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ABSTRACT

Crises, particularly whendirectly triggered by senior executives, pose existential threatsto brands. This case study examinesacommunication
crisis at Patiswiss, sparked by the former CEO’s inappropriate response to a customer complaint on LinkedIn. The study aims to analyze
the brand’s crisis response strategies and their coverage in online media, within the scope of Coombs' three-stage crisis management
model (pre-crisis, crisis, and post-crisis). Theoretical grounding is provided by corporate apologia and image restoration theories, which
serve as frameworks for evaluating the brand's reputation management efforts. From an initial pool of 354 online news articles, a purposive
sampling method was employed, and after eliminating duplicates, 244 articles were analyzed through thematic analysis using Nvivol4
software. Results show that the most frequently covered theme in the media was the resignation of the former CEO and the appointment
of a new one, appearing in 28.69% of the coverage. This was followed by themes related to the Patiswiss incident itself, allegations of a fake
diploma, the former CEO'’s background, and product withdrawals from store shelves, collectively accounting for 23.37% of the coverage.
In contrast, themes such as the CEO’s apology and expressions of remorse—key components of reputation management—received
only 3.69% of media attention. Mentioned percentages indicate that the brand'’s post-crisis communication strategies achieved limited
public visibility. The case study findings show that the CEO exhibited a controversial communication style before the crisis and that the
brand tended to ignore user reactions on social media, setting the stage for the crisis. Moreover, the inconsistency between the CEO'’s
aggressive and dismissive tone, and the company's formal apology and prolonged silence strategies, was hard to be unnoticed. Through
highlighting the impact of leadership communication style in case of a crisis, and on public perception, this study contributes to the crisis

communication literature and underscores the critical importance of consistent and empathetic messaging in crisis management.

Keywords: Crisis Communication, Patiswiss, Case Study, Leadership Communication, Corporate Apologia, Image Restoration Theory.
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Krizler, o6zellikle Ust duzey yoneticiler tarafindan dogrudan tetiklendiginde, markalar icin varolussal bir tehdit olusturur. Bu vaka

calismasi, Patiswiss markasinda eski CEO'nun LinkedIn Gzerinden bir musteri sikdyetine verdigi uygunsuz yanitla baslayan iletisim
krizini incelemektedir. Calisma, Coombs'un Ug asamali kriz yonetimi modeli (kriz 6ncesi, kriz evresi ve kriz sonrasi) gergevesinde,
markanin kriz mtdahale stratejileri ile bu stratejilerin ¢cevrimici medyadaki yansimalarini analiz etmeyi amaglamaktadir. Kurumsal
ozUr ve imaj restorasyonu teorileri, markanin itibar yonetimi stratejilerini degerlendirmede kuramsal cerceve olarak kullanilimistir.
354 cevrimici haberden olusan érneklem, amacli érnekleme yontemiyle segilmis; tekrarlayan igerikler elendikten sonra 244 haber,
Nvivol4 yazilimi kullanilarak tematik analizle incelenmistir. Tematik analiz sonuglarina gére, medyada en ¢ok 6ne ¢ikan tema,
eski CEO'nun istifasi ve yerine yeni bir CEO’'nun atanmasidir; bu tema, haberlerin % 28,69'unda yer almistir. Bunu, Patiswiss olayi,
sahte diploma iddialari, eski CEO'nun geg¢misi ve Urlnlerin market raflarindan kaldiriimasi gibi temalar izlemis ve toplamda %
23,37 oraninda islenmistir. Buna karsilik, CEO’nun 6zrU ve pismanlik ifadeleri gibi olumlu imaj yonetimine yonelik temalar yalnizca
% 3,69 oraninda medyada yer bulmustur. Bu durum, markanin kriz sonrasi yUrttugu iletisim stratejilerinin kamuoyunda sinirli
bir géranurluk kazandigini ortaya koymaktadir. Vaka analizi bulgulari ise, CEO’'nun kriz dncesinde de sorunlu bir iletisim tarzi
sergiledigini ve markanin sosyal medyadaki bu kullanici tepkilerini gérmezden gelerek krize zemin hazirladigini géstermektedir.
Ayrica, CEO'nun tehditkar ve kUgUmseyici Uslubu ile markanin resmi 6zUr ve uzun sureli sessizlik stratejisi arasinda belirgin bir
uyumsuzluk oldugu tespit edilmistir. Bu ¢alisma, lider iletisim tarzinin kriz sirecine ve kamuoyu algisina etkisini ortaya koyarak

kriz iletisimi literattUrtne katki sunmakta; tutarli ve empatik iletisimin kriz ydonetiminde ne kadar hayati oldugunu vurgulamaktadir.

Anahtar Kelimeler: Kriz lletisimi, Patiswiss, Vaka Calismasi, Liderlik Iletisimi, Kurumsal OzUr Dileme, Imaj Restorasyon Teorisi.
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Introduction

Globalization, advancements in information and
communication technologies, and the process
of modernization have increasingly exposed
individuals, institutions, and states to greater
risks and crises than ever before. Although crises
have persisted throughout history in societies
of uncertainty, the influence of communication
and technology in the 21st century has rendered
these crises more visible and enhanced their
potential to create rapid and destructive effects
on stakeholders (Rodriguez et. al,, 2007). In this
context, the crises experienced by companies and
brands today create an environment of significant
uncertainty and threats, representing critical
turning points for their survival. The statements
of companies at such critical periods and their
crisis management processes have become
fundamental determinants of their potential to
sustain themselves (Lagadec, 2005, pp. 1-3; Haase,
2017). Organizations that fail to develop effective
crisis management and communication strategies
or take necessary steps at the right time face
severe image damage in the eyes of their target
audiences, stakeholders, and the public, leading to
long-term, nearly irreparable losses in reputation.

Previous studies have shown that the CEO's
aggressive and flawed crisis management
strategies caused significant damage to the
Patiswiss brand (Ekmekgi, 2024; Koca, 2024).
Research has emphasized that empathy,
transparency, and timely responses are crucial
in crisis management, highlighting the role of
social media in the crisis's escalation and the
CEO’'s communication style in shaping crisis
dynamics (Armutlu, 2024). Agikg6z (2025) analyzed
user comments during the crisis and found that
missteps in crisis communication heightened
negative perceptions of Patiswiss's corporate
reputation, leading to long-term adverse effects

on brand loyalty and customer satisfaction.

On April 21, 2024, a social media response by
the former CEO of the Patiswiss brand to a
product complaint, with an inappropriate tone

and language, triggered a significant public
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backlash, consequently pushing the brand into a
crisis. This study aims to analyze this situation—
where the CEO herself acted as a catalyst for the
crisis, stemming from a customer relationship
management issue—through the case study
method. Within the frames of corporate apology
and image restoration theories, this research seeks
to address the following questions: Which actors
were involved in the crisis? On which platforms
and under what themes was the crisis debated?
What crisis response strategies were employed
by the organization? Based on Coombs' (2010)
three-stage crisis management model—pre-
crisis, crisis, and post-crisis phases—the study will
analyze the factors initiating the crisis, the factors
escalating the crisis, and the long-term outcomes
for the company in the post-crisis phase. This
study makes a significant contribution to the
crisis communication literature by highlighting
the critical role of leadership and decision-making
processes in crisis management. While existing
approaches in the literature primarily examine
the Patiswiss crisis through the lens of social
media and digital communication (Armutlu,
2024; Ekmekci, 2024; Koca, 2024; Ozdemir, 2024),
it is intended in this research to emphasize that
crises are shaped not only on digital dynamics
but also by the communication style and leaders’
competence in decision-making. Additionally,
the study will analyze online news media content
related to Patiswiss using thematic analysis to
reveal how the media responded to the brand's

actions during the crisis.

Conceptual Framework

Changing environmental conditions and increased
competition have compelled organizations to
establish effective communication with diverse
target audiences, while societal transformations
anddevelopmentshave broughtaboutuncertainty
and risks beyond individuals' control. As a result
of globalization and neoliberal economic policies,
individuals consistently face increasing systematic
risks and uncertainties (Beck, 1992, p. 24). However,
for organizations, potential risks may not always
escalate into crises if identified accurately and

managed effectively.
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Fearn-Banks (2016) defines a crisis as "a major
event that has potentially negative consequences,
affecting target audiences and institutional
reputation (p.2)". Similarly, Coombs et al. (2004)
conceptualize a crisis as a process of uncertainty
and interventions aiming to regaining control
(Coombs et al., 2004, p. 247).

Communication scholar Hermann (1963) asserts
that in order to describe an event as a crisis, three

conditions must simultaneously be met:

- The organization's reputation must be at stake.

- The time required to resolve the issue must be
limited.

- The event must occur unexpectedly (Hermann,
1963, p. 64).

Coombs et al. (2016) further define a crisis as "an
unforeseen perception of an event that threatens
stakeholders' critical expectations, severely
impacting an organization's performance and
potentially yielding negative outcomes” (Coombs
et al, 2016, p. 6).

Foritto be considered as a crisis, the situation must
be threatening the organization's goals, allowing
only a limited amount of time for decision-making,
and must have emerged unexpectedly. Keown-
McMullan (1997) describes a crisis as a turning
point that occurs during a period of imbalance or
within normal processes, but resulting in distinct
changes (Keown-McMullan, 1997, p. 4). All crisis
definitions converge on the idea that a crisis
disrupts the normal and necessitates urgent
resolution. At such turning points, organizations
must employ crisis management strategies
and crisis commmunication plans to mitigate the

destructive impact of the crisis.

Crisis Management and Crisis
Communication

Crisis management is a systematic process aiming
to mitigate the impacts of a crisis and determine
solutions. The process involves analyzing the
origins of the crisis and the affected target
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audiences, activating pre-established crisis plans,
and informing the public through a spokesperson.

Crises, by definition, pose threats to the reputation
of institutions and brands, and the severity of these
threats plays a critical role in determining which
communication strategies should be employed
during crisis management (Coombs and Holladay,
2007, p. 243). Strategic management of a crisis
process is essential for organizations to return to
normalcy and minimize the damage caused by the
crisis (Cinarh, 2016, p. 36). Effective identification of
strategies and tactics during this period is crucial
for the success of the process. Rather than solely
focusing on identifying and preventing potential
issues or limiting their consequences beforehand,
crisis management requires rapid and effective
responses when problems arise. Fearn-Banks
(2016) emphasizes that crisis communication
should aim to minimize the damage inflicted on

an organization's image (p. 2).

Crisis communication is one of the most
critical components of the crisis management
process, and involves collecting, processing, and
publicising necessary information during crises.
This type of communication focuses on the nature
of the crisis and the responses to it, including the
organization's statements and actions following
the crisis (Coombs, 2010, p. 10).

Coombs' three-stage crisis management model
is one of the most widely adopted frames in crisis
management (Coombs, 2010). In this model, a
crisis is addressed in three phases: pre-crisis, crisis,
and post-crisis. During the pre-crisis phase, the
early warning signs of a crisis are identified, and
preventive measures are taken. The crisis phase
comprises of effortsaiming to keep the crisisunder
control. The post-crisis phase involves deriving
lessons from mistakes and conducting image
restoration activities, in order to be prepared for
future crises (Coombs and Holladay, 2014, pp.
27-28).

Crisis communication fundamentally aims to
explain a particular event, outline its possible
consequences, and provide accurate, impartial,
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prompt,and complete information to minimize the
damage to affected parties (Reynolds and Seeger,
2005, p. 46). In this context, crisis communication
refers to the dialogue between the organization
and its stakeholders before, during, and after an
adverse situation. Dialogue strategies and tactics
are determined to minimize damage to the
corporate image (Fearn-Banks, 2016, p. 7).

Crisis communication emphasizes the importance
of establishing trustworthy relationships with the
public before a crisis occurs. Crisis management
bases on the elements of trust, transparency, and
empathy. This also includes the capacity to explain
the rationale behind decisions (Palttala et al., 2012,
pp. 2-12). One of the most crucial elements of crisis
communication is having a comprehensive and
effective crisis communication plan, and this plan
should be regarded as a recovery process. Effective
implementation of a crisis communication plan
depends on collaborative and coordinated efforts
of team members. Although communication
management is of great importance in times of
crisis, many companies have not managed to take

decent steps in this regard (Bowman, 2014, p. 99).

Peltekoglu underlines a number of key steps
for preparing an effective crisis communication
plan, and outlines these steps as; identifying
potential types of crises, analyzing various policies,
developing strategies and tactics to overcome
the crisis, determining the parties affected by the
crisis, having a team that is well-trained for such
scenarios and organizing it, and reviewing the
plan (Peltekoglu, 2009, p. 459). The spokesperson's
critical role in implementing the plan significantly

influences the success of the crisiscommunication.

Crisis Spokesperson and Leadership
Communication

In case of a crisis, it is of great significance to
communicate with the media as soon as possible,
to prevent the crisis from escalating further.
The media should be informed quickly, and the
developments on the matter should be updated
frequently. Coordination of a crisis team and

conveyance of information to the media through
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a harmonized voice are also crucial for regaining
trust and establishing a positive reputation (Cinarl,
2016).

A crisis spokesperson is the individual responsible
for commmunicating with the public during this
process; therefore, it is essential to select and train
the right person for the role. As a key member of
the crisis team, the spokesperson is tasked with
ensuring the accurate and prompt transmission
of information to the media. Decisions on the
issue should be conveyed through the crisis
spokesperson. Ideally, this individual should
be a senior executive or a CEO educated in
communication and media relations (Coombs
and Holladay, 2014). It should not be ignored
that in such situations, the public expects senior
executives to make the statements, in person, as
figures considered to be good communicators, to
have comprehensive knowledge of the issue, and

to remain calm under pressure.

Adapting to the upheavals caused by a crisis,
and conveying the right messages to the media
regarding the issue, requires competence in
communication. In that regard, a CEO, or a crisis
spokesperson, who are skilled in communication,
are undoubtedly going to cement the effectiveness
of the process. However, in this case, the alikeness
of the roles, brings about the necessity to
distinguish between the terms, a manager, and a
leader (Cinarli, 2016).

Although in general terms, a manager can be
defined as an individual who possess power over
organizational structures to carry out procedures
to achieve the company goals, whereas a leader
can be defined as a person who can influence
others around them through interpersonal skills.
(Ugur and Ugdur, 2014, p. 12). Various researchers
classify the distinction between a manager and a
leader in a number of different ways. Kogel (1998)

lists these distinctions as follows:
- Management is a professional position, while

leadership is about influencing and mobilizing

people.
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- Management occurs within the formal structure
of an organization, whereas leadership does not

require such a structure.

- A manager’s influence is derived from their
positional authority and enforcement power,
whereas a leader’s influence stems from personal
traits, behavior, vision, trust, and inspiration.

- Managers have certain job descriptions; leaders

do not have fixed roles.

-Managementfocusesonachieving predetermined
goals, while leadership seeks to create change and

transformation.

- Managers concentrate on the internal structure
and dynamics of an organization, while leaders

focusonthe dynamicsofthe external environment.

- A manager is someone who "always does things
right," whereas a leader is someone who "does the
right things (Kogel, 1998, p. 573).

The importance of effective and respected
leadership in crisis management is indisputable.
During times of crisis, people need a strong,
capable, confident, and approachable leader,
who focuses on solving problems, and reflects
these qualities to others around them (Luecke
and Sarikaya, 2009, p. 107). As well as maintaining
composure in public, it is also expected of a leader
to influence stakeholders, and wider audiences.
Guiding stakeholders and ensuring that they
see themselves as part of the solution, leaders
contribute to fostering a positive perception of
the organization (Canéz and Ondogan, 2015, p. 17).
At this point, it would be appropriate to discuss
the theories of corporate apologia and image
restoration, which hold a significant place in

effective leadership communication.

Theoretical Frame: Theories of Corporate
Apologia and Image Restoration

The theory of Corporate Apologia initially focused
on individual responses, but the scope was

later expanded to also include an organizational
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perspective, within. Corporate Apologia is a
rhetorical concept utilized by organizations
to defend themselves, primarily serving as a
reputation protection strategy (Coombs, 2010,
p. 30). Essentially, the discourse of corporate
apologia is regarded as a form of self-defense,
as part of which, the way organizations defend
themselves in situations of a mistake or a crisis, is
discussed. Apologia, in lexical meaning, denotes
self-defense. Ware and Linkugel (1973) were the
first to comprehensively define the term. Apologia
begins with a direct attack on an individual's or
an organization's character or, in other words, its
reputation (Coombs, 2010, p. 339). However, in
time, the scope of the concept was broadened
to cover all methods employed to protect an
organization following a crisis that are considered
acts of corporate apologia (Coombs, 2010, p. 338).

Once every stakeholder affected is addresed
through a corporate apologia, the process of
reconstructing the organization’s tarnished image
begins. At this point, it is essential to discuss the
Image Restoration Theory developed by Benoit
(1995) in the literature. In this theory, it is sought to
restoredamaged reputationthrougheffortsaiming
to preserve and rebuild a positive image (Benoit,
1995). Through utilization of communication tools
and methods, the theory aims to the improve the

organization's reputation.

ThelmageRestorationTheoryfocusesontheefforts
organizations carry out to prevent ireputation loss.
The image restoration strategy is divided into five
stages: denial, evasion of responsibility, reduction
of the offensive act, corrective action, and apology
(Benoit, 1997, p. 253). Benoit emphasizes that, in
the final stage of rebuilding a positive image, it
is essential to accept the mistake, express regret,
and seek pardoning. Benoit also stresses that
organizations aiming to repair their damaged
reputations must primarily determine their target
audience. A company may have to communicate
with a wide range of addressees with non-identical
expectations and that will react differently to
apology messages. This theory underscores the

use of communication as a fundamental means
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for protecting reputation (Coombs, 2010, pp. 31-32).
Focusing on the messages to be conveyed during
the crisis process and finding an answer to the
guestion, “What needs to be said?” are crucial

elements in this approach.

Methodology

Employing case study method, this study aims to
analyze a situation in which a CEO herself—who
is expected to act as both the spokesperson and
the manager during a crisis— caused the crisis,
through the Patiswiss indicent, as well as, by
this means, shedding light on the complexities
of communication field. Within the frames
of corporate apologia and image restoration
theories, the study examines the company’s
primary corporate defense strategies and seeks
to answer the following questions: Which actors
were involved in the crisis? On which platforms
and under what motives was the crisis debated?
What were the organization’s crisis response
strategies? The case study is going to analyse the
situation based on Coombs’ (2010) three-stage
model of crisis management: “pre-crisis, crisis, and

post-crisis” phases (Coombs, 2010).

Coombs bases the three-stage model on the
specific cyclical nature of crises, and for that
reason, some scholars consider it arguable to apply
for every single crisis (Drenan et al., 2014), however,
the model actually provides a strategic, proactive,
and process-oriented frame that comprehensively
covers the crisis cycle (Frandsen & Johansen, 2016,
pp. 69-70). Since Fink's (1986) four-stage model
basing on a disease metaphor primarily focuses
on breaking points of a crisis, and Mitroff's (1994)
five-stage model, similarly, focuses more on crisis
response strategies rather than on the crisis cycle,
these models are not going to be employed in this
study (Marker, 2023; Frandsen & Johansen, 2016).
In contrary to the abovementioned, Coombs’s
model, seeking to explain the way and the reason
why a crisis occurs, offers a systematic and
structured approach to crisis management. By
guiding organizations through the different stages
of crisis communication—pre-crisis, crisis, and

post-crisis—it enables a holistic understanding of
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the correlations among these phases. The model
also serves as a valuable means since it helps learn

from mistakes through case studies (Abbas, 2023).

Furthermore, in order to comprehend online
media reflections from the Patiswiss indicent and
therefore analyze the crisis management process
more effectively, the thematic analysis method is
employed in this study. The reason the thematic
analysis method is adopted in the study is that
it helps keeping up with the developments, as
well as with the strategies pursued to overcome
the crisis, and since it convenient for identifying,
analyzing, and interpreting themes in qualitative
data (Braun and Clarke, 2012, pp. 1-2). Programming
of the structure also assists interpreting dataset,
developing insights, and setting up a robust
foundation for analysis (Terry et al.,, 2017). In other
words, thematic analysis, rather than gathering
words and numbers only, renders it possible to
focus on interpreting the explicit and implicit
notion within the qualitative data (Guest et al,
2012, pp. 9-10).

Figure 1

Thematic Analysis Protocol

Thematic Analysis Process for Patiswiss News

0

Theme Finalization e

Defining and Theme Review
finalizing each theme

4

Theme
Construction

Consolidating similar
themes for clarity

3

Identifying recurring

patiems to develop Data Coding
themes Systematic coding of
headlings using

0

Data Refinement

Mvivo 14

Removing duplicates

to ensure dataset
precision Data Collection
Gathering news
items containing
"Patiswiss

Source: Terry et al., 2017
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Figure 2

Data Search Criteria

Database Search Filters

Google Search Keywords: "Patiswiss, Patiswiss Crisis, Elif
Engine&Google Asli Yildiz Tunaoglu, Moldy chocolate,
Scholar Patiswiss Moldy chocolate”

Date Range: April 20 - October 20, 2024

Languages: English, Turkish

Exclusion Criteria: Repetitive news, news
with the same headline and/or text

Content Scope: Patisswiss Crisis and
Related News

Online News

Content Platforms: Digital News from
Turkish Media, Marketing, and PR
Websites

Media Type: Multimedia (Written, Visual,
Video Online News)

The thematic analysis protocol applied in this study
consists of a six-stage process, as can be seen in
Figure 1. This process was implemented within the
frame of the search criteria outlined in Figure 2. In
our study, online articles published in English and
Turkish during the six-month period from April
20 to October 20, 2024, regarding the Patiswiss
crisis were included based on predetermined
keywords related to the crisis. The scope of online
article sources covers news websites in the Turkish
media, as well as sectoral websites in the fields of
marketing and public relations. Repetitive news
articles with identical headlines were excluded
from the analysis to ensure data integrity and

avoid redundancy.

Thematic Analysis Protocol Process

Phase 1: Data Collection

During the data collection phase, a total of 354
news articles were systematically gathered from
various digital platforms, including news websites,
marketing and public relations sector websites,
and social media-based news sources, using the
predefined search criteria. Following an initial
content examination and the removal of duplicate
articles, a refined dataset of 244 unique news
articleswasobtained. This process helped ensuring
that the collected data was original, consistent, and

thematically relevant for a subsequent analysis.
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Phase 2: Data Refinement

In the data refinement phase, similar or repetitive
content within the collected news articles
was systematically identified and eliminated.
This procedure enhanced the diversity and
representativeness of the dataset, thereby
improving the reliability and validity of the
thematic analysis. Removing redundant content
preserved a diverse range of media sources and
perspectives for analysis.

Phase 3: Data Coding

During the data coding phase, the headlines of
the refined dataset were systematically coded.
The coding process employed Nvivo software
to systematically capture patterns, similarities,
and narratives within the analyzed dataset. This
step established the foundation for identifying

thematic categories in the subsequent analysis.

Phase 4: Theme Construction

In the theme construction phase, preliminary
themes were identified from the coded data.
An in-depth analysis of the coded data was
conducted, grouping patterns, similarities, and
narratives into meaningful thematic categories.
This step aimed to identify key discussion points
from media coverage related to the Patiswiss crisis.
The formulation of themes provided a structured
framework for presenting significant analytical

findings.

Phase 5: Theme Structuring and Review

During the theme structuring phase, preliminary
themes were reviewed and refined further. To
enhance internal consistency, thematic boundaries
were clarified, ambiguities resolved, and a more
coherent thematic framework was developed.
Additionally, each theme's distinctive elements
were clarified, reinforcing the internal coherence

of the media analysis.

Phase 6: Theme Finalization and Interpretation
The final

interpretation, involved the definitive shaping

phase, theme Finalization and

and interpretation of the thematic analysis
outcomes. In this phase, detailed analyses of how
media content represented the Patiswiss crisis
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were conducted through the identified themes.
Qualitative analysis and visualization techniques
were employed to provide a detailed evaluation
of media narratives during the crisis. The final
analysis comprehensively and holistically outlined
the patterns and narratives reflected in media
coverage of the Patiswiss crisis. This systematic
approach facilitated a meticulous and in-depth
understanding of Patiswiss crisis response
strategies and their media reflections, ensuring

robust interpretation and insights.

The Patiswiss Crisis Case Study

Patiswiss

Patiswiss is a company established in Ankara
in 2004 as a boutique chocolate manufacturer.
According to information on its corporate website,
as of 2020, the company operates in two factories
with a total production area of 8,500 square
meters. Its production portfolioincludes more than
140 product varieties across 12 main categories
(Patiswiss, 2024). However, there are conflicting
reports in various news outlets between 2022
and 2024 regarding the number of factories the
company has established (DUnya Gazetesi, 2023a;
Ercin, 2024).

In 2017, Patiswiss was acquired by Elif Asl Yildiz
Tunaoglu. Previously, Yildiz Tunaoglu had opened
a patisserie called "Karameli" in Ankara, and
following the acquisition of Patiswiss, she led the
company through rapid growth (Sol Haber, 2024a).
According to 2023 media reports, Patiswiss exports
to 35 countries, including the United States, Russia,
and the United Kingdom, and generates 10% of
its total revenue from exports (Dunya Gazetesi,
2023a). Additionally, in 2022, Patiswiss was
awarded the "Company with the Most Increased
Female Employment" award by TOBB, and the
former CEO, Elif Ash Yildiz Tunaoglu, received the
"Fastest Growing Woman Entrepreneur" award
(DUnya Gazetesi, 2022). Patiswiss emphasizes in
its mission and vision the principles of "prioritizing
human health with a commitment to safe food,
keeping up with global trends, and staying ahead
of the times" (Patiswiss, 2024b). The company's
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growth strategies for 2023 also included plans for
an initial public offering (DUnya Gazetesi, 2022,
2023a).

Former CEO: Elif Ash Yildiz Tunaoglu

Elif Asli Yildiz Tunaodlu is the founder and former
CEO of the Patiswiss chocolate brand, established
in Ankara. Born in Ankara, Yildiz Tunaoglu began
her career with an education in electronic
engineering and pursued her master's degree in
industrial engineering. Following her graduation,
she worked as a production engineer at one of
the leading factories in the defense industry
(Yildiz Tunaoglu, 2023). Driven by her interest and
passion for production processes, she aimed to
build a long-term career in this field but eventually
turned her focus toward the chocolate and pastry
sector, fulfilling her childhood dream by founding
the Patiswiss brand. In her personal life, Elif Asli
Yildiz Tunaoglu is married to Sinan Tunaodglu, a
co-founder of Karel Elektronik and the current
chairman of the Patiswiss board (CNN Turk, 2024;
TEDx Talks, 2023).

Pre-Crisis Phase: Mocking Rhetoric in
Union Opposition

The pre-crisis phase refers to the stage when
an organization or brand continues its normal
operations before the event that triggers the
crisis. During this stage, warning signals related
to or indicative of the crisis may emerge, and
measures for prevention and preparation can be
undertaken (Timothy Coombs and Holladay, 2007,
p. 5). These signals, also referred to as Prodromes
in the medical literature, are vital for crisis
communication management, as early detection is
the best remedy for a crisis (Cinarh, 2016, p. 37). For
the Patiswiss brand, significant signals, problems,
and risks related to the crisis had already surfaced

during the pre-crisis phase.

In this context, following the dismissal of a
unionized worker, it was alleged that workers at
the factory were taken into a room by the General
Manager, Chief Food Engineer, and Human
Resources Manager of Patiswiss, where they were

asked whether they were union members and
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were pressured with statements like, "We gave you
jobs during hard times, and now you're betraying
us by joining a union." Additionally, it was claimed
that the e-Government passwords of about 15
workers were taken, and they were forced to resign
from the union (Telel, 2024; Zulfigaroglu, 2024). Oz
Gida-is Union organized a protest in February 2024
on behalf of the dismissed workers (Oz Gida-is
Union, 2024). The protest, held to advocate for the
unrecognized union rights of these workers, lasted

for over three weeks (Yildirim, 2024).

Subsequently, the dismissal of unionized workers
gained political attention. iskender Bayhan, a
Member of Parliament from the Labor Party,
commented on Patiswiss's poor working
conditions and the dismissal of a unionized worker
through his X account. Bayhan stated: “Workers
at Patiswiss Chocolate are subjected to minimum
wage with no social rights, constant pressure, and
mistreatment. When they attempted to unionize
under Oz Gida-is, the employer fired a worker. In
thefactory, where most employeesare women and
earthquake survivors, workers are told, ‘We gave
you jobs during hard times, and now you're going
against us. We salute the workers who continue
their struggle despite threats and blackmail in the
face of these anti-labor policies” (Bayhan, 2024).

During February 2024, workers dismissed by
Patiswiss cited poor working conditions and
environments that compromised food safety
as their reasons for protest. A dismissed worker
described the company as “exploiting people by
making them work like slaves while saying, ‘We’re
here for you; we're a family.” It takes advantage
of people’s hardships, hiring those in difficult
situations by thinking, ‘These people can’t do
anything, they’re dependent on us.” Another
former worker alleged, “The depot entrance, where
employees entered and exited, had a sign saying
‘Goods Receiving’ where they clocked in and out.
The union argued that this did not comply with
safety standards” (Yildirim, 2024).

During this process, then-CEO of Patiswiss, Yildiz
Tunaoglu, made statements on her X account

iletisim Kuram ve Arastirma Dergisi

regarding the protests and actions of unionizing
workers that posed a risk of creating a crisis. On
February 11, 2024, Yildiz Tunaoglu used a casual,
mocking, and problematic tone of coommunication,

saying, as shown in Figure 1

“You guys are so funny, honestly, what can | say? You
must have a lot of free time; have fun. There isn't a single
Patiswiss employee in that picture. ;) Come on, make a
video and say, ‘I'm an employee.’ :) Oh, wait, sorry, with so
many lies, you'd say that too.:) :) ;) Have fun; we have a lot

of work to do with our 1000+ employees:)” (Sancar, 2024).

Figure 3
Elif Ash Yildiz Tunaoglu's Sharing about the Union's Action

ok komiksiniz valla ne diyeyim; bos vaktiniz coktur sizin siz eglenin. Su
resimde bir tane Patiswiss caligani yok:) hadi video gekin ben caliganim

desin ;) gerci pardon bu kadar yalana dolana onu da soylersiniz siz:);) iyi
eglenceler bizim 1000+ calisanimizla cok isimiz var;)

On the same date, Yildiz Tunaoglu continued her

posts, stating,

“First God, then the state, law, and the Republic are on
the side of the worker and the righteous, thankfully.
Moments when | say thank goodness we are not living
in a banana republic. Because people are truly bad,
honestly. There's no one left to say, 'If | lie, let it be upon
my children," but justice—both divine and legal—wiill
prevail in this world, my dears. Have a happy Sunday.
Oh, and share this while you're at it,” and engaged in
debates with numerous users who criticized her
(Sancar, 2024).

In leadership communication, it is fundamentally
expected that leaders exhibit an empathetic
approach, expressing compassion and humane
respect toward their employees (Mayfield, 2008,
p. 10). During the pre-crisis phase, the former

CEO of Patiswiss made statements that not only
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posed significant risks to the brand's image and
reputation but also violated several principles of
leadership communication. These statements
were problematic in terms of issue and risk
management as well as employee relations.
Specifically, her comments displayed a lack of
respect and professionalism toward workers
participating in the protests or union actions,
evidenced by dismissive and mocking phrases
such as “You guys are so funny” and “You must
have a lot of free time.” The CEQO’s remark, “Oh,
wait, sorry, with so many lies, you'd say that too,”
is highly detrimental to reputation management
during a crisis. While sincerity is critical in
leadership communication, mocking language
erodes trust and respect. Expressions like "Have
fun,” used here, convey an impression that the
concerns of the target audience are not being

taken seriously.

Leadership communication serves as a powerful
catalyst for establishing and maintaining trust
with employees and forms the foundation of
corporate trust (Mayfield and Mayfield, 2002, p.
90). However, the CEO's post, instead of reinforcing
trust and loyalty with her employees, contained
statements like “we have a lot of work to do with
our 1000+ employees,” reducing workers to mere
numbers. This commodifying rhetoric represents
a significant problem in terms of leadership

communication.

As Coombs (2020) notes, the primary goal during
the pre-crisis phase is to mitigate risks that could
harm the company and stakeholders, thereby
preventing the escalation into a full-blown crisis.
Every crisis presents a warning signal, which
indicates that a risk is beginning to transform into
a crisis (Coombs, 2020, p. 100). Approximately two
months before the Patiswiss crisis, the company
received a significant pre-crisis warning signal,
as issues related to workers escalated into union
actionand gained limited media coverage. Notably,
during this pre-crisis period, the problematic
tone and approach of the former CEO’'s social
media posts stand out. The lack of change in her

communication style, approach, and tone during
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this period played a key role in the company
entering into a crisis.

Crisis Response Phase: From Arrogant
Accusations to Forced Apology

On April 20, 2024, a Patiswiss customer, Esra U.,
shared her disappointment about a purchased
product on her LinkedIn account, as shown in

Figure 3. Her post reads:

“Look at my coffee companions | eagerly purchased,
witnessing moldy chocolate for the first time = and the
expiration date is still valid. There's probably an issue with

storage conditions during the supply chain process.”

In her LinkedIn post, Esra U. also included a photo
of the product and tagged both Migros Supply
Chain and Patiswiss's former CEO, Elif Ash Yildiz
Tunaoglu.

Figure 4

Customer's First Linkedin Post

/N Esrau..2nd
ithalat&ihracat Operasyon Uzmam
&mo - @

Bir heves aldidim kahve eglikgilerime bakin, kiflenmis cikolataya ilk defa
sahit oluyorum =istelik son tiketim tarihine daha var

+ Following

muhtemelen tedarik zinciri strecinde muhafaza kosullarinda bir problem
var &

Migros Supply Chain Solutions
#patiswiss
Elif Ash Yildiz Tunaoglu

Show translation

cedzize

344 comments - 49 reposts

In response to the customer's post, which did not
adopt a harsh tone toward the brand, Patiswiss's
former CEQ, Elif Ash Yildiz Tunaoglu, replied with
a threatening, mocking, dismissive, and arrogant

tone, as shown in Figure 4. She stated:
“These products never mold, you know? Let's say they do

< You should urgently check the humidity level in your

home. And how sad it is that you have no other content
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to share on LinkedIn. You're right; everyone desperately
needs us for clout. Look at the comments below saying
‘trash’ and such. Nobody realizes what our lawyers will
demand in terms of brand defamation, reducing brand
value, etc. © © Also! If there were such an issue with us,
you'd let us know, and we'd compensate! You're dealing
with the giant Migros and us. Everyone is behind their
product! Anyway, good luck to you. Our lawyers will

contact you, but | like to solve things myself.”

This post by the former CEO was met with
significant backlash from social media users and
subsequently sparked widespread public and
media criticism (CNN Turk, 2024; Cumhuriyet,
2024a; DUnya Gazetesi, 2024).

Figure 5
Linkedin Post of Elif Asli Yildiz Tunaoglu
Elif Ash Yildiz Tunaoglu - 2nd N eee
Yonatim Kurulu Bagkan)

Bu Urlinler hayatta kiflenmez biliyor musun?
Hadi dodgru diyelim :)

Sen bence acil sekilde evindeki nem oranina
falan baya bir bakmalisin..

Bir de linkedinde paylagsacak hig bagka
igeriginin clmamasi ne aci.

Haklisin pirim yapmak igin bize baya ihtiyaci
var herkesin. Baksana agadiya "gop* falan
yazanlara.

Bizim avukatlann marka Karalama, Marka
degeri diisirme vs' den neler isteyecedinden
herkes haberslz :):)

Ayricaltll

Bize boyle bir durum olsa soyler telafisini
istersin!

Karsinda senin dev MIGROS ve biz variz.
Herkes Uriiniin oyle arkasindaki!
Haydi size kolay gelsin.

Avukatlarimiz iletisime gegecektir sizinle ama
ben kendi isimi kendim gozmeyi severim..

Following the widespread backlash on social
media and in the public sphere, Yildiz Tunaoglu
deleted her post shown in Figure 5 and issued an
initial apology filled with spelling and grammatical
errors, which she later deleted shortly after. She
stated:

"As someone who scored 45/45 on the 2004 OSS and as
a person who constantly reads books, | deeply apologize
for the spelling errors in my post, caused by living life at

a fast pace 'out of necessity' (also because my iPhone's
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English keyboard didn't give a warning:( ). | apologize to
all my valued followers." (Sol Haber, 2024b).

Subsequently, on her Instagram account, Yildiz
Tunaoglu shared another post with a similar tone,
stating:

"Oh, my beautiful countrymen...Oh, my dear competitors,
who consider us rivals, even though we are quite small
compared to them. Anyway, you're only focused on my
spelling mistakes. | apologize to everyone; my adherence
to grammar rules fell short in my posts due to my speed.
Of course, my impulsiveness also played a role, to the
point that | couldn’t leave it to my social media experts.
Let’'s admit it; we need to let the professionals handle
these things. I'm neither that important nor is my use of
our beautiful language on social media a reference for
anything. It's just like the differences between writing
and speaking in English. By the way, my phone has an
English keyboard, and my eyes are extremely dry, so |
can't see properly. If you wouldn't mind, could you please
review and correct my writing and grammar errors? |
would like to thank in advance those who will find and

fix the mistakes in this sentence." (Tufan, 2024).

Shortly after deleting this post as well, Yildiz
Tunaoglu published a second apology on
Instagram, as shown in Figure 6, claiming that
her spelling and grammar errors caused a
misunderstanding:

"Honestly, ldon’t know ifthiswas a big misunderstanding
or if | explained myself poorly. But I'm very sorry for
occupying your time. | think you probably know me. All
| wanted to say was that everyone stands behind the
product, and if you sent it to us, we would have solved
it. There was no need for a post that would harm the
brand. But with my knowledge of grammar added to
the mix, it seems like | came off differently. Anyway, our
lawyers will probably also think of something for me.
After all, we manage the company with the board. I'm
fine; no problem. My only concern is providing the best
product at the best price. | won't give up until my last
breath, including my non-food brands and ventures.
Best regards. In advance, | apologize for my spelling and
grammar errors. | don't want to make my social media

team work outside of their hours :( I'm sure they're
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already very upset about what happened. | also thank
those who will fix it and those who will provide me with
unconditional and free training."

Figure 6
Elif Ash Yildiz Tunaoglu's Second Apology Post

° elifasliyildiz & Valla bilyiik yanhs anlagiima mi oldu, ben mi
yanlis anlattim bilmiyorum. Ama gok 6ziir dilerim sizi de

mesgul ettigim igin. Beni biliyorsunuzdur bence. Tek demek
istedigim drlinin herkes arkasinda bize gonderseniz
gozerdik, markaya zarar verecek bir posta gerek yoktu
derkennnnn.... imla bilgimin giicii de eklenince ben vermigim
gibi duruyor. Neyse bizim avukatlar benim iginde bigeyler
diislinecektir. Sonugta yonetim kurulu ile yonetiyoruz girketi.
Raziyim sorun yok. Tek derdim en iyi triin en iyi fiyat. Son
nefesime kadar vazgegmeyecegim. Gida digi markalarim,
girigimlerim dahil. Sevgilerimle.

Simdiden imla ve yazim yanlilarim igin 6zir dilerim, sosyal
medya uzananlarimin mesai saatleri diginda galigtirmak
istemiyorum:( Zaten olanlara eminim ¢ok iziildiller.
Diizelteceklere, bana kogulsuz, licretsiz editim vereceklere
de tesekkdir ediyorum .,

Figure 7
Yildiz Tunaoglu's X Post

Elif Ash Yildiz ©
e @alifesliyildlz x

Sormugsunuz bana gunu sbylemek gok mu zor
diye!

Onca insamin ekmek yedijli emek verdigi bir
dreticl igin bu postun altine yapilan yorumlarda,
“¢op” ureliyorsunuz divince sakin kalmak gok
zordu.

Sahiplenmek ve korumak, haksizliia karg
gelmek yaradilisim da var.

Hayaumin sonuna kadar da vazgecmeyecegim
sanirm.

Ancak yazim dili vs derken kime yazdigim ciddi
seviyede yanlig anlasiimis va kangmig durumda.
Haklisimz,

‘Cop' sauyorsunuzdiyanlordir avukatlanmizin
gorigmosi gereken.

Yanlis anlasildigl, yeterince 8zne ylklem yerine
oturmadifh ve tim yazim/imla hotalan igln dzdr
dilerim.

Yinae eklemek isternm ki satanda Ureten de
Orinln arkasindadir. Bizimle direk olarak
iletisime gegme yontami, durumun sebebi/
kaynag) belli otlmadan kamuoyunu yanittma
olmamasini tarcih ederdim. Ama bu da kabul.

TOrkge lastk deglidir. Ceklgtirmeyellm lUtfen bir
digier ricam.

* Bu yamdaki imla ve yazim hatalan igin 6ziir
diler, dizeltmeler igin gimdiden tesekkir ederim.

Similarly, Yildiz Tunaoglu also apologized in a
post on her X account for “all spelling/grammar
mistakes” but responded to wusers’ critical
comments by stating, “It was very hard to stay

calm when they said we produce trash,” admitting
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that she could not control her emotions. When
companies face a crisis damaging their image
and reputation, issuing an apology as part of
corporate apologia rhetoric is one of the effective
crisis response strategies. Apology serves as a
rhetorical tool for self-defense and is strongly
connected to improving crisis communication
(Coombs et al., 2010, p. 337). However, as shown
in Figures 6 and 7, none of the posts by Yildiz
Tunaoglu directly addressed the original cause
of the crisis—the "moldy chocolate" complaint.
Instead of apologizing to the affected customer,
she issued an apology for “causing inconvenience
and making grammatical mistakes in her writing.”
Furthermore, in her X post shown in Figure 6, the
former CEO continued to imply threats, stating
that “those who say we produce trash should talk
to our lawyers.” This indicates that Yildiz Tunaoglu’s

crisis response strategy leaned toward denial.

Following the public outcry, it was noted that
Patiswiss products were removed from the shelves
of several well-known retail chains (Tufan, 2024;
Cumhuriyet, 2024; Artigercek, 2024). Later, on April
21, 2024, Patiswiss issued an official apology via its
corporate social media accounts, stating:

“As the Patiswiss brand, we strive to ensure that our
products remain fresh and healthy throughout their shelf
life. We view every piece of feedback as an opportunity
to improve our products. We deeply apologize for the
negative experience of our customer and respectfully
inform the public that we will do our best to resolve the

issue.” (Sol Haber, 2024b).

When companies employ an apology narrative
to protect their reputation, they can express
it in different ways. A full apology involves
acknowledging the occurrence of the crisis, taking
responsibility, and asking for forgiveness. A partial
apology, on the other hand, expresses simple
regret or concern for the crisis victims (Coombs
et al,, 2010, p. 341). Unlike the former CEQO’s posts,
Patiswiss' apology was balanced and professional.
While the former CEO adopted denial as her crisis
response strategy, the Patiswiss brand chose a full

apology strategy directed toward the customer.
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The communication disparity between Patiswiss
and its CEO did not last long. On April 22, 2024,
Yildiz Tunaoglu announced her resignation via
another social media post (Senses, 2024a). In her

resignation post, Elif Ash Yildiz Tunaoglu stated:

“I'hurtoneofourconsumers,whol prioritize above all else,
with an inappropriate response. As someone committed
to increasing female employment and advocating
for equality in the workplace with every passing year,
I am fully aware that there is no justification for my
inappropriate response to a fellow woman. | accept that
my actions were entirely wrong, and | sincerely apologize
to her first and foremost, as well as to all our consumers
and the esteemed public for this unfortunate incident.
As a reflection of my genuine apology, | am stepping
down from my position as Chair of the Board of Directors
as of today. The board will announce the leadership

change promptly.”

In this post, the former CEO departed from her
previous denial strategy and issued a full apology
to both the customer and the public, indicating a
shift toward corporate apology as a crisis response
strategy. However, the CEO’s rapid shift from
threats and denial to an apology raised questions
about her sincerity among the target audience,
potentially creating an impression of a forced
apology. Following Yildiz Tunaoglu’s resignation
during the crisis phase, Ali Sinan Tunaoglu became
the new Chairman of Patiswiss’'s Board of Directors
(Senses, 2024Db).

In the crisis response phase, not only the issue
that triggered the crisis but also all of a company’s
previous risks and problems tend to come under
public scrutiny. As Frandsen and Johansen (2007)
noted, during a crisis, the rhetorical arena expands
with various voices and actors, broadening the
context and scope of the crisis (Frandsen and
Johansen, 2007, p.362). Hence, crises are discussed
in multi-voiced environments, often extending
beyond the institution or brand managing the
crisis (Coombs and Holladay, 2014, p. 41). A similar
scenario unfolded in the Patiswiss crisis. Beyond

the company’s statements, various actors became
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involved in the crisis arena, broadening its scope
by introducing discussions of related topics.

One notable actor involved in the discussions was
Murat Ulker,Chairman ofthe Board of Yildiz Holding,
which operates in the confectionery and chocolate
sector. Ulker intervened in the debate through a
LinkedIn post, saying, “There’s always something
to learn at every position” (Gazete Oksijen, 2024b).
Another actor that emerged in this context was
the Swiss-based company Patiswiss AG. During
the Patiswiss crisis, it was revealed that there were
trademark disputes between the Turkish-based
Patiswiss and the Swiss company of the same
name. At the time of the crisis, as shown in Figure
7, a press release by Patiswiss AG highlighted
ongoing trademark litigation in various countries.
The statement from the Swiss company noted,
“Patiswiss AG has initiated legal actions against
Patiswiss Chocolate in the past under trademark
law, given the multiple registrations of trademark
protection violations in various countries,” drawing
attention to its legal disputes with the Turkish-

based company.
Figure 8

Patiswiss AG Press Release

patiswiss

IN NATURES FOaTSTERS

Gunegen, 23. Agril 2024

Statement hinsichtlich Patiswiss Tirkei

Sohr geohrio Damen wnd Horran

Seit dieser Woche werden wir vermehrt hinsichtfich eines Qi i der Firma

Potiswies Clkobuta mit Site in Ankora von verschiedenon Porteim enpgesprochen und in Verbindung mit
der thrkiechen Potiswiss gebracht. Folgendes seeflen wir eichtig:

Dle Putiswiss AG mit Sitz In Gunzgen, Schwedz, hut lininorled geschifilicha Boziehungon mit dor
10rkischen Paliswiss Cliolata;

Es bestehen weder Geschiftsboaichung bezlighch ahnlicher Warengruppen, noch stehon die
beldan Unternohmen in einom anderen Kentext In irgendeiner Verbindung:

Uber den angebbchen Yorfall konn die Potlswiss AG keine Aussagen mochen, do wir den Soch-
verhalt nicht kennen.

Die Patiwiss AG Schwed (st in der Vergongenbadt bereits meheere Male markenrechilich pegen die
Firma Patiswlss Qkolala vorgegangen, da in mehreren Lindern hinsichtiich des Markenschutzes der
Patiswizz AG Schwelz Ubortretungen registriort worden sind

Die Paliwiss AG Schwess (st der Partner. wann &3 um Mussverarbeitung gehl Unser einsiger Produktl-
onsstandort legt In Gunzgen, Schweir, Welter steht dis Unternchmung fir Aogeneration, Sichorheit
unid Genus

el Frapon stohan wir thaan gorne sur Varfgung.

Froundiiche Griine

Patiswiss AG
1,
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Source: Patiswiss AG, 2024
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During the crisis response phase, another issue
that drew attention was the inconsistencies in
the former CEQO’s graduate degree credentials.
It was revealed that the information about Yildiz
Tunaoglu's graduate degree on Linkedln was
inaccurate, leading her to shut down her social
media accounts. According to her LinkedIn profile,
Yildiz completed her undergraduate studies in
Electrical and Electronics Engineering at Baskent
University between 2005-2009 and pursued
a master's degree in industrial engineering at
Hacettepe University between 2011-2013. However,
information on Hacettepe University's website
indicated that the program, which Yildiz claimed
to have completed in 2013, actually started in 2012-
2013. Following the revelation of this discrepancy,
Dr. Erdi Dasdemir, a faculty member in the
Industrial Engineering Department at Hacettepe

University’'s Faculty of Engineering, stated:

"The information about Patiswiss CEO Elif Asli Yildiz's
2011-2013 Industrial Engineering master’'s degree from
Hacettepe on LinkedIn is incorrect. We have no such
graduate. The program awarded its first graduates in

2015" (Gazete Oksijen, 2024a).

Another issue that emerged during the crisis
phase for the Patiswiss brand was a tax scandal.
Patiswiss's capital increased by 700% within 8.5
months. The company’s capital, which was 28.75
million TL on April 18, 2023, rose to 200 million
TL as of January 2, 2024. Of this 200 million TL,
160 million TL was allocated to Elif Ash VYildiz, 20
million TL to her husband Ali Sinan Tunaoglu, and
20 million TL to her brother Mustafa Nazif Yildiz.
Despite achieving a revenue of $250 million over
three years, the company was revealed to have
paid only 73,000 TL in taxes (BolUkbas, 2024).

During the crisis phase, the primary cause of
the crisis, along with prior company issues and
risks, became the focus of additional discussions,
significantly damaging the brand's reputation
among stakeholders. All events and agendas
arising during the crisis phase will play a decisive
role in evaluating crisis management and
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determining how the brand’s reputation can be
rebuilt in the post-crisis phase.

Post-Crisis Phase and Evaluation of Crisis
Management

The  post-crisis phase encompasses the
communication efforts undertaken after the
resolution of the crisis is perceived. During
this phase, the focus shifts frorm managing
the crisis itself to managing its impacts.
However, determining the exact end of a crisis is
challenging. As Coombs (2010) points out, post-
crisis communication involves both drawing
lessons from the crisis and managing stakeholder
responses. During this stage, although rebuilding
reputation may take years, companies concentrate
their communication efforts on restoring their
reputation (Coombs, 2010, p. 10).

Although the Patiswiss crisis cannot be considered
fully resolved, the Google Trends data provides
clear evidence of a notable change in search
interest patterns. Google Trends measures the
relative popularity of a particular search term
over time by analyzing a sample of web searches
made by users over a given period. However, this
data does not directly reflect the total search
volume. Trend data is normalized for each region
and period; the highest level of interest is taken
as 100, and other values are presented on a scale
from O to 100, proportional to this reference point.
Therefore, the values in the graph represent the
relative search interest over that period, not the
absolute number of search terms. A decline in a
term over time does not mean that the number of
searches has decreased, but rather that the term
has received less attention compared to other
searches. This approach provides a valuable metric
for analyzing relative changes in user interest over
time. In this regard, Google Trends data in Figure
8 shows that Turkey-wide internet search interest
in the keyword Patiswiss has decreased as of May
2, 2024. It shows that public interest in this crisis
has been declining since May 2024 (Google News
Initiative, 2025).
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Figure 9
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Patiswiss Internet News Media Coverage
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Similarly, this study analyzed online news media
coverage using the data search criteria outlined
in Figure 2 and the thematic analysis protocol
presented in Figure 3. The headlines and sources
of the retrieved news items were examined,
and those unrelated to the Patiswiss crisis were
excluded from the analysis. As illustrated in Figure
10, 329 online news articles related to the Patiswiss
crisis were published in April 2024, followed by 5 in
May and 11 in June. From July to October, only nine
relevant news items were identified in total. These
findings indicate that the Patiswiss crisis had little
to no continued presence in online news media
after April 2024.

iletisim Kuram ve Arastirma Dergisi
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In the post-crisis period, in May 2024, allegations
surfaced on social media claiming that Patiswiss
had rebranded and relaunched its products.
Patiswiss responded to these allegations by
stating, “The brands alleged to have replaced
Patiswiss on some social media accounts are
products that have been meticulously produced
in Patiswiss facilities for over two years and have
a very broad customer base in Turkey.” (Patronlar
DuUnyasl, 2024b). During this period, it was also
reported that the former CEO had reactivated her
social media accounts (Patronlar DUnyasi, 2024a).
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In June 2024, Patiswiss began employing regret
and suffering strategies as part of its crisis response
approach. In a public statement, Patiswiss

expressed its remorse, stating:

“Welcoming those who apologize is also a virtue,” while
also portraying the brand as an unjust victim of external
attacks, saying, “We are deeply saddened by the ongoing
accusations against the Patiswiss brand, the excessive
criticisms, and the relentless continuation of assaults
based on misinformation.” During the same period,
Patiswiss's new chairman, the former CEQO’s husband
Tunaoglu, described the crisis as a “communication

mishap” (Munyar, 2024).

Meanwhile, media outlets in June 2024 interpreted
Patiswiss's product discount campaigns as an
image-building initiative (Halk TV, 2024).

In July, Patiswiss did not make headlines with any
new developments, but in August 2024, it began
combining its regret strategy with efforts to
rebuild its brand image. The new CEO of Patiswiss
commented on the former CEO’s controversial
post, stating, “l said that the damage caused by the
Patiswiss crisis cannot be measured in numbers. |
expressed that the post should never have been
made. | believed that a customer should not have

been responded to in this way, and | wish the post

had never been published, and we had never
experienced this process. The company already
had a customer service unit; as the General
Manager, | forwarded the issue to this unit directly
when it came to me.” Additionally, Patiswiss
focused on PR campaigns aimed at repairing
its brand image. Media outlets reported that
Patiswiss was recovering from the crisis by
opening its fourth factory and focusing on the U.S.
market (Ekonomim, 2024; Ercin, 2024; S. Ozdemir,
2024). However, earlier PR reports claiming that
Patiswiss had opened its fifth factory in 2023
created discrepancies and inconsistencies about
its facilities, risking further damage to the brand's

image (DUnya Gazetesi, 2023a).

In September 2024, Patiswiss’s exports and the
opening of its fourth factory became the focus of
media coverage. In an interview with Patiswiss,
the former CEO Yildiz Tunaoglu expressed regret,
saying, “I expressed myself poorly. It was horrible.
| caused incredible damage to the brand, and
| am deeply sorry. The part about what to tell
the employees was the worst. | never want to
experience something like this again. | wish the
company hadn’t suffered so much damage. |
have learned so many lessons...” This period saw a
continued focus on strategies of regret and image

restoration.

Figure 11

Patiswiss Crisis Response Strategies April-October 2024
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Effective evaluation of crisis management
necessitates examining the crisis response
strategies implemented by the Patiswiss brand
during both the crisis and post-crisis phases. In
this context, the study provides a detailed analysis
of the changes in Patiswiss's crisis management
strategies during and after the crisis, as illustrated
in Figure 11. The crisis began on April 21, 2024,
with a social media post containing threats,
condescension, and intimidation. It was initially
addressed with a partial apology and claims of
misunderstanding, ultimately concluding with a

full apology and the resignation of the CEO.

Between May and October 2024, internet media
analyses of the Patiswiss brand revealed that
the company exhibited limited regret and image
repair efforts, instead primarily adopting a “great
silence” strategy. As part of this strategy, all social
media accounts of the brand remained closed
to comments as of October 2024. Evaluating
the media reflections and outcomes of these
crisis response strategies provides a holistic and
analytical perspective on the crisis. In alignment
with this goal, the study also analyzed online news
related to the Patiswiss brand.

To comprehensively analyze media reflections on
the crisis, thematic analysis was conducted on 244
headlines and leads from online news, excluding

repetitive content, covering the crisis and post-
crisis phases. Figure 12 illustrates the relative
intensity of each news theme, while Figure 13
presents the frequency with which these themes
appeared in the dataset. As shown in detail in both
figures, the most frequently covered themes in
online news media were the resignation of the CEO
and the appointment of a new CEO. Specifically,
28.69% of the 244 news articles referenced these
themes. Headlines such as “Resignation following
the moldy chocolate crisis” (DUnya, 2024) and
“Patiswiss crisis leads to resignation” (Tufan,
2024) emphasized that the resignation was a
direct response to the crisis. Notably, many news
articles also focused on the fact that the new CEO
is the former CEO’s spouse, with media coverage

frequently delving into their personal lives.

Additionally, 23.37% of the 244 articles addressed
themes related to the question “What is the
Patiswiss incident?”, biographical information
about former CEO Elif Asl VYildiz Tunaoglu,
allegations of a fake diploma, and the product
withdrawal reaction. This news not only explained
the background of the Patiswiss crisis but also
covered the diploma allegations in detail, including
university statements and the subsequent
decision by some retailers to remove the products

from shelves as a form of public response.

Figure 12

Patiswiss Internet Media News Density Map by Themes
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In the thematic analysis, Other prominent news its spokesperson. Our study comprehensively

themes identified in the thematic analysis
included the statement by the CEO of the rival
company, the trademark lawsuit clarification by
the similarly named Patiswiss AG in Switzerland,
and of employee mistreatment.
In this context, the rival CEO highlighted the
importance of learning at every level by stating,
“There are always things to learn in every position,”

while Patiswiss AG's statement that “we have no

allegations

relationship” was also reported. On the other hand,
as shown in Figure 12, themes such as the CEQO'’s
apology, brand reputation, and expressions of
remorse appeared in only 3.69% of the 244 news
items, indicating a very limited level of coverage.
This suggests that the apology, regret, and image
repair themes identified in Figure 10 did not
receive sufficient attention in online media, and
the visibility necessary for effective positive image

management was not achieved.

Discussion and Conclusion
This
management becomes a much more complex

case study demonstrates that crisis
and multi-layered process when a CEO is the direct
trigger of a crisis. The Patiswiss case illustrates the
vital importance of leadership communication in
crisis situations and the risks of an inconsistent

communication strategy between the brand and

Iletisim Kuram ve Arastirma Dergisi

analyzes the Patiswiss crisis within the framework
of Coombs’ three-stage crisis management model,
which is widely used in crisis communication
Specifically focusing on pre-crisis,

crisis, and post-crisis communication strategies,

literature.

the study evaluates the organization’s crisis
management performance. In existing literature,
the Patiswiss crisis has primarily been examined
through the lens of digital communication and
social media (Armutlu, 2024, Ekmekgi, 2024, Koca,
2024; Ozdemir, 2024). However, this study asserts
that the root cause of the crisis lies not in social
media itself but in the CEO’s poor decision-making

and flawed communication approach.

Many crises that unfold on social media originate

from customer relations issues (Institute for
PR, 2014). As Warner and Yeomans (2012) note,
numerous misstatements and gaffes made on
social media can rapidly plunge brands into crisis
situations (Warner and Yeomans). Brands that
respond appropriately to audience reactions are
often able to overcome crises more swiftly (Genel
& Erdem, 2021, p. 5). Similarly, the triggering factor
in the Patiswiss crisis was the CEQ’s unnecessary
intervention in a customer service processthat was
not within their direct responsibility, as well as the

flawed messaging and communication strategy

70, Yaz (2025)
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adopted during this intervention. While LinkedIn—
the platform where the crisis emerged—was
certainly significant, the core issue lay in the poor
communication approach demonstrated by the
company’s top executive. This case once again
highlights how critical commmunication skills are

for leaders in effective crisis management.

The most effective way to handle a crisis is to
preventit (Coombs,2020,p.100).Thefindingsreveal
significant warning signs from the CEO in the pre-
crisisstage,yet thecompanyfailed toaddressthese
signals or take proactive measures against evident
risks and problems, ultimately leading to the
crisis. In the pre-crisis phase, allegations of threats
and dismissals of employees due to their union
activities posed substantial risks for escalating
into a crisis. The actual crisis, however, stemmed
from the CEQO’s problematic communication style,
which turned a standard customer relations issue
into a full-blown crisis. A straightforward apology
from the customer relations department (CRM),
coupled with corrective actions like product
returns and compensation, could have prevented
the crisis and enhanced customer satisfaction
instead.

Reputational risk during crises often stems from
the dissemination of inappropriate content that
can severely damage the image of the individual
or brand responsible for the communication.
Regardless of whether the content is factually
accurate or not, the more offensive or outrageous
it is, the more rapidly it spreads and the greater
its potential to harm reputations. Each year,
numerous business and political leaders are forced
to resign after posting content on social media
that is perceived as offensive, insincere, or absurd
(Baccarella et al., 2018, p. 434). In a similar vein, the
CEO of Patiswiss resigned shortly after posting
a scandalous message that drew widespread
backlash.

The crisis communication literature includes
numerous cases in which crises were triggered
by the statements made by CEOs or corporate

representatives. For instance, in the aftermath
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of the Deepwater Horizon disaster, BP CEO
“We're

sorry for the disruption that's caused the loss

Tony Hayward's Facebook statement —

of lives. Nobody wants this over more than | do.
I'd like my life back.” — was widely criticized for
its lack of empathy and led to a public apology.
Similarly, following the Van earthquake, Onur Air
launched a conditional donation campaign that
drew significant public criticism. The company’s
response — “We apologize to our followers who
did not misunderstand us” — was seen as passive-
aggressive and further fueled the crisis (Cinarli,
2016, pp. 48-49).

Effective crisis management requires that the CEO
take responsibility, offer a sincere apology, and
clearly communicate that measures have been
taken to prevent recurrence (Mcbride, 2017). When
an organization initially denies responsibility and
is later found to be at fault, the damage to its
reputation and stakeholder trust is exacerbated.
Furthermore, delayed acknowledgment of guilt
can significantly lower reputation scores (Coombs
et al,, 2016, p. 381). As highlighted in Dugan’s (2018)
comprehensive study, in many social media crises
in Turkey triggered by CEOs, brands have either
accepted responsibility and issued apologies or
employed corrective action strategies (pp. 303-
304).

However, the literature is replete with examples to
the contrary. In the case of the Carnival disaster,
where many lives were lost, the CEO waited four
days to issue a statement and failed to include
an apology (Red Banyan, 2024; Michelson, 2014).
Former pharmaceutical executive Martin Shkreli
also made headlines after his X (formerly Twitter)
account was suspended for posting content that
harassed a woman (BBC News, 2017). Another
example is Tesla CEO Elon Musk, who responded
to a fatal accident involving the company's self-
driving technology by saying, “We also don't know
what happened,” a statement criticized for evading
responsibility (TRT Haber, 2018). In a similar fashion,
during the Patiswiss crisis, the CEO initially refused
to accept responsibility, claimed to have been

misunderstood, and adopted a tone perceived
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as arrogant and dismissive toward customers.
This response intensified public outrage on social

media and significantly escalated the crisis.

Furthermore, both the pre-crisis and crisis phases
highlight the CEQ's problematic communication
styleandtone,emphasizingtheinterconnectedness
between these stages. During the crisis, the CEO's
response strategies, characterized by threats,
intimidation, and belittling remarks, followed by
partial and conditional apologies, drew criticism
for a lack of sincerity from media and the public.
Conversely, the brand management adopted
a more conciliatory approach by issuing a full
apology, expressing regret, and implementing a
long-term strategy of silence with sporadic image

restoration efforts.

Crises often bring additional related issues and
actors into the crisis arena. During the crisis, the
media spotlight extended beyond the primary
issue to cover the former CEQ's personal life,
allegations of a fake diploma, trademark disputes
with a similarly named Swiss brand, Patiswiss
AG, and tax evasion claims. These developments
further deepened the crisis and amplified its

destructive impact.

The thematic analysis of online media coverage
revealed that among Patiswiss' crisis response
strategies, silence emerged as a dominant tactic.
However, the findings indicate that initiatives
involving apology, regret, and image restoration
received limited visibility in the media, suggesting
that these strategies had a restricted impact. To
rebuild its image and strengthen its connection
with stakeholders, Patiswiss must abandon the
silence strategy and adopt transparent, sincere,

and effective actions.

This study has some limitations. First, the research
was conducted only through media coverage and
corporate statements, and direct data did not
support public perception or consumer reactions.
In future studies, user reactions will also help
measure the outcomes of the crisis. In addition,
the study focused on a single case study. In future
studies, in-depth findings on crisis management
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can be obtained with multiple comparative case
studies from similar sectors. Future research could
take a comparative approach to examine the
repercussions of CEO-driven crises in different
sectors and cultures. In addition, research
involving social media sentiment analysis or direct
stakeholder interviews could contribute to a
deeper understanding of crisis management and

reputation repair processes.

This study offers the following practical
implications in the context of crisis management:

Empathetic, timely, and consistent
communication by the CEO during crises is

indispensable for success in crisis management.

- Although social media is often seen as the
medium that triggers the crisis, the CEQ/leader's
decisions and tone of communication determine
the magnitude of the crisis. This situation reveals
the necessity for organizations to train people in
leadership positions on crisis communication,
stakeholder relations, and risk management.

- The Patiswiss crisis is a clear example of how a
CEQO's communication approach can damage
a brand. This case serves as a warning to other
brands, emphasizing the need for leadership
communicationto betransparentand aligned with
crisis communication strategies and reminding
them of the importance of sincere and proactive

approaches in protecting reputation.

- Asin Patiswiss, the CEO should not be involved in
customer service management, whichis not within

the CEO's remit, and should not micromanage.

- After causing a crisis, the CEO should accept
responsibility, make a full apology, and be
sincere and empathetic. Delayed responsibility
acceptance causes the crisis to escalate.

The Patiswiss crisis serves as a significant example
of how a CEO’'s communication approach can
critically influence and potentially harm brands
and organizations. This case highlights the need
for other brands to reassess their leadership
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communication, organizational planning, and

customer relations management practices.
Additionally, it underscores the necessity of
evaluating CEOs' competencies in crisis and
risk communication, as well as relationship

management, and implementing relevant training

programs.
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Genisletilmis Ozet

GUnUimUz modern dunyasinda bireyler kadar
sirket ve markalar da daha fazla risk ve krizlerle
karsilasmaktadir.  Kurumu, hedef kitle ve
paydaslarini etkileyen buUyuk bir olay olan krizler
(Fearn-Banks, 2016, s. 2), belirsizlik yaratmakta
ve kontrol gerektirmektedir (Coombs vd. 2004,
s. 247). Krizler, tarihsel olarak her dénemde
etkili olmussa da 2lyuzyilda bilgi ve iletisim
teknolojilerinin de etkisiyle krizlerin gérunurligu
ve yikici etkisi artmistir. Yine dijital cagda krizler,
sirket ve markalari varolussal seviyede etkileyerek
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belirsizlikler yaratmakta, paydaslari ciddi duzeyde
etkilemektedir. Bu sebeple, sirket ve markalar
icin hayati bir donim noktasi olan krizlere karsi
gelistirilecek tepki stratejileri ve yonetme bicimleri
krizin atlatilmasina ya da krizin yikicl etkilerine
maruz kalinmasina neden olmaktadir. Bu agidan,
zamaninda ve etkili kriz yonetimi ve iletisim
stratejileri olusturamayan sirket ve markalarin
imajlart onemli 6lgude zarar gérmekte ve itibarlari
zedelenebilmektedir.

Kurumun itibarini, kisa bir sUrede beklenmedik bir
sekilde sarsan (Hermann, 1963, s. 64) krizlere karsi
temelde sirket ya da markanin bu itibar tehdidine
karsi kriz yonetimi ve iletisimdeki etkin ve dogru
tepki stratejileri belirlemesi, krizin atlatiimasinda
kritik bir rol oynamaktadir (Timothy Coombs
and Holladay, 2007, s. 243). Bu asamada krizin
dogasina uygun kriz plani kapsaminda strateji ve
taktiklerin belirlenmesi bUyUk énem tasimaktadir.
Ote yandan krizin basariya ulasmasinda diger bir
belirleyici faktdor de kriz s6zcUsinun basarili kriz
yonetimidir. Sirket ya da markanin en Ust duzey
yoneticisi ya da CEO’su olan kriz sdzcUsunun
temel gorevi, kriz iletisimi yonetiminde kamuoyu,
medya ve paydaslara kriz ile ilgili aninda, hizl,
dogru ve seffaf bilgiyi vererek kriz ortamindaki
belirsizligi gidermek ve krizin potansiyel risklerini
azaltmaktir. Ote yandan, kriz s6zcUsU rolinde
olan ve krizi yonetmesi beklenen CEO'nun kriz
yarattigi bir durumda ise krizin yonetimi cok daha
karmasik, zorlu ve belirsiz bir sUreci beraberinde
getirmektedir. Bu calisma, bir musteri iliskileri
yonetimi sorunu Uzerinden CEO'nun bizzat krizi
tetikleyici bir aktor olarak rol oynadigi bu durumu
vaka analiziydntemiyle ele almayi amacglamaktadir.
Kurumsal 6zUr ve imajin yeniden insasi kuramlari
cercevesinde calismada, krizde hangi aktérlerin
rol aldigi, krizin hangi platformlarda ve hangi
temalar cercevesinde tartisildigi ve kurulusun kriz
tepki stratejilerinin neler oldugu sorularina yanit
aranmistir. Calismada, krizi tetikleyen veya Kkriz
oncesinde gozlemlenen on belirtiler ele alinmis ve
kriz sonrasi donemde sirketin uzun vadeli ¢iktilari
irdelenmistir. Bunun yani sira, calismada Patiswiss
ile ilgili internet haber medyasindaki icerikler
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tematik analiz yontemiyle incelenerek markanin
verdigi tepkilere medyanin nasil yanit verdigi

ortaya konulmustur.

Calismada krizin tum boyutlariyla incelenebilmesi
icin coklu yontem kullaniimistir. Vaka analizi
yontemiyle incelenen kriz galismasi, Coombs'un
(2010) “kriz oncesi, kriz evresi ve kriz sonras!”
olmak Uzere uUg¢ asamali modeli temel alinarak
analiz edilmistir (Coombs, 2010). Bununla birlikte
calismada, kriz yonetiminin etkin bir sekilde
analiz edilmesi amaclyla kriz evresi ve sonrasi
dénemde internet haber medyasindaki Patiswiss
haber yansimalarini dederlendirmek ve krizle
ilgili gundem ve mudahale stratejilerini ele almak
amaclyla tematik analiz  gerceklestirilmistir.
Calismada tematik analiz, alti asamal analiz
protokollUyle gerceklestiriimistir. Bu sistematik
yaklasim, Patiswiss ile ilgili kriz tepki stratejileri ve
medyayansimalarininderinlemesine anlasiimasina

olanak tanimistir.

Arastirma sonucunda, kriz dncesi evrede CEO'nun
benzer sekilde sorunlu iletisim Uslubunun
oldugunu ve krizin bu risklerin devaminda
gerceklestigi tespit edilmistir. Eski CEO, kriz dncesi
evrede sendikaya Uye olmak isteyen iscilerin eylem
ve protestolarina iliskin kriz yaratabilecek riskte
X hesabindan acgiklamalarda bulunmustur. Yildiz
Tunaoglu, séz konusu olayla ilgili “Cok komiksiniz
valla ne diyeyim; bos vaktiniz ¢oktur sizin siz
edlenin. Su resimde bir tane Patiswiss calisani
yok:) hadi video ¢cekin ben ¢alisanim desin :) gergi
pardon bu kadar yalana dolana onu da séylersiniz
siz;)):) iyi eglenceler bizim 1000+ c¢alisanimizla
cok isimiz var:)” seklinde gayri ciddi, mUstehzi ve

sorunlu bir iletisim dili kullanmistir (Sancar, 2024).

Bulgular, CEO'nun kriz ydnetimi yaklasiminin
marka kriz iletisimi stratejisiyle uyumlu olmadigini
gostermektedir. Eski CEO, tehdit, saldiri ve
kUcUmseyici bir Uslup iceren kismi bir &zur
dilemis ve krizin etkisiyle istifa etmistir. Marka
ise krizi kontrol altina almak amaciyla tam &zur
dileme, pismanlk stratejilerinin yaninda uzun
bir donem sessizlik stratejisi uygulamis ve imaj

tamir adimlar atmistir. Ote yandan, bu kriz tepki
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stratejilerinin medya ve kamuoyu yansimalarinda
yetersiz kaldigi belirlenmis, pismanlik ve imaj tamir
adimlari, internet medyasinda yodun bir karsilik
bulmamistir.

Calismadakitematikanalizbulgulari,internet haber
medyasindaenfazla haberolantemalarin, CEO'nun
istifasi ve yeni CEO'nun oldugunu géstermektedir.
Ozellikle yeni CEO'nun eski CEO'nun esi olmasi ve
O6zel hayatlariinternet medyasitarafindan yogun bir
sekilde incelenirken eski CEO Yildiz Tunaoglu'na ait
sahte mezuniyet iddialari ve Patiswiss markasinin
birkag zincir markettin rafindan kaldirilmasi da
ciddi bir sekilde internet medyasinda dikkat
cekmistir. Ote yandan, markanin imajlarini yeniden
insa etmeye yonelik adimlari internet medyasinda
yeterli karsilik bulmamistir. CEO'nun 6zrd, marka
ve CEO'nun pismanhgini ifade eden haberler cok
sinirh duzeyde kalmistir. Bu durum olumlu imaj
yonetimi icin gerekli medya gorUinurligundn

kazanilmadigini gdstermektedir.

Patiswiss krizi literatUrde dijital iletisim ve sosyal
medya ekseninde ele alinmistir (Armutlu, 2024;
Ekmekci, 2024; Koca, 2024; Ozdemir, 2024). Ancak
bu calisma, krizin esas kaynagdinin sosyal medya
mecras! degdil, CEO'nun hatali kararlari ve yanlis
iletisim yaklasimi oldugunu ileri sUrmektedir.
Bu sebeple krizin tetikleyici unsuru ve kaynagi,
CEO'nun sorumlulugu dahilinde olmayan bir
musteri iliskileri sirecine mudahalede bulunmasi
ve bu sUrecte sergiledigi hataliiletisim yaklasimidir.

Calismada, kriz &ncesi evrede, CEO kaynakl
onemli kritik isaretlerin belirdigi ancak markanin
bu uyari isaretlerine, ciddi sorun ve risklere karsi
bir adim atmamasi sonucunda CEO kaynakli
bu krizin ortaya ciktigi tespit edilmistir. Bunun
yaninda CEO ve markanin kriz evresinde
krizin  sorumlulugunun kabul etmek yerine
reddetmeleri, kamuoyunun tepkisini ¢ekerek
krizin derinlesmesine neden olmustur. Patiswiss
krizi, bir CEO'nun iletisim yaklasiminin marka ve
kurumlar UGzerindeki kritik rolinU ve potansiyel
zararlarini géstermesi bakimindan énemli bir kriz
ornegidir. Calisma, lider iletisim yetkinliginin ve kriz

yonetiminde lider figUrlerin tutarli ve empatik bir
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iletisim sergilemesinin dnemini vurgulamakta ve
itibari koruma acgisindan uyumlu bir kriz iletisim
stratejisinin  gerekliligini  ortaya koymaktadir.
Ayrica, diger sirketler icin CEO'larin kriz ve risk
iletisimi, iletisim ve iliski yonetimi alanlarinda
yeterliliklerinin dederlendirilmesi ve ilgili egitim
programlarina ihtiya¢ duyuldugunu gerektigini
gostermektedir.
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