholders attribute responsibility for
the crisis. Strategies such as apologies, corrective actions and transparent communication are often recommended
when organizations are perceived to bear responsibility, whereas defensive responses or silence may intensify
reputational damage.

While these frameworks have contributed significantly to understanding crisis management, most empirical
studies rely heavily on self-reported consumer attitudes, surveys and behavioural intention measures. Such
approaches capture conscious evaluations but often overlook the subconscious emotional mechanisms that
influence how individuals interpret crisis communication messages. Emerging research in Neuromarketing
suggests that consumer responses to brand communication are strongly influenced by underlying neural and
emotional processes that shape perceptions of sincerity, empathy and credibility.From a neuroscientific
perspective, trust formation and restoration involve complex cognitive-emotional interactions within the human
brain. Emotional responses such as anger, empathy, disappointment and forgiveness play a central role in
determining whether individuals accept or reject organizational explanations during crises. Neuroscientific studies
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using techniques such as functional magnetic resonance imaging have demonstrated that trust-related decisions
activate neural regions associated with emotional regulation, moral judgment and social cognition. These findings
suggest that the effectiveness of crisis communication strategies may depend not only on the informational content
of the message but also on the emotional signals perceived by audiences.

Despite growing interest in neuromarketing and consumer neuroscience, relatively limited research has examined
how emotional processing mechanisms influence trust repair following digital brand crises. Existing studies
predominantly focus on purchase decisions, advertising effectiveness, or brand preference, leaving the domain of
crisis communication comparatively underexplored. This gap is particularly relevant for digital platforms such as
YouTube, where crisis responses are simultaneously interpreted by large online communities that actively shape
public narratives.

Moreover, digital environments introduce additional complexity into trust repair dynamics. Unlike traditional
corporate crises that unfold through controlled media channels, digital crises evolve within participatory
ecosystems where users generate commentary, counter-narratives and collective interpretations. Consequently,
organizational responses are not evaluated solely based on their content but also on how they resonate emotionally
with online audiences. Strategies such as public apologies may signal accountability and empathy, while silence
may be interpreted as avoidance or indifference. Similarly, counter-narrative responses that challenge criticism
may trigger defensive perceptions and reinforce distrust.

Understanding these emotional interpretations is crucial because they influence not only immediate trust
perceptions but also long-term platform legitimacy. When crisis responses are perceived as insincere or
manipulative, users may develop persistent skepticism toward the platform’s governance practices. Conversely,
communication strategies that evoke empathy and transparency may facilitate emotional reconciliation and trust
restoration.

Against this backdrop, the present study adopts a neuromarketing-informed perspective to examine how different
crisis communication strategies influence consumer trust repair within the context of YouTube. Specifically, the
study focuses on three widely observed response strategies in digital crises: apology-based communication,
organizational silence and counter-narrative responses. By examining how consumers cognitively and
emotionally interpret these strategies, the research seeks to uncover the underlying psychological mechanisms
that shape trust restoration.

Objectives

e Aims to examine how consumers emotionally perceive different crisis communication strategies
implemented by digital platforms.

e The study seeks to analyse how these emotional perceptions influence trust repair mechanisms in the
aftermath of a brand crisis.

e [taims to compare the relative effectiveness of apology, silence and counter-narrative responses in restoring
user trust toward YouTube.

e The research intends to conceptualize cognitive-emotional pathways that explain how crisis communication
strategies influence trust reconstruction in digital platform environments.

By addressing these objectives, the study contributes to the intersection of crisis communication, consumer
psychology and neuromarketing research. Theoretically, it advances existing literature by integrating
neuroscientific insights into the study of brand trust repair. Methodologically, the study combines secondary
neuroscientific evidence with primary perception-based data to capture both emotional and cognitive responses
to crisis communication strategies. Empirically, focusing on YouTube provides a relevant case context for
examining how trust repair unfolds within large digital platform ecosystems where reputational crises are frequent
and highly visible.
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Ultimately, as digital platforms continue to play an increasingly central role in shaping social and economic
interactions, understanding the emotional mechanisms underlying trust repair becomes essential. Insights from
this research may help organizations design crisis communication strategies that resonate more effectively with
stakeholder emotions, thereby facilitating faster and more sustainable restoration of trust in digitally mediated
environments.

Research Methodology

Research Design This study adopts a qualitative exploratory research design to examine the cognitive—emotional
mechanisms underlying brand trust repair during digital platform crises. Given the complexity of trust restoration
and the interpretive nature of consumer emotional responses, a qualitative approach enables a deeper
understanding of how crisis communication strategies are perceived and interpreted. The research integrates
insights from neuromarketing literature and digital platform crisis communication to investigate how users
respond to different trust repair strategies implemented by YouTube. The study relies exclusively on secondary
data sources and applies thematic analysis to systematically identify recurring patterns in crisis communication
strategies and user interpretations. This approach is particularly appropriate for examining digital platform
controversies where large volumes of publicly available discourse and documented events provide rich qualitative
material for analysis.

Data Source and Case Selection YouTube was selected as the focal case for this study due to its prominence as
a global digital platform and its history of highly visible controversies involving content moderation,
misinformation, demonetization policies and algorithmic transparency. These controversies have generated
extensive public discussion across digital media platforms and have been accompanied by various organizational
response strategies, including apology statements, delayed responses and defensive counter-narratives.

Secondary data were collected from multiple publicly accessible sources, including:

1. Official statements and public responses issued by YouTube and its parent organization, Google.

2. News reports and digital media coverage documenting major YouTube-related controversies.

3. Public discussions and commentary on social media platforms such as X and Instagram.

4. Academic and industry reports analysing YouTube's governance and crisis communication practices.

These sources collectively provide insight into both the platform’s communication strategies and public
interpretations of those responses.

Data Collection Procedure: The data collection process involved identifying significant YouTube controversies
over the past decade that generated widespread public attention and required platform-level communication
responses. Key crisis events were identified through systematic searches of digital news archives, scholarly
databases and publicly documented reports on platform governance controversies. For each selected crisis event,
relevant textual material was compiled, including official statements, media narratives and public reactions. This
dataset enabled examination of how YouTube communicated during crises and how those communications were
interpreted by audiences.

The collected textual data were then organized chronologically and categorized according to the crisis
communication strategy employed by the platform. Three primary categories of trust repair strategies were
identified based on crisis communication theory:

1. Apology-based responses
2. Organizational silence or delayed communication
3. Counter-narrative or defensive responses

This classification provided a structured framework for subsequent thematic analysis.
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Data Analysis Technique The study employs thematic analysis to identify patterns in how crisis communication
strategies influence perceptions of trust repair. Thematic analysis is widely used in qualitative research to
systematically examine textual data and extract meaningful patterns that represent underlying themes within the
dataset.

The analytical process followed a multi-stage coding procedure:

1. Familiarization with Data All collected materials were carefully reviewed to gain a comprehensive
understanding of the context surrounding each crisis event and the nature of the platform’s response.

2. Initial Coding Textual segments relating to emotional reactions, trust perceptions and interpretations of the
platform’s communication were identified and coded. Codes included categories such as perceived sincerity,
perceived accountability, frustration, empathy, distrust and credibility signals.

3. Theme Development Codes were then grouped into broader thematic categories representing patterns in how
audiences emotionally interpret different crisis communication strategies. Emerging themes included emotional
reassurance, perceived avoidance, defensive framing and credibility restoration.

4. Thematic Refinement Themes were refined by comparing patterns across multiple crisis events to identify
consistent cognitive—emotional mechanisms influencing trust repair.

Analytical Framework

The thematic findings were interpreted through a neuromarketing lens to understand the cognitive and emotional
processes underlying trust repair. Insights from neuroscience literature on emotional processing, trust formation
and decision-making were integrated to explain how different communication strategies may activate distinct
psychological responses among consumers. By combining crisis communication theory with neuromarketing
insights, the study aims to conceptualize cognitive—emotional pathways through which apology, silence and
counter-narrative responses influence trust restoration in digital platform contexts.

Reliability and Validity Considerations

To enhance reliability, multiple data sources were triangulated to ensure that interpretations were not dependent
on a single narrative source. Using diverse materials such as official statements, media reports and public
discourse allowed for a more balanced understanding of crisis events and stakeholder reactions. Validity was
strengthened through systematic coding procedures and iterative theme refinement to ensure that emerging themes
accurately reflected patterns within the data. The use of established theoretical frameworks in crisis
communication and neuromarketing further supports the interpretive rigor of the analysis.

Ethical Considerations

Since the study relies solely on secondary data obtained from publicly available sources, no direct human
participation was involved. Consequently, issues related to informed consent or participant confidentiality were
not applicable. Nevertheless, all data sources were used responsibly and interpreted within their original context
to maintain academic integrity.

Hypothesis Development

Brand crises represent critical moments in which organizational communication directly influences consumer
perceptions of accountability, sincerity and trustworthiness. Within digital environments, crisis responses are
interpreted not only through rational evaluation but also through emotional processing mechanisms that shape
trust repair. Existing crisis communication literature suggests that the manner in which an organization responds
to a crisis can significantly influence stakeholders’ willingness to restore trust. In particular, apology-based
communication strategies are widely regarded as signals of accountability and responsibility. An apology
acknowledges harm, expresses regret and often signals an intention to rectify the situation. From a psychological
perspective, such communication may activate emotional responses related to empathy and forgiveness, which
can facilitate trust repair. In the context of digital platforms such as YouTube, public apologies may serve as
symbolic gestures of transparency and accountability, potentially reducing negative sentiment among users.
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Consequently, apology-based responses are expected to positively influence consumer perceptions of trust
restoration.

Conversely, organizational silence during a crisis may generate uncertainty and skepticism among stakeholders.
Silence may be interpreted as avoidance, lack of accountability, or indifference toward stakeholder concerns.
Within highly networked digital environments, the absence of communication can intensify speculation and
negative narratives as users attempt to interpret the situation without official clarification. From a psychological
standpoint, silence may amplify negative emotions such as frustration, anger and distrust. These emotional
responses can weaken perceptions of institutional credibility and hinder trust repair. In digital platform contexts
where transparency is highly valued, prolonged silence may therefore exacerbate reputational damage rather than
mitigate it.

Another common crisis response strategy involves the use of counter-narratives or defensive communication. In
such responses, organizations challenge accusations, redirect blame, or provide alternative explanations to defend
their actions. While defensive responses may aim to protect organizational legitimacy, they can also be interpreted
as evasive or dismissive if audiences perceive the organization as avoiding responsibility. Emotional reactions to
counter-narratives may include skepticism, defensive resistance, or perceived manipulation. These reactions may
undermine the credibility of the platform and reduce the effectiveness of trust repair efforts.

In addition to communication strategies themselves, emotional interpretation plays a critical role in determining
whether trust repair occurs. Neuromarketing research highlights that emotional signals such as empathy, perceived
sincerity and fairness significantly influence consumer decision-making processes. When crisis communication
evokes empathy or signals genuine accountability, individuals may experience cognitive-emotional reconciliation
that enables trust restoration. Conversely, communication perceived as evasive or defensive may reinforce
negative emotional responses and prolong distrust.

Hyposthesis

H1: Apology-based crisis communication positively influences consumer perceptions of brand trust repair.
H2: Organizational silence during a crisis negatively influences consumer perceptions of brand trust repair.
H3: Counter-narrative crisis communication negatively influences consumer perceptions of brand trust repair.

H4: Emotional interpretations of crisis communication mediate the relationship between communication strategy
and trust restoration.

These hypotheses provide a conceptual framework for examining how different crisis communication strategies
employed by digital platforms influence trust repair through emotional and cognitive mechanisms.

Data Analysis and Results

The collected secondary data were analyzed using thematic analysis to identify patterns in how different crisis
communication strategies employed by YouTube influenced public perceptions of trust repair. The analysis
involved systematic coding of textual data derived from news coverage, public commentary and documented
organizational responses. Through iterative coding and thematic refinement, several recurring patterns emerged
that explain how users emotionally interpreted crisis communication strategies. Thematic coding revealed that
consumer responses were strongly influenced by perceived sincerity, transparency, accountability and emotional
reassurance. These themes were consistently associated with the type of crisis response strategy implemented by
the platform.

The first set of themes emerged from crisis situations where YouTube issued public apology statements
acknowledging platform shortcomings, particularly in controversies related to harmful content and
demonetization policies. In these cases, users frequently interpreted apology statements as signals of
accountability and willingness to address concerns. Media discourse and public commentary indicated that
apology-based communication generated emotional responses such as empathy and cautious optimism. Users
expressed greater willingness to reassess the platform’s intentions when communication included explicit
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acknowledgment of harm and commitments to policy improvement. These responses suggest that apology-based
strategies contribute to rebuilding perceptions of institutional sincerity and responsibility.

A contrasting pattern emerged in crisis situations characterized by delayed responses or organizational silence. In
several instances, controversies related to algorithmic recommendations or content moderation policies were
accompanied by periods of limited or delayed communication from the platform. Thematic analysis revealed that
silence was frequently interpreted by users as avoidance of responsibility or lack of transparency. Public discourse
during such periods often intensified negative narratives about platform governance and accountability. Emotional
reactions expressed in online discussions included frustration, suspicion and diminished confidence in the
platform’s commitment to addressing concerns. These findings indicate that silence may amplify distrust by
allowing speculative narratives to dominate the public discourse surrounding a crisis.

A third thematic category emerged in cases where YouTube responded with defensive counter-narratives or
explanations emphasizing technical limitations, policy complexity, or external responsibility. While such
responses were intended to clarify platform policies, many users interpreted them as attempts to deflect criticism.
Thematic coding revealed patterns of skepticism and perceived defensiveness in public reactions. Rather than
reducing reputational pressure, counter-narratives often triggered debates regarding the platform’s accountability
and governance practices. These reactions suggest that defensive communication strategies may weaken trust
repair by reinforcing perceptions of institutional defensiveness.

The thematic analysis further revealed that emotional interpretation played a central role in shaping trust
restoration outcomes. Apology-based responses were associated with themes of empathy, sincerity and
willingness to forgive, indicating that emotionally resonant communication may facilitate cognitive reassessment
of the platform’s intentions. In contrast, silence and counter-narrative strategies were frequently associated with
themes of frustration, distrust and perceived evasion. These emotional responses appeared to prolong skepticism
toward the platform’s credibility.

The following thematic coding structure summarizes the key patterns identified during the analysis.

Table: Thematic Coding of Crisis Communication Responses and Trust Perceptions

- . . Impact on
Crisis Response Dominant Themes Emotional Tpr st
. . u
Strategy Identified Interpretation ]
Perception
Apology-Based Accountability, sincerity, Empathy, forgiveness, Positive trust
Communication corrective commitment reassurance repair
Organizational Lack of transparency, Frustration, uncertainty, Negative trust
Silence perceived avoidance skepticism repair
Counter- ) . .. . Weak or
. Defensive framing, Suspicion, perceived .
Narrative . . . . . negative trust
justification of actions manipulation .
Response repair

Overall, the results indicate that crisis communication strategies significantly influence how users interpret
platform intentions during reputational crises. Apology-based responses appear to generate emotional reassurance
and facilitate trust repair, whereas silence and defensive counter-narratives often intensify negative emotional
reactions. These findings highlight the importance of emotional processing mechanisms in shaping consumer trust
restoration within digital platform environments.

Findings

The thematic analysis of secondary data related to crisis communication responses by YouTube reveals several
patterns that explain how users cognitively and emotionally interpret different trust repair strategies. These
findings are aligned with the four research objectives guiding the study and highlight the underlying psychological
mechanisms that influence trust restoration in digital platform environments.
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The first objective of the study was to examine how consumers emotionally perceive different crisis
communication strategies implemented by digital platforms. The analysis indicates that communication strategies
trigger distinct emotional responses that significantly shape user interpretations of organizational intentions.
Apology-based responses were consistently associated with perceptions of sincerity, accountability and empathy.
When YouTube issued public statements acknowledging platform shortcomings or committing to policy
improvements, users interpreted these responses as signals of responsibility. Such communication activated
emotional reassurance and increased the likelihood of users reconsidering their negative perceptions of the
platform. In contrast, crisis situations characterized by silence or delayed responses generated emotional reactions
such as frustration, suspicion and uncertainty. Users frequently interpreted silence as a lack of transparency or as
an attempt to avoid accountability. Similarly, counter-narrative responses emphasizing technical complexity or
external factors were often perceived as defensive, triggering skepticism and reinforcing negative emotional
reactions.

The second objective aimed to analyse how emotional interpretations influence trust repair mechanisms. The
findings demonstrate that emotional processing plays a critical role in shaping trust restoration outcomes.
Apology-based responses tended to reduce negative emotional intensity by acknowledging user concerns and
demonstrating responsiveness. This emotional reassurance enabled cognitive reassessment of the platform’s
credibility, allowing users to reinterpret the crisis as a temporary failure rather than a systemic issue. Conversely,
silence and counter-narrative responses appeared to intensify negative emotions such as distrust and perceived
manipulation. These emotional reactions prolonged reputational damage by reinforcing narratives that questioned
the platform’s accountability and transparency.

The third objective of the study was to compare the effectiveness of apology, silence and counter-narrative
strategies in restoring trust. The analysis suggests that apology-based communication is the most effective strategy
for initiating trust repair within digital platform crises. Apologies provide symbolic acknowledgment of
stakeholder concerns and demonstrate organizational willingness to address the issue. Silence, on the other hand,
was associated with the most negative outcomes because it allowed public discourse to be dominated by
speculation and criticism. Counter-narrative responses produced mixed outcomes; although they sometimes
clarified technical complexities, they were often perceived as defensive attempts to justify the organization’s
actions rather than genuinely address stakeholder concerns.

The fourth objective sought to conceptualize the cognitive—emotional pathways through which crisis
communication strategies influence trust reconstruction. The findings indicate that trust repair occurs through a
sequential process involving emotional interpretation followed by cognitive evaluation. When crisis
communication evokes empathy and perceived sincerity, users are more likely to cognitively reassess the
organization’s credibility, leading to partial or full trust restoration. Conversely, when communication evokes
frustration or suspicion, users reinforce negative cognitive evaluations that prolong distrust toward the platform.

Collectively, these findings demonstrate that trust repair in digital platform environments is not determined solely
by the informational content of crisis communication but also by the emotional signals embedded within those
messages. The way users emotionally interpret communication strategies significantly influences whether trust
restoration occurs.

Conceptual Model

Based on the thematic findings and hypothesis framework, the study proposes a conceptual model explaining the
cognitive—emotional pathways of brand trust repair during digital platform crises involving YouTube. The model
identifies crisis communication strategies as the primary independent variable influencing emotional processing
mechanisms that subsequently shape trust repair outcomes.

The model begins with three key crisis communication strategies: apology-based communication, organizational
silence and counter-narrative responses. These strategies function as stimuli that trigger emotional interpretations
among users. Emotional responses may include empathy, reassurance, frustration, suspicion, or perceived
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manipulation depending on how the communication is interpreted. These emotional reactions then influence
cognitive evaluations related to credibility, accountability and institutional trustworthiness.

Within this framework, emotional interpretation acts as a mediating mechanism linking communication strategies
to trust restoration outcomes. Apology-based communication tends to activate positive emotional responses such
as empathy and reassurance, which facilitate cognitive reassessment and support trust repair. In contrast, silence
and counter-narrative responses often trigger negative emotional responses that reinforce perceptions of avoidance
or defensiveness, thereby weakening trust restoration efforts.

Conceptual Model Structure

Crisis Communication Strategy
(Apology / Silence / Counter-Narrative)
!
Emotional Interpretation

(Empathy / Reassurance / Frustration / Suspicion)

!
Cognitive Evaluation
erceived Accountabilit redibili ransparenc
P ived A bility / Credibility / Transp y

l

Brand Trust Repair Outcome

This model highlights the mediating role of emotional processing in crisis communication and illustrates how
trust repair emerges from the interaction between emotional and cognitive mechanisms.

Conclusion

This study investigates the cognitive—emotional mechanisms underlying brand trust repair during digital platform
crises by examining crisis communication strategies employed by YouTube. By integrating insights from crisis
communication theory and neuromarketing perspectives, the research provides a deeper understanding of how
users interpret organizational responses to reputational controversies.

The findings demonstrate that crisis communication strategies significantly influence trust restoration through
emotional interpretation processes. Apology-based responses emerged as the most effective strategy for
facilitating trust repair, as they signal accountability and evoke empathetic responses among users. Organizational
silence was associated with the most negative trust outcomes, as it amplifies uncertainty and enables negative
narratives to dominate public discourse. Counter-narrative responses generated mixed reactions and were
frequently interpreted as defensive attempts to justify organizational actions rather than acknowledge stakeholder
concerns.

The study contributes to the literature by extending traditional crisis communication research through the
integration of neuromarketing insights that emphasize emotional processing mechanisms in consumer decision-
making. By highlighting the role of empathy, sincerity and perceived accountability in trust restoration, the
research demonstrates that emotional signals embedded in communication strategies are critical determinants of
crisis recovery.

From a managerial perspective, the findings suggest that digital platforms must prioritize transparent and
empathetic communication during crises to effectively restore user trust. Platforms operating in highly visible
digital environments face intense scrutiny and failure to communicate promptly can significantly exacerbate
reputational damage. Organizations should therefore adopt communication strategies that acknowledge
stakeholder concerns and demonstrate genuine accountability in order to foster emotional reassurance and rebuild
credibility.

Overall, the study underscores the importance of understanding the emotional dimensions of crisis communication
in digital ecosystems. As platforms like YouTube continue to shape global information flows and public discourse,
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effective trust repair strategies will become increasingly essential for sustaining long-term platform legitimacy
and user engagement.
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