
Brand Turnaround (Crisis Recovery)

Company: GlowSkin Essentials – Premium Skincare

The Situation:

GlowSkin Essentials partnered with an influencer who was later revealed to
promote harmful beauty standards and misinformation. The backlash was swift:

Sales dropped 18% over the past 30 days
Negative press and user-generated memes dominate TikTok
Influencers are distancing themselves from the brand
GlowSkin’s statement was perceived as tone-deaf

Your Tasks:

1.Analyze the crisis and what went wrong in the brand's response.
2.Create a 3-phase reputation recovery plan:

Immediate response
Mid-term brand rebuilding
Long-term trust & loyalty strategy

3.Design a “We Hear You” public campaign to reset trust.
4.Suggest influencer re-alignment tactics.
5.Recommend KPIs to measure trust recovery.
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ANALYSIS OF THE CRISIS
& BRAND MISSTEPS



The Trigger: Why Did This
Crisis Happen?

The Influencer Partnership
Gone Wrong

Problem: GlowSkin Essentials partnered with an influencer
who later faced backlash for promoting

Why It Backfired:
Brand association risk: Consumers now link GlowSkin to
toxic beauty culture.

Harmful beauty standards (e.g., extreme dieting,
unrealistic skin expectations).

Misinformation (e.g., “chemical-free” skincare
myths, unverified product claims).

Loss of credibility: If the influencer spread pseudoscience, it
reflects poorly on GlowSkin’s product integrity.



The Trigger: Why Did This
Crisis Happen?
The Snowball Effect on
Social Media

TikTok & Meme Culture Amplified
Criticism:

Influencers Distancing Themselves:
Other creators publicly denounced the brand to protect their
own reputations.

Negative press led to user-generated memes mocking
GlowSkin’s “tone-deaf” image.

Viral trends like #GlowSkinFail or #CancelGlowSkin
spread rapidly.

This created a domino effect, making GlowSkin appear
isolated in the industry.



The Trigger: Why Did This
Crisis Happen?
The Brand’s Initial Response
Fell Short

Statement Perceived as “Tone-Deaf”
Because It Likely:

Silence = Complicity:

Downplayed concerns (e.g., “We regret any
misunderstanding”).

Failed to cut ties immediately with the controversial
influencer.

Lacked empathy—no acknowledgment of how
harmful beauty standards affect consumers.

Delayed responses allowed the narrative
to be controlled by critics.



Mistake #1: Poor Influencer
Vetting Process

No Background Checks: 

WHERE EXACTLY DID GLOWSKIN GO
WRONG?
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Did the influencer have past
controversies? Were their values
aligned with GlowSkin’s?

Focus on Reach Over
Relevance:

Prioritized follower count over
authenticity, leading to a
mismatch with the brand’s
image.

Mistake #2: Defensive Instead
of Empathetic Crisis Response

What They Probably Did:

Issued a generic PR statement.
Avoided admitting fault (“We stand
by our partners”).

What They Should Have Done:
Immediate acknowledgment: “We
made a mistake.”
Action-oriented language: “Here’s
what we’re doing to fix this.”

Mistake #3: Ignoring the
Power of Community Backlash

Social Media Was Weaponized
Against Them Because:

They didn’t engage with critics,
leading to echo chambers of hate.
No effort to humanize the brand
(e.g., CEO video, live discussions).

Mistake #4: No Contingency
Plan for Controversy

Lack of Crisis Protocol:

Slow reaction time allowed
the issue to escalate.
No pre-approved messaging
for scandals.



Consumers Felt Betrayed

GlowSkin positioned itself as a premium, ethical
brand, but the partnership contradicted that.

PSYCHOLOGICAL & BRAND
TRUST IMPACT

1. Trust Erosion

Followers now question: “If they got this wrong,
what else are they hiding?”

2. Long-Term Perception Risk:

Even after recovery, some consumers may
permanently distrust the brand.
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CONSUMER PSYCHOLOGY: WHY
THE BACKLASH WAS SO SEVERE

THE "MORAL VIOLATION" EFFECT

1.Consumers don’t just see this as a "mistake"—

they see it as a betrayal of values.

2.Skincare is deeply personal; promoting

harmful standards triggers self-esteem

concerns.

3.Rejection of "Corporate Apologies":

WHY IT HURT MORE THAN A
TYPICAL PR CRISIS:

Gen Z and millennials distrust scripted PR
statements—they demand authentic
accountability.

THE ROLE OF SOCIAL MEDIA IN
AMPLIFYING OUTRAGE

1.Once criticism gains traction, others join in
to avoid social exclusion (even if they
weren’t originally offended).

2.Memes as Weaponized Humor:

"MOB MENTALITY" DYNAMICS:

TikTok trends like #GlowSkinFraud turn the
brand into a joke, making recovery harder.

"VIRTUE SIGNALING" BY INFLUENCERS:
Smaller creators publicly denounce
GlowSkin to boost their own credibility.

THE TRUST RECOVERY CHALLENGE

1.Confirmation Bias: Once consumers decide
GlowSkin is "problematic," they’ll ignore
future positive actions.

PSYCHOLOGICAL HURDLES:

HOW TO OVERCOME IT:

2. Halo Effect Broken: Previous trust in the
brand doesn’t protect it from current criticism.

"Penance & Proof" Model:
Apologies alone won’t work—brands must
show change through actions (e.g., firing the
influencer, donating to mental health causes).



Failure Example: Sunday
Riley Fake Reviews Scandal

What Happened:
The brand was caught forcing employees
to write fake Sephora reviews.

How They Recovered:

Full transparency: Released ingredient
sourcing reports.
Shifted to dermatologist partnerships
(science over hype).

Lesson for GlowSkin:
Rebuild credibility with third-party
experts, not just influencers.

Success Example: Olaplex’s
Lawsuit Bounce-Back

Crisis:
Faced lawsuits claiming hair damage
(2022–2023).

Recovery Tactics:
Doubled down on clinical studies to prove
safety.
Launched a "Science Spotlight" series with
chemists.

Lesson for GlowSkin:

Use education to combat misinformation.

Dove’s "Real Beauty" Pivot (2004–Present)

Original Crisis:

Early 2000s ads were criticized for subtle
body-shaming.

Turnaround Strategy:
Radical transparency: Showed
unretouched photos in campaigns.
Long-term commitment: Still runs body-
positive ads 20+ years later.

Lesson for GlowSkin:

Recovery isn’t a campaign—it’s a new
brand identity.

COMPETITOR CASE STUDIES: LESSONS
FROM FAILURES & COMEBACKS



3-PHASE REPUTATION
RECOVERY PLAN



PUBLIC APOLOGY & TRANSPARENCY

Issue a sincere video statement from the CEO (not just a written
PR release).

Goal: Contain the crisis, show accountability, and regain
control of the narrative.

PHASE 1: IMMEDIATE
RESPONSE (WEEKS 1–4)

Acknowledge the mistake, apologize for the partnership, and
commit to change.

CUT TIES WITH THE CONTROVERSIAL INFLUENCER
Publicly announce the termination of the partnership.
Donate previous campaign proceeds to a mental health or
body positivity charity.

Statement Format: Video + written post by CEO; shared across all
channels, especially TikTok and Instagram.

SOCIAL MEDIA LISTENING & RAPID RESPONSE
Monitor TikTok & Instagram for trending criticisms.

Use empathetic language, avoid defensiveness, and redirect
users to updated policies. (e.g., “We hear you and are making
changes”).
Deploy a dedicated team to monitor social sentiment and
engage directly with critics.

PAUSE ALL PAID PROMOTIONS

Temporarily halt influencer campaigns to reassess partnerships.



3 - TYPES OF PUBLIC
APOLOGY

First Apology

Length: 150 words

Purpose: Clear, concise, and emotionally resonant —
designed to cut through the noise on fast-scrolling
feeds.

We messed up. We hear you — loud and clear.

Partnering with an influencer who promotes harmful beauty
standards was a mistake that goes against everything we stand for.
Our initial response fell short, and for that, we are deeply sorry.

At GlowSkin, we believe in skincare that nurtures all skin — not just
the “ideal” kind. We’re taking full responsibility and have paused all
influencer campaigns while we rebuild our vetting process from the
ground up.

This is not just about damage control — it’s about real change.
We’re listening. We’re learning. And we’re committed to doing
better.

Thank you to those who called us out. You’ve given us the push we
needed to become the brand you deserve.

We’ll be sharing more about how we’re making things right — and
how you can help shape that journey — very soon.

With humility and gratitude,
— The GlowSkin Team

Instagram/TikTok Caption:

Instagram & TikTok Post



3 - TYPES OF PUBLIC
APOLOGY

Second Apology

Length:  300 words total

Purpose: More detailed explanation, showing
accountability, action, and transparency.

Instagram & TikTok Stories

We need to
address

this
directly

What went wrong:

We partnered with someone
whose values didn’t align with
ours.
We didn’t listen when you
called it out fast enough.
Our first response missed the
mark.

What we’re doing now:

Cutting ties with {Influencer
Name}.
Auditing all future
partnerships with experts.
Donating to orgs fighting
harmful beauty standards.

How you can hold us
accountable:

Join our Community Advisory
Board (DM us to apply).
Use #GlowSkinTransparency to
share feedback.



3 - TYPES OF PUBLIC
APOLOGY

Third Apology

Tone: Genuine, humble, no corporate jargon, direct, and
vulnerable

Setting: Natural lighting, minimal background, no script
cards — just eye contact with the camera

Hi everyone. I’m [CEO Name], the founder and CEO of GlowSkin Essentials.

I’m here today because we failed you — and I need to say that clearly and directly.

Our recent partnership was a mistake. It went against the values we claim to stand
for: inclusivity, authenticity, and respect for all skin. And worse, our first response
didn’t reflect the depth of that failure. For that, I am truly sorry.

I understand why many of you feel disappointed — even betrayed. This isn’t just
about one influencer. It’s about the systems that allowed that decision to happen
in the first place. That ends now.

We’ve paused all influencer campaigns. We’re conducting a full internal review.
And most importantly, we’re inviting YOU — our customers — to help us rebuild.

Over the coming weeks, you’ll see real changes — not just promises. We’ll be
launching our ‘We Hear You’ campaign, where we’ll listen, learn, and act —
together.

Thank you to those who spoke up. You gave us the wake-up call we needed.

I hope you’ll give us the chance to earn back your trust — not with words, but with
action.”

CEO’s Video Script

Instagram & TikTok Video of the CEO



PHASE 2:  MID-TERM BRAND
REBUILDING (MONTHS 1–6)
Goal: Rebuild credibility, engage the community,
and refine brand values.

Objective: Reset the brand-consumer
relationship through vulnerability,
transparency, and action.

Launch the “We Hear
You” Campaign
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Campaign Elements:

Video Series: Real customer
stories sharing their experiences
with GlowSkin and what they
expect from the brand.
CEO Q&A Livestreams: Monthly
sessions where the CEO answers
questions and shares progress
updates.
Behind-the-Scenes Content:
Showcasing ingredient sourcing,
R&D, and diversity initiatives.

Partner with dermatologists,
skin health advocates, and
mental health influencers to
promote realistic beauty
standards.
Collaborate with micro-
influencers known for
authenticity and education
over aesthetics.

Rebuild Credibility
Through Partnerships

Announce improvements based
on customer feedback (e.g., eco-
friendly packaging, inclusive
shade ranges).
Share lab notes and formulation
changes openly to build trust.

Product Reformulation
Transparency

Focus on skincare science (e.g.,
“Debunking Beauty Myths”
series).

Content Shift: Educational
Over Promotional



PHASE 3: LONG-TERM TRUST &
LOYALTY STRATEGY (6+ MONTHS)

Embed purpose-driven messaging into every
touchpoint: packaging, ads, social media, website.

Highlight commitments to sustainability,
inclusivity, and scientific integrity.

Introduce a rewards program where points can
be used for donations to mental health or skin
condition charities.
Allow customers to opt-in for exclusive early
access to products in exchange for completing
brand value quizzes.

Brand Values
Reinforcement

Ethical Influencer
Program

Ongoing Education &
Advocacy

Customer Loyalty Program with
Purpose

Launch a blog and podcast called "Real Skin Talks"
featuring experts discussing topics like self-love, skin

conditions, and ethical beauty.
Run educational workshops in schools and communities

on digital literacy and healthy self-image.

Establish a formal influencer code of conduct
aligned with brand values.
Provide training modules on responsible
messaging and misinformation prevention.



“WE HEAR YOU” PUBLIC
CAMPAIGN
GLOWSKIN ESSENTIALS – REBUILDING TRUST
THROUGH TRANSPARENCY



Campaign Overview

This campaign marks a turning point for GlowSkin — not just to apologize, but to reset the
relationship with its community. It’s not about marketing; it’s about meaningful action .

Campaign Name: We Hear You
Brand: GlowSkin Essentials – Premium Skincare
Duration: 12 Weeks (with ongoing elements)

Tone: Authentic, vulnerable, inclusive, empathetic

Core Objective: To rebuild trust with customers through active
listening, transparency, and co-created change.



CAMPAIGN OBJECTIVES
Restore brand trust and credibility.

Demonstrate accountability and transparency.

The campaign should aim to attract new customers and retain existing ones while positioning Borcelle as a
leading brand in the eco-fashion industry.

The campaign should aim to attract new customers and retain existing ones while positioning Borcelle as a
leading brand in the eco-fashion industry.
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Core Message: We’ve listened. We’ve learned. And we’re committed to doing better — together.
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Target
Audience

Age: 18–40
Gender: Primarily female, but inclusive
of all genders
Location: Middle East (Qatar, UAE,
KSA), North America, UK
Interests: Skincare, wellness, self-
care, body positivity, sustainability
Values: Authenticity, transparency,
social responsibility, mental well-being

Emotionally invested in brands that
align with their values
Highly engaged on TikTok, Instagram,
and YouTube
Likely to call out tone-deaf marketing
or unethical practices
Seek education, empowerment, and
community through brands

Primary Target
Demographics:

Psychographic
Traits:

GlowSkin Essentials' “We Hear You” campaign is
designed to reconnect with existing customers , regain
trust , and engage new audiences who value
transparency, inclusivity, and ethical beauty .



Persona 1: The Informed Advocate

Name: Amira

Age: 28

Location: Qatar

Occupation: Medical student / Beauty blogger

Values: Education, transparency, science-backed
skincare

Amira follows skincare trends closely and reads ingredient
labels. She supports brands that are honest about
formulations, sustainability, and inclusivity. She’s vocal on
social media and calls out misleading claims or unethical
partnerships.

🧠 Motivations:
Wants to know exactly what goes into her products
Trusts brands that are open about sourcing and testing
Seeks representation in marketing (e.g., hijab-wearing
models)

💬 What She Says:
“I care about more than just glowing skin — I care about
glowing ethics.”
📱 Platform Use:

Follows dermatologists and scientists on Instagram
Engages heavily on TikTok for educational reels
Comments and shares posts that promote transparency

01 Persona 2: The Self-Care Seeker

Name: Layla

Age: 24

Location: London, UK

Occupation: Freelance writer

Values: Mental health, self-love, emotional well-
being

Profile:
Layla uses skincare as part of her self-care routine. She’s
been through acne, eczema, or other skin issues and
appreciates brands that normalize real skin. She’s drawn to
campaigns that celebrate imperfection and authenticity.

🧠 Motivations:
Looking for emotional support and validation
Wants to feel seen and accepted by brands
Prioritizes brands that talk openly about mental health

💬 What She Says:
“My skin isn’t perfect — and neither am I. That’s okay.”
📱 Platform Use:

Loves Instagram stories and Reels
Follows influencers who share personal struggles
Responds well to vulnerability and storytelling

02 Persona 3: The Ethical Consumer

Name: Omar

Age: 31

Location: Toronto, Canada

Occupation: Graphic designer

Values: Sustainability, animal welfare, corporate
responsibility

Profile:
Omar prefers to support brands that are cruelty-free, eco-
friendly, and socially responsible. He avoids fast beauty and
is skeptical of influencer-driven marketing unless it aligns
with his values.

🧠 Motivations:
Wants to reduce environmental impact
Supports ethical labor and production practices
Avoids greenwashing and superficial activism

💬 What He Says:
“I don’t just buy skincare — I invest in values.”
📱 Platform Use:

Follows sustainability blogs and watchdog accounts
Engages in comment threads questioning brand ethics
Prefers long-form content that dives deep into impact

03
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Piller Description

Listen
Create multiple channels for customer feedback and show that every voice matters.

Acknowledge Respond publicly to concerns and admit past mistakes.

Act Implement tangible changes based on customer input and communicate them transparently.

Engage Build ongoing dialogue through interactive content, storytelling, and live engagement.



Platform: Web + Instagram
Stories
Purpose: Collect honest
feedback on what went wrong
and how GlowSkin can improve.
Output: Results published
weekly on social media and blog.
Incentive: Entry into a giveaway
or early access to new products.

#WeHearYou Survey

Key Campaign
Components

Format: Short-form video
(Instagram/TikTok), long-form livestream
(YouTube/Instagram Live)

CEO Video Apology &
Monthly Q&A Series

Behind-the-Scenes
Transparency Series

Customer Advisory
Board (CAB)

Content

Initial apology video (see previous
response).
Monthly “Open Letter” videos
responding to top concerns.
Live Q&A sessions where CEO answers
real-time questions.

Name: Inside GlowSkin

Content
Showcasing ingredient sourcing, lab
testing, packaging sustainability efforts.
Featuring employees across
departments sharing their role in making
GlowSkin better.

Format: Mini-documentary-style reels,
stories, and YouTube shorts

Description: A rotating group of 10–15
customers representing diverse skin
types, ages, ethnicities, and
experiences.

Role
Review product formulations,
campaign ideas, influencer
partnerships.
Provide feedback on company
decisions.

Visibility: CAB members featured in
stories, blogs, and campaign
updates.



Hashtag: #MyGlowStory
Goal: Encourage followers to
share their skincare journeys —
good and bad.
Feature: Selected stories
highlighted on main feed,
website, and email newsletters

User-Generated Story
Collection

Key Campaign
Components

URL: www.glowskin.com/wehearyou

“What We’re
Changing” Microsite

TikTok Takeover Initiative Community-Led
Scholarship Program

Features
Timeline of changes made as a
result of customer feedback.
Progress reports on internal
audits, policy changes, and
future plans.
Interactive dashboard showing
sentiment shifts and KPIs.

Concept: Let Gen Z creators
take over the brand’s TikTok for
a day to show authentic use of
products and personal routines.
Purpose: Rebuild relevance and
relatability with younger
audiences.

Initiative: Launch a scholarship
fund for underrepresented voices
in beauty journalism,
dermatology, and mental health
advocacy.
Promotion: Feature winners in
campaigns and collaborate with
them on educational content.

http://www.glowskin.com/wehearyou
http://www.glowskin.com/wehearyou
http://www.glowskin.com/wehearyou


Week Activities
Week 1

Week 2

Week 3

Week 4

Week 5

Week 6

Week 7

Week 8

Week 9

Week 10

Week 11

Week 12

Launch CEO apology video + short apology post + story series

Launch #WeHearYou survey + begin behind-the-scenes content

Introduce Customer Advisory Board + announce TikTok takeover initiative

Share first survey results + publish Behind-the-Scenes episode

Launch “Inside GlowSkin” mini-series + begin #MyGlowStory collection

First CEO Q&A Livestream + microsite launch

Publish influencer vetting policy update + feature CAB member spotlight

Launch scholarship program announcement

Mid-campaign recap video + sentiment report

Influencer partnership reveal with new code of conduct

Final survey results + roadmap for next steps

Wrap-up video + thank-you message to community

Campaign Timeline &
Rollout Plan



Visual Identity

Soft neutrals (beige, lavender,
soft green) to reflect calm,
healing, and authenticity.
Accents of warm gold and deep
blue to symbolize trust and
transformation.

Real people, real moments —
no filters or heavy editing.
Warm lighting, natural
textures, minimal branding.

Primary: #WeHearYou
Secondary: #MyGlowStory,
#RealSkinTalks,
#TransparencyInAction

Color Palette: Imagery Style: Hashtags:



Channel Content Type Frequency
Instagram Stories, carousels, reels, posts

TikTok

YouTube

Website

Email

Press

Reels, takeovers, behind-the-scenes

Long-form videos, CEO Q&As

Microsite, blog updates, survey

Monthly newsletter with updates, surveys, and stories

Official statements, press releases

Daily

3x/week

Weekly

Ongoing

Monthly

As needed

Channels &
Distribution Strategy



Category Description Estimated cost (QAR)
Content Creation Video production, photography, reels, behind-the-scenes footage 75,000

Campaign Budget
Breakdown (in QAR)

Influencer & Creator
Partnerships

TikTok takeovers, micro-influencers, CAB ambassadors 90,000

Campaign Microsite
& Tech Tools Website development, CRM integration, survey tools 60,000

Paid Media &
Advertising Instagram, TikTok, YouTube ads to amplify reach 120,000

Customer Advisory
Board (CAB) Stipends for members, logistics, engagement incentives 30,000
Community
Initiatives Scholarship fund, event sponsorships, UGC rewards 45,000
PR &
Communications Press releases, media outreach, crisis comms support 20,000

Contingency Fund For unexpected costs or opportunities 20,000

Total Estimated
Budget Video production, photography, reels, behind-the-scenes footage QAR 460,000



Measurement &
Success Metrics

Social media sentiment shift
(positive vs negative mentions)
Survey participation rate
Video views and watch time
Hashtag usage (#MyGlowStory)

Sales rebound trend (vs pre-
crisis baseline)
Repeat purchase rate
Email list growth

Net Promoter Score (NPS)
Trust Index (via third-party
surveys)
Share of voice in premium
skincare category

Volume and nature of DMs and
comments
Quality of UGC submissions
Participation in CAB and live events

Engagement Metrics: Business Impact: Brand Health Indicators: Qualitative Feedback:



02
Focus on Educators & Advocates:

Prioritize partnerships with dermatologists, estheticians, and body-positive
activists.
Feature influencers with chronic skin conditions (e.g., eczema, rosacea) to build
credibility.

01
Vetting Protocol Overhaul:

Background checks on past content, comments, and controversies.
Require influencers to sign a code of conduct aligned with GlowSkin’s
values.

Long-Term Ambassador Program:

03 Shift from one-off campaigns to multi-month ambassadorships to build deeper
relationships.
Ambassadors receive equity in the form of discounts or commissions tied to
positive brand sentiment.

Influencer Training Modules:
04 Mandatory training on brand values, misinformation identification, and

inclusive language.

What to Avoid:

No more partnerships with influencers who promote
unrealistic beauty ideals or unverified health claims.

Influencer Re-Alignment
Tactics

What to Do Instead:

Micro-Influencer Focus:
05 Leverage trusted, niche creators with high engagement and authentic

connections to their audiences.



Sentiment analysis on social media (positive vs.
neutral/negative mentions)
Net Promoter Score (NPS) pre- and post-campaign
Website traffic spikes during campaign launches
Engagement rate on apology/campaign posts
Click-through rates on transparency microsite

Brand loyalty index (BLI)
Customer lifetime value (CLTV)
Share of voice in premium skincare category
Employee advocacy and retention (internal culture
indicator)
ESG (Environmental, Social, Governance) score
improvement

Short-Term Metrics (0–3 months): Long-Term Metrics (6+ months):

Repeat purchase rate
Subscriber growth (email and SMS)
Average order value (AOV)
Customer satisfaction scores (CSAT)
Influencer partnership retention and performance

Mid-Term Metrics (3–6 months):

KPIs to Measure
Trust Recovery

Conclusion: A Roadmap for Authentic Recovery

GlowSkin Essentials has the opportunity to turn this crisis into a defining moment of transformation. By embracing humility, transparency, and meaningful
action, the brand can rebuild its reputation not just as a skincare company, but as a leader in ethical beauty and consumer empowerment.

The key is consistency: every message, action, and partnership must reflect a renewed commitment to truth, inclusion, and accountability. With time,
patience, and a customer-first mindset, GlowSkin can emerge stronger, more trusted, and more resilient than ever before.


