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Social media is currently the most economic mean of advertisement and marketing for every brand. The fact that the social media platforms have now billions of active users that are potential consumers of many products and services it is the best option for modern marketers. As the marketing manager, one must understand that since this is the free platform the reduced cost of the advertisement here raises other issues like managing the negative comments of the users on the brand’s main or official pages and or accounts. The reputation management systems are incorporated by the brands that are equipped with the best standard operational procedures if they encounter the negative comments to make sure the brand image is not tarnished by the angry consumer’s comments (Dorenda-Zaborowicz, 2012).
Use of Social Media 
It is important to understand here that problems can occur in businesses and even the technology giants like Samsung and Nokia can run into issues that turn out to be a public relations nightmare for the marketing managers. The example of Samsung S7 battery blasts cannot be ignored here; this crisis was able to turn the tables of the cell phone industry. In this context, the brand not only had to respond to the angry and negative comments but they had to make sure that the negative opinions were turned into an opportunity to connect with the consumer personally. Brands use the social media on daily basis; they post content that provides visual information and new offerings. Since the repetition of the posting is too high it gets very difficult for the brand to monitor and manage all the negative consumer comments and this requires a formulated solution to do so (Ogden, & Ogden 2014).
Reputation Management in Crisis
Brands that are very active on social media have made a proper action plan that works on the betterment of the brand reputation in the social media platforms like facebook, linkedin, youtube, Instagram and many more. The best strategy to make sure the damage of the negative consumer comment is restrained to the minimum is to actually respond to it at the earliest and deal the comment in a very calm and professional manner. The brand decides on the best procedures to follow when they encounter the negative comments. If the negative comment is ignored or deleted the consumer will think that the brand has no interest in the issues of the consumers and will raise the negativity of the consumer. If the brand ignores the negative comment still the responsiveness of the brand will be in question.
In this context, it gets very important to respond to the negative comment of the consumers; the response of the comment should be designed to know the reason for the anger or the negativity at first. This will allow the brand to really understand what actually went wrong and who might be to blame for that issue. After the reason is known, the brand should approach the issue with a problem-solving attitude and response to the negative comments with a calm and helpful tone. This will allow the brand to make its space in the consumer’s mind even though he or she might have been rude in their comments. After that, the brand must be able to provide the best way out of the issue for the consumers. If the problem is really with the product or the brand they can offer discounts on the next purchase or perhaps send a gift to the consumer on a personal basis (Alves, Fernandes & Raposo, 2016). 
The contents that have a value for the consumer are a great way to expand their reach. When consumers share their issues in their connection networks the brand will become familiar to other potential consumers and, for this reason, will improve the recognition of the brand. The reasons why people share some content within their community is because it is valuable and entertaining enough to share it in their networks. Another reason is that they define their identity towards other people and can generate relationships with them. By sharing something valuable, they feel fulfilled as they discovered the material that may be helping others. Consumers are more likely to share images. With this in mind, one can develop the optimized content so that it can be shared in the time of brand crisis.
[bookmark: _GoBack]Recommended Communication Practices
Marketers must use a very calm and helpful communication tone whatever the platform might be; however, in the case of the negative consumer comment, this need is further amplified. The response team on the social media platforms must be professional and really try to solve the issue of the negative commenter rather than dealing it in an unprofessional manner. In this regard, timely and complete responses are the key. Further, the brand must be apologetic since the consumer had to face the nuisance on their behalf and deserves to be accommodated on the better settings. Finally, the brand must be able to respond to the issue by giving the consumer back in terms of discounts or perhaps gift vouchers so the negative comment is turned into an acceptable error by the consumers.
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