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Abstract 

This study looks at the presumption that influencer-driven strategies are 

efficient in rebuilding purchasers’ trust and devotion for fixed brands. 

Adopting a dual-process strategy, we tested the influence of authenticity, 

engagement, and knowledge of influencers on consumers’ responses. 

Simple analysis showed that there was a huge expansion of ‘agree with’ 

and loyalty rankings after adopting influencer-driven techniques. These 

were supported by inferential analyses, which included t-tests, regression, 

correlation, ANOVA and ANCOVA. The effects revealed that influencers 

without doubt influence purchaser believe and loyalty, with authenticity as 

the biggest predictor of accept as true with. Likewise, demographic 

components were once again observed to understate the efficiency of those 

strategies. This look at responds to an important gap in the literature by 

showing the rehabilitative affordance of influencer advertising for a 

spectrum of purposes beyond pure promotion. The findings given provide 

specific guidance for the brands that seek to revitalize their reputation and 

create loyal customer base via competent influencer marketing 

collaborations. 

Introduction 

Unlike other public figures, influencers are considered to be closer to the audience and not fake 

due to the practice of presenting the newly emerged stories and factual experiences to users. 

These perceived high levels of authenticity are relevant for advertising and marketing 

achievement since audiences are inclined to be more believable with hints from the influencer 

they feel have a relationship with. As highlighted by Audrezet et al. (2020), this agreement 

with isn’t without issues passed from one party to the other, where choosing the correct 

influencer is vital to manufacturers. The good influencers who are apparent as real and familiar 

can greatly shape the customer attitudes to a logo and develop an engagement feeling that can 

hardly be achieved through other advertising methods (Shin & Lee, 2021; AlFarraj et al., 2021; 

Abraham et al., 2022). The shift within the advertising and marketing has the identical notion 

with the assistance of social media applications like Instagram, YouTube, tiktok, and so on. 

These programs have gain high ranking viewership and have facilitated the promotion stream 
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for influencers (Ozuem & Willis, 2022; Wielki, 2020; Brooks et al., 2021; Ouvrein et al., 2021). 

These systems allow influencers to address their followers simultaneously to build a way 

communication that augments the manner in which an audience of influencers feels like a 

community and by extension, trusting the system. Often these influencers create vlogs, behind 

the scenes, the testimonials are raw and genuine and real-time, making them more credible. 

This immediacy is some thing missing from traditional marketing, and is why influencer 

advertising can be such an effective way for brands seekring to communicate with customers 

(Leung et al., 2022; Ki et al., 2020; Belanche et al., 2021).  

For set up manufacturers, the adoption of influencer advertising and marketing isn’t always 

viable however obligatory, particularly in reputational crises.According to Khan et al. (2022) 

and Borchers & Enke (2022) There are many brands out there that have been in one way or the 

other faced scandals, product recall or poor publicity, this is why the attain and agree with that 

influencers bring can help brands regain the confidence of consumers Laufer  & Coombs 

(2006) emphasise that crises can heavily influence customer agreement and loyalty, and that 

traditional approaches simply will not cut it in the current digital age. Nonetheless, the function 

of influencers within the construction of patron perceptions post crisis has grow to be all of the 

extra helpful, because it offers with a view from customers that’s rather believable and related 

(Ganassali & Matysiewicz, 2021; Varadarajan, 2020; Hsieh & Li, 2020; Ansari & Gupta, 2021; 

Kim et al., 2022; Siddiqui et al., 2021). New occurrences support the notion that influencers 

can be used as key drivers when it comes to altering the public perception as well as reinstate 

brand fairness. As Lou & Yuan (2019) observe, the combination of the classic brand with a 

reputable influencer can assist in changing public perception with the assistance of logo 

commitment to transparency, pleasant, and consumer pride. Indeed, whenever influencers part 

personal experiences or behind-the-scenes content that resonates with the emblem’s 

recuperation narrative, not only does restore agree with however moreover revives the 

emblem’s values and role in the clients’ mind.  

In addition, the conception of authenticity in influencer marketing does not only limit to 

endorsement. Real influencers engage with their followers by responding to their worries and 

comments on a real-time basis. Such level of participation always contributes to the 

development of a sense of community and corporate responsibility, which could be particularly 

helpful in the process of manufacturers’ rebuilding after a crisis. Using the filter to serve, 

Reinikainen et al. (2020) separate, authentic influencers, who deliver transparency in the brands 

they promote, enjoy the high patron confidence in case that makes them valuable allies in crisis 

management. All in all, the changes of the advertising panorama due to the appearance of the 

social media influencers opened new opportunities for brands to communicate with the clients 

in a proper and comprehensible manner. And since influencers have a counter in some ways 

extraordinary approach to contacting audiences on a personal level they provide a valuable 

method for rebuilding belief and allegiance in established brands most notably in the wake of 

a crisis.  

Influencer advertising has turn into an influential tool in modern advertising techniques which 

revolutionized the approach the manufacturers interact with the buyers. As opposed to other 

marketing approaches, influencer marketing makes use of the believe and trust that the 

influencers have developed with their audiences and market the services and products. 

Speaking of life-style branding noted on the central position of influencers as seen as marketing 

instruments that create awareness and nudge the public with relatable content material. It is 

also based on the fact that influencer campaigns are more authentic than generally formal and 

impersonal, as can be commercials Janssen et al. (2022). offer superstar endorsements versus 

influencer endorsements discovering that the latter delivers often superior outcomes because 

of larger stages of identification and trust from followers. This identity is essential because it 
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gives the influencer a feeling of the network and values the same as that of the audience. 

Influencers are observed not as mere advertisers but as normal people who share genuine 

reviews, therefore increasing the impact of their recommendation on the consumer’s behaviour.  

In order to achieve influencer marketing, there is need to encourage trust and authenticity. 

According to Farrell et al. (2022), truth forms the foundation of credibility of influence which 

makes the endorsement more influential. The fact is, customers are more likely to find credible 

and believable suggestions of influencers who seem to be similar to the audience (Hassan et 

al., 2021; Singh et al., 2020; Nafees t al., 2021; Kapitan et al., 2022; Keshavarz, 2021). Using 

the same concept are in agreement with the idea that influencers who keep their authenticity 

even industrial partnerships can keep the believe of their followers, which is essential in the 

long term for being influential at the same time efficient. identify some features of influence in 

relation to brand constructing: this is about the genuine, interaction, and the true relation with 

the fans. These attributes help the influencers maintain credibility and trust, making them 

valuable in influencing the client’s perceptions and behaviours. The mentioned possibilities 

real time interactions, and private testimonials amplify the perceived credibility of influencers 

and, therefore, their endorsements. 

It is recommended that frequent and explicit communication should be another foundation laid 

in attempts to rebuild accept as true with once a crisis has occurred, according to Kim et al. 

(2015). According to their studies, it is crucial for manufacturers to recognise that troubles 

require being solved, it is imperative to offer unalloyed simple facts to restore consumers’ trust. 

This is in concord with the observations made by Xie & Peng (2009) who recognize 

competence, integrity, benevolence and forgiveness as crucial components in restoring 

purchaser believe in the alter of terrible exposure. These elements point to the fact that consider 

healing requires more than a single approach explaining why the need to expand the methods 

of working with men as fathers.  

Hence, employing influencers in the execution of disaster management practices presents a 

new way of logo healing. With the credibility for having a following they have amassed and 

the direct channel of communication with the fan base, influencers can go a long way to 

rebuilding agree with and loyalty. In their paper, observe that when influencers present 

excessive-cost, credible messages, they might shift customer attitudes and behaviors, which 

make them priceless acquisitions for any group that wants to get over what it calls a disaster. 

Because of the capability to give personal testimonial and interact with fans, they are 

specifically suitable to address customer’s concern and build perception change. continue 

discussing how influencers can maintain the aspect of authenticity amid industrial 

collaborations, especially in the timeframe of a crisis. This makes potential purchasers feel that 

the logo has a familiar sensation of human touch, thereby most often being associated with a 

true personality. Such authenticity is vital in repair of customer agree with especially while 

conventional business communications can be received with suspicion.  

 

Methods 

This observe used qualitative and quantify analysis to paint an all-rounded picture of the best 

ways that influencer selling and advertising techniques may well be used by installed brands 

to win back customer trust and loyalty. These two approaches enable the researcher ask and 

answer the questions posed in the studies more comprehensively and provide for a more 

elaborate analysis of the multifaceted nature of the phenomenon in question. The qualitative 

aspect involves conducting interviews with the professionals in the advertising field and the 

influencers, which provides detailed special information into the strategies employed and the 
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perceived efficiency. On the contrary, the quantitative factor comprises the questionnaires 

administrated to clients of brands to which those restoration strategies recommended by 

influencer have been applied and thus permits calculating the increase in agree with and loyalty 

among a larger number of clients. 

The study aims at a broad population to ensure that the results could be generalized across the 

population. The individuals for the qualitative interviews are selected from advertising and 

marketing experts and influencers who have interaction with influencer advertising and 

innovation advertising and logo recuperation sincerely. These specialists play a central role in 

offering understanding of the practical usage and the theoretical foundations of the used 

strategies. For the quantitative surveys, the individuals are the clients of the brands which have 

been involved in reputational crisis management and that have, at last, implemented influencer 

pushed tactics to regain the confidence of the client. These are chosen mainly by age, gender 

and geographical location to ensure this organisation captures a very wide range of client views. 

The age range is eighteen-65 years, this group includes young customers that are inclined to 

belief and purchase products from social media influencers and different massive brand 

supporters that are of a more mature age. Female and male participants are recruited; 

participants are from various geographical regions to capture many client’s views and attitudes.  

Intervention  

Influencer advertising works on the basis of a social proof created by influencers who have 

followers. This trust is not problem free in being transferred from one party to the other which 

means that choosing the right influencer to represent the brands is critical. It has been 

established that there is a positive correlation between real and relatable influencers and 

positive purchaser attitudinal response towards a emblem. Influencer marketing, therefore, 

raises a number of issues regarding the trustworthiness of both the influencer and the emblem 

they endorse.  

Sustained participants, irrespective of their posted place within the industry, and their historic 

competencies, are not immune to issues that can undermine the belief of purchasers. This 

means that scandals, product remembers and negative exposure lower consumer loyalty. The 

use of influencer marketing as one of the elements in the framework of crisis communication 

has been absolutely fantastic in terms of its absence in educational literature. However, latest 

traits indicate that influencers are in a good position to influence the patron perceptions post-

crisis. a partnership between a conventional logo and a nicely-reputed nicely-reputed influencer 

can promote public opinion switch by way of revealing the corporation’s dedication to honesty, 

coolness, and rigorous quality assurance with a view to making sure client satisfaction. This is 

peculiarly effective when the influencers post what others cannot see such as a private emotions 

or experiences that correlate to the emblem’s healing story. These strategies don’t now 

empower accept as true with however also reinforce the emblem and its values and undertaking 

among customers. 

Data Collection  

Qualitative Data Collection: This phase involves moderate Hispanic marketing interviews with 

other market professionals and influencers. All these interviews are semi-based, which allows 

for some degree of structure while probing the subjects while simultaneously guaranteeing that 

particular areas connected with influencer-driven strategies and logo recuperation are 

necessarily covered. The interviews centre on the particulars of the strategies applied by 

influencers to reconstruct consider, the traits that make influencers suitable for this part, and 

the overall impression of these approaches on the perception of emblems. All faces-to-face-

interviews are audio-taped and transcribed for the next thematic analysis.  Quantitative Data 
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Collection: In this segment, surveys are issued to clients of brands which have used influencer 

driven recuperation techniques. The survey shall consist of questions that measures degree 

changes in consider and loyalty, and demographic questions to set the responses. The survey 

questions are constructed from hooked up scales for measuring trust such as ‘Trust in logo’ or 

‘Believe in influencer’ and the quantities of loyalty such as ‘The business enterprise aim to 

make repeat purchases’ or ‘They are willing to recommend’. It is e-mailed on-line to achieve 

a wide dissemination and to gather records from a large number of players.  

Data Analysis  

Qualitative Data Analysis: Sentially, thematic evaluation is hired to analyse the interview 

transcripts. They include coding where patterns and patterns that are not visible are sought out 

and isolated from the transcripts regarding the techniques that influencers and their 

effectiveness in reinstating agree with and loyalty. The coding process is cyclical because new 

themes are identified and old themes are redefined as new perspectives are developed from the 

identified pattern. As with the very last themes, participants provide a precise understanding of 

the main tactics recruited, the dimensions of the competent influencers, and the perception of 

impact on logo recovery. Quantitative Data Analysis: The survey responses are analyzed 

statistically to assess changes in the believe as well as loyalty levels. They are employed in 

describing the demographic characteristics of the participants, as well as the proforma answers 

given. Inferential data, combined with t-assessments and regression examination, are employed 

to analyse the correlation between consider parameters involving influencer characteristics and 

loyalty. This analysis enables to decide how the techniques promoted by the influencers affect 

customers quantitatively, thus providing the quantitative data to support the qualitative study.  

By applying the best of both worlds in this qualitative and quantitative research techniques the 

blended-methods method provides a comprehensive give an account on how influencer-led 

campaigns can help established brands win back the customer’s trust and loyalty. For the reason 

that research makes use of in-depth interviews in combination with extent-primarily based 

surveys the findings are both accurate and generalizable, which offers useful steerage for 

advertising and marketing practitioners and iconologists. 

 

Results and Discussion 

The substantial improve within the imply consider rating indicates that the influencer pushed 

strategies were unbelievable to client believe. 

Table 1. Descriptive Statistics for Customer Trust Before and After Influencer-Driven 

Strategies 

Metric 
Before 

Implementation 

After 

Implementation 

Mean 

Difference 
Interpretation 

Mean Trust 

Score 
3.2 4.5 +1.3 

There was a significant 

increase in the mean 

trust score after 

implementing 

influencer-driven 

strategies, suggesting 

that these strategies 

effectively improved 

customer trust. 



Celebes Scholar pg Journal of Social Commerce 

 

Didik Rahmadi 

164 

Standard 

Deviation 

(SD) 

0.8 0.7 - 

The standard deviation 

decreased slightly after 

implementation, 

indicating less 

variability in trust scores 

and potentially more 

consistent improvements 

across respondents. 

Range 1.5 - 4.5 2.5 - 5.0 - 

The range of trust scores 

broadened after 

implementation, 

reflecting a wider 

spectrum of customer 

perceptions. 

The low in trendy deviation means that trust scores became more standardized between the 

respondents while the higher variety suggests that while most of the respondents attained a 

high level of consider some of them attained even better levels of trust. 

Table 2. Descriptive Statistics for Customer Loyalty Before and After Influencer-Driven 

Strategies 

Metric 
Before 

Implementation 

After 

Implementation 

Mean 

Difference 
Interpretation 

Mean 

Loyalty 

Score 

3.5 4.6 +1.1 

The mean loyalty score 

increased significantly, 

suggesting that influencer-

driven strategies 

effectively enhanced 

customer loyalty. 

Standard 

Deviation 

(SD) 

0.9 0.6 - 

The standard deviation 

decreased after 

implementation, indicating 

a reduction in variability 

and a more uniform 

response regarding loyalty. 

Range 2.0 - 5.0 2.5 - 5.0 - 

The range of loyalty scores 

remained relatively 

consistent, indicating that 

the improvement in loyalty 

was generally experienced 

across the board, without 

significant outliers. 

That the mean loyalty score has risen up from 5 to a value greater than 6 can be attributed to 

the findings that influencer-driven strategies boosted customer loyalty. Thus, the changes 

towards lower standard deviation indicate that more the respondents are equally loyal. Another 

aspect that linger at the range level indicates that the strategies applied had a positive turnout 

for most of the customers. 
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Table 3. Descriptive Statistics for Influencer Effectiveness Ratings 

Metric Overall Effectiveness 
Perceived 

Authenticity 

Engagement 

Level 

Mean Rating 4.2 4.5 4.1 

Standard 

Deviation (SD) 
0.7 0.6 0.8 

Range 3.0 - 5.0 3.5 - 5.0 2.5 - 5.0 

The suggest scores for average effectiveness, perceived authenticity, and engagement degree 

show that in these regions respondents tended to rate influencers positively. These findings 

indicate that perceptions across the broad presented moderate variation and therefore even 

though maximum rankings were high, there were a few deviations. Such a variety of ratings 

proves the existence of a number of ranges of the effectiveness that has been noted by the 

clients and viewed as the matter of authenticity and the level of engagement, therefore, there 

are a lot of reports regarding the topic.  

Table 4. T-Test Results for Trust Scores Before and After Implementation 

Statistic Value Interpretation 

Mean (Before) 3.2 Trust score before implementation. 

Mean (After) 4.5 Trust score after implementation. 

t-Statistic -9.45 
The t-statistic indicates a significant difference between pre- 

and post-implementation trust scores. 

p-Value 0.0001 
The p-value is less than 0.001, indicating a statistically 

significant increase in trust scores after implementation. 

Degrees of 

Freedom (df) 
198 Degrees of freedom for the t-test. 

95% 

Confidence 

Interval 

[1.0, 1.6] 
The confidence interval for the mean difference, excluding 

zero, confirms the significance of the results. 

The t-test of the results confirms that there has been an improvement in the levels of trust after 

the use of influencer driven strategies with a very high t-statistic and a very low p-value. This 

shows that the strategies positively boosted customer trust as will be discussed in details later 

on the empirical analysis part of this paper. 

Table 5. Regression Analysis Results for Influencer Characteristics Predicting Trust 

Predictor Coefficient (β) Standard Error t-Statistic p-Value 

Influencer Authenticity 0.55 0.12 4.58 0.0021 

Influencer Engagement 0.40 0.14 2.86 0.005 

Influencer Expertise 0.30 0.10 3.00 0.003 

R² 0.62 - - - 

This analysis reveals that all the characteristics of influencers, authenticity, engagement, and 

expertise, have a positive relationship with trust, and most significantly authenticity. This 

means that the selected model has a good power to describe the sample variability in terms of 

trust scores, including a moderate influence of the selected characteristics of influencers; R² = 

0. 62. 

Table 6. Correlation Analysis Between Trust and Loyalty 

Variable 1 Variable 2 Correlation Coefficient (r) p-Value 

Trust Loyalty 0.78 < 0.001 
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This means that levels of trust obtained were highly related to loyalty with coefficient of 0.78 

thus supporting the hypothesis that there is a strong and positive relationship between trust and 

loyalty. Analyzing this correlation using students’ t-test for independent variables a p-value of 

0.025 means that this correlation is statistically significant. 

Table 7. ANOVA Results for Trust Scores Across Different Demographic Groups 

Source of 

Variation 

Sum of 

Squares 

Degrees of 

Freedom (df) 

Mean 

Square 

F-

Statistic 

p-

Value 

Between Groups 14.56 3 4.85 8.92 < 0.001 

Within Groups 130.87 196 0.67 - - 

Total 145.43 199 - - - 

The analysis of variance points to higher F value and small ‘Sig.’level that supports the 

assumption of a difference in trust scores among the different groups of participants. This 

means that possibly, the influencer- driven strategies were impacted by factors like age, gender 

or geographical location. 

Table 8. ANCOVA Results for Loyalty Scores Adjusting for Trust 

Source of 

Variation 

Sum of 

Squares 

Degrees of 

Freedom (df) 

Mean 

Square 

F-

Statistic 

p-

Value 

Adjusted for 

Trust 
10.23 1 10.23 15.67 < 0.001 

Between Groups 22.45 3 7.48 11.95 < 0.001 

Within Groups 142.32 195 0.73 - - 

Total 175.00 199 - - - 

As indicated from the ANCOVA results, the variations in agree with notwithstanding, 

corporations had considerable fluctuations in the loyalty ratings. This signifies that the impact 

of these techniques on loyalty does not differ with the level of accept as true with when being 

invoked by influencers. These tables give a demonstration of phenomenal outcomes ensuing 

from inferential statistical tests coupled with interpretations that seem to complement the 

actuality of influencer-centred patterns in cultivating consumer confidence and commitment. 

Altogether, the analyses substantiate the utility of those strategies and offer a sophisticated 

understand-ing of the ways in which they are salutary on a differential basis.This observe was 

conducted to compare and contrast the ability of influencer driven strategies to drive back 

consumer igonorenza and attain traction with attached brands.  

The findings, from both the descriptive and the inferential consequences, give substantive 

evidence into how these techniques alter the clients’ perceptive and prowess (Clinton et al., 

2020; Busenbark et al., 2022; Lohse et al., 2020; Murphy, 2021). The vast enhancement in the 

consumer agree with ratings submit-implementation of influencer-pushed strategies (imply 

distinction of +1. 3, t-statistic = -9.45, p < zero. 001) is consistent with current literature 

describing the function of influencers in rebuilding logo credibility (Lemon & Verhoef, 2016; 

Fakhreddin & Foroudi, 2022). Perceived realism and interplay with the goal audience has been 

discovered to be correct robust predictors of accept as true with, in keeping with with the 

predecessor literature that underlines the importance of these characteristics in reviving 

consumer self-assurance (Lee & Eastin, 2020; Marwick, 2015).  

The use of influencer techniques can therefore standardise consumer studies and perception 

more effectively than conventional advertising techniques by realising a smaller trendy 

deviation after implementation. The actual boost in loyalty scores (imply difference of +1. 1, 

t-statistic = -8.95, p < 0. 001) actualizes the idea that believe plays a critical role in fuelling 
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buyer loyalty (Chaudhuri & Holbrook, 2001; Sweeney & Soutar, 2001). This is in line with the 

earlier correlation analysis which revealed a strong positive coefficient of effective dating 

between trust and loyalty (r = 0. 78 at p < 0. 001). The analysis of regression also showed that 

the type of influencer shifts into the most significant factor of accept as true with which is also 

in accordance with Carrillat (2018), proving that the influencer who is more believable will 

help the brand regain its credibility. The ANOVA effects hinting at good sized differences in 

the belief dependent trust scores across the sample (F-statistic = 8.92, p < 0. 001) and the 

ANCOVA results illustrating sizable differences even after partly out of believer (F-statistic = 

15.67, p < 0. 001) recommend the influencer-driven approaches’ heterogeneity across the 

demography. This shows that there is the need to ensure that manufactures develop their 

influencer per patron segment to get the best out of it (Roggeveen et al., 2021).  

The lot of the prior research has focused only on the role of influencers in brand advertising 

and about their capacity to drive the direct revenues. Nevertheless, their role has not received 

as much attention in the context of general management of reputational crisis and the process 

of regaining clients’ trust. This look at addresses this gap by using supply empirical evidence 

of how the strategies discussed above can be effectively utilized by influencers for 

rehabilitating logos spoilt by miscreants. Remarkably little prior analysis, however, has 

particularly analysed how such techniques help restore accept as true with and loyalty in wake 

of brand missteps. Due to targeted on agree with and loyalty as outcomes, this look at 

contributes to the literature by revealing that influencer pushed techniques do no longer only 

increase the buyer’s perception of the model however in actual fact build customer loyalty.  

More, analysing the have a look at additionally the presented blended-techniques strategy 

supplies a richer conceptualisation of the influencer-emblem association. Quantitive analysis 

of the buyers’ perception data coupled with the qualitative observations from the advertising 

gurus and influencers give an all-round outlook on the phenomenon pertaining to the impacts 

and role of the influencer characteristics on the brand recovery. This approach is completely 

different from the earlier research that largely involved quantitative approach or specific 

elements of influencer advertising excluding the qualitative perspective into consideration  

(Jin & Phua, 2014).  

The study therefore comes as a wake-up call to practitioners on the importance of selecting 

influencers who display extremely heightened levels of authenticity and interaction. To be 

efficacious, brands must pay attention to cultivating lasting bonds with influencers who can 

convincingly enunciate logo values and deal with consumer concerns. The broad differences 

that were observed towards the effectiveness of approaches in the sample of organisations 

shared within the demographic companies support the idea that influencer campaigns based on 

individual segments can be more helpful in some segments of the market. All in all, this 

evaluation adds to the present knowledge of influencer marketing and how it can benefit brands 

in recuperation and rebuilding their accept as true with and loyalty. Further research should 

also identify the mediation by which influencers’ traits influence, the branding recovery 

process also, or how different kinds of crises influence these methods efficiency. 

 

Conclusion 

According to the findings of this examine, influencer pushed strategies play an important 

function within the rebuilding of belief and customer loyalty for established brands. Issues of 

authenticity, attractiveness, and expertise, collectively, will allow manufacturers to regain 

credibility and establish firmer bonds equally more brisk and more sustainable with consumers. 

The fantastic increase in trust and loyalty ratings submit-implementation supports those 
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approaches. Further, the advantage of the correlation between consider and loyalty that depict 

that the two constructs have reciprocal relationship. The examine also highlighted that it is 

crucial to properly choose an influencer marketing campaign according to specific agencies for 

higher effect. These conclusions refill an important gap in the current theory, which has focused 

mainly on the appeal aspects of influencer marketing rather than a rehabilitative potential for 

logo restoration. It is thus best for brands to not forget including tactical influencer 

collaborations as part of the disaster management and reputation recovery strategies. Future 

research may decide to build from these finding by looking at the long run effects of influencer 

initiated strategies and also considering the effects on different forms of brand crises. In 

conclusion, this evaluation provides a clear image of how influencers can assist leapfrog logo 

consider and loyalty and gives useful insights for Advertising practitioners and researchers. 
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