DISCUSSION 3
MPR: Turning Negatives into Positives
When a company has received bad publicity on the internet, the firm must move promptly and in a more professional way to rescue itself. Among the strategies is to respond directly, though in a polite and constructive manner, to the criticism (Kim, Park, Cha, &Jeong, 2015). The response of empathy will mean that the company values the feedback left by customers, and it will strive to resolve the problem, and it will be able to make an otherwise negative experience a positive one. Furthermore, social media can be tracked on a regular basis, which will assist a company in identifying and remedying the problem prior to it going out of control, thus avoiding reputational losses in the long run (Genovino, 2024). Companies may also embrace systematic PR strategies to overcome misinformation and disinformation in order to ensure that the right information reaches the people (Adi&Arijanti, 2024).
[bookmark: _GoBack]The process of reframing the story and demonstrating the company to be a socially responsible entity can turn negative publicity into a PR opportunity. The businesses ought to be accountable and show responsibility by acknowledging mistakes and taking remedial action to earn back the confidence (Kim, Park, Cha, &Jeong, 2015). The second viable option is to reduce the import of online trolls and concentrate on good engagement within the community by giving minimal attention to the instigators, and such an approach will serve to deplete the strength of the disruptive crowd (Zheng, Bi, Liu, & Lowry, 2020). The sphere of niche communities and hashtag activism, in particular, is beneficial to small businesses since there is an opportunity to make their voices heard on the internet, even in a crisis. One has to be proactive, open, and tactical in the manner in which we execute the communication with the online challenges so that we can transform online problems into opportunities for building the brand (Genovino, 2024).
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