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Abstract

The development of the internet and the continuous maturation of social media platforms have sig-
nificantly strengthened the interaction between brands and consumers. Notably, the role of social
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media in brand reputation management has become increasingly prominent. Consequently, brands
are placing greater emphasis on leveraging social media to manage and maintain their online rep-
utation, fostering strong community ties and positive engagement to enhance brand value. However,
this process inevitably exposes brands to potential risks inherent in social media, necessitating vig-
ilance and comprehensive strategies to safeguard and elevate their reputation. This study explores
the crises and risks brands may encounter in the social media environment, providing analytical
guidance and strategic recommendations for reputation maintenance. Key areas include effective
monitoring of consumer sentiment on social media, identifying types and sources of risk challenges,
and implementing measures to sustain a positive and stable brand image.
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