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CANCEL CU T

BRAND CANCEL CULTURE IN . reputation is fragile
KAZAKHSTAN

trust comes at a price



RESEARCH CONTEXT

THE NEW REALITY OF
REPUTATIONAL
CRISES

In Kazakhstan, reputational crises spread
rapidly through digital channels and
translate into real consumer behavior —
boycotts.

O O

There are no standardized crisis Decisions are often made
communication practices. with delays.
The influence of social media Consumer behavior is

and influencers is growing. reactive and emotional.

RESEARCH METHODOLOGY

(b AGED 16-60 ] ONLINE SURVEY

Target Audience “Z~ Research Method

@ N = 521 MAY 13-14, 2026

Sample Size Fieldwork Period

(1) Upto 15 min. (\3\ GENDER / AGE / REGION

\._/ Duration ‘; Quotas

RESEARCH OBJECTIVE

Develop an analytical framework for creating a practical
guide to managing reputational crises, based on actual
consumer behavior in Kazakhstan.
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SCALE OF
CANCEL
CULTURE

reputation is fragile

trust comes at a price



N=521

8%

Have heard of cases where people
started speaking negatively about a
brand, company, service, store, or
public figure and stopped using or

supporting them because of a scandal.

N=521

21%

Have personally participated
in a boycott or “cancellation”
of a brand.

AS PERCEIVED BY KAZAKHSTANIS N=521

7% 19% 12%

Fewer cancel Have not noticed

27%

Cancel culture cases have
become more frequent.

35%

Over the past year, the number of
Not sure.

cases has remained the same. culture cases. such cases.

SCALE OF
CANCEL CULTURE

To what extent are Kazakhstanis aware of cancel culture
in the country?

6%

Have heard of such cases

multiple times. How is the prevalence and evolution of this phenomenon

perceived, and to what extent do people personally
participate in boycotts of brands, companies, and public
figures?



TRUST VERIFICATION BASIS

Where do Kazakhstanis most often learn about
cases of brand boycotts and “cancellations”?

Which sources of information do they trust the
most?

What makes them trust negative information o
, about brands, and do they verify it before —
/ supporting a boycott?



AMONG THOSE WHO HAVE ENCOUNTERED CANCEL
CULTURE OR PUBLIC BOYCOTTS IN THE PAST YEAR

KEY SOURCES

Information about situations where people started
speaking negatively about a brand, company,
service, store, or public figure and stopped using or
supporting them because of a scandal.
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Friends, relatives, colleagues

[ ]

YouTube

-

Comments and reviews on marketplaces

i
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Threads
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¥

Comments and reviews on geolocation services (2GIS, etc.)

[

Online media

Telegram-channels

WhatsApp groups

TV

Facebook

L y

X (formerly Twitter)

L

The brand itself / official brand pages




QUALITY DISRESPECT

CRISIS
TRIGGERS

What can trigger a crisis and lead to a
brand boycott?

What can become a point of no return,
and what actions by a company can lead
consumers to completely reject the brand?

SCANDAL



CRISIS TRIGGERS

The product/service was found to be unsafe (e.g., poisoning or injuries),
with cases of widespread complaints, recalls, or product batch recalls.

The brand showed disrespect toward Kazakhstan, local culture,
language, or national or religious identity.

The brand’s quality declined significantly or failed to meet
the stated specifications.

Unfair treatment of customers / violation of consumer rights (e.g., failure to
honor a warranty, refusal to issue a refund, etc.).

The brand misled consumers in its advertising, promotional terms, or
pricing, or used hidden fees/subscriptions or imposed unwanted services.

The brand experienced a leak of its
customers’ personal data.

A brand employee mistreated animals or caused harm to
the environment.

The brand or its employees made discriminatory statements or
engaged in discriminatory behavior toward people.

The brand was involved in a corruption or financial scandal
or fraudulent activities.

The brand’s CEO or owner made an arrogant or disrespectful
public statement.

It became known that employees were subjected to poor
working conditions, unpaid wages, or exploitation.

A brand employee behaved rudely toward a customer.

The brand collaborates with a blogger or public
figure who is involved in a scandal.

Below are several different situations. Please indicate how likely you would be to stop buying a

brand because of each situation. Please use a scale from 1 to 5, where 1 means “l definitely
would not stop buying the brand” and 5 means “I definitely would stop buying the brand.”

UNSAFE PRODUCT /
MASS COMPLAINTS

DISRESPECT TOWARD

KAZAKHSTAN

DECLINE IN
QUALITY

UNFAIR TREATMENT

OF CUSTOMERS

MISLEADING
CONSUMERS

DATA
LEAK

ANIMAL
CRUELTY

DISCRIMINATION
AGAINST PEOPLE

FINANCIAL
SCANDAL

ARROGANT
STATEMENT

EMPLOYEE
EXPLOITATION

EMPLOYEE
RUDENESS

CONTROVERSIAL
BLOGGER

(Top2 4+5)
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N=521

78%

65%

71%

73%

67%

62%

57%

59%

54%

54%

47%

45%

30%



QUALITY DISRESPECT SCANDAL

. BRAND
RESPONSE

What actions by a brand can help reduce negative
sentiment, and which actions, on the contrary, can
worsen a boycott?

How important is the speed of response, and how
quickly should the brand respond?

Who should speak on behalf of the brand, and how
should they communicate?




10 FREDUCING
NEGATIVE
TOP SENTIMENT N=521

10 worseNING
TOP THE CRISIS N=521

32 0 /o Conduct an internal investigation and communicate the results 38 0 /0 Shift the blame onto consumers
30 0 /o Show what specific measures have been taken 36 0 /0 Deny the problem without evidence
29 0 /o Personally contact the affected customer 2 8 0 /o Threaten all critics with legal action
27 0 A) Provide a detailed explanation of the facts 2 8 0 /o Use an arrogant tone
22 o A‘) Quickly acknowledge that the situation is known and under investigation 27 0 /o Delete negative comments
21 0 /0 Issue a public apology 22 o) /0 Change the position several times
1 7 0 /0 Provide compensation to those affected 1 8 0 /o Remain silent for too long
1 60 /0 Eis:c?;:dzlljggzlg nto comments on the same platform where 1 7 0 /o Use generic responses
A 15 S ) L
1 30 /0 Engage an independent expert or moderator 1 50 /0 Delay the investigation
1 30 /o Suspend the responsible employee or contractor and report it 1 50 / Limit the response to a junior employee, without
) (0) management involvement



9 /O THE FIRST 24 HOURS
ARE CRITICAL!

[ (== =

25% 229,

WITHIN THE FIRST \ WITHIN THE

FEW HOURS

WORKING DAY

How quickly, in your opinion, should a brand make its first
public statement after a scandal breaks?
If a brand apologizes, what matters most to you?

22%

WITHIN 24 HOURS

RESPONSE SPEED

11% 15% 2% 4%

WITHIN ONLY AFTER A BETTER NOT TO NOT SURE
2-3 DAYS FULL REVIEW OF RESPOND
THE FACTS PUBLICLY AT ALL

APOLOGY FORMULA

N=521

Concrete actions, not just words O 58%
For the brand to show how it will 0
prevent this from happening again O - 32%
For the apology to be sincere C — D 25%
For the brand to explain the facts () ) 22%
For compensation to be provided O 17%
For a senior executive to R — 0
speak publicly Q < 12%
For those responsible to be O ) 8%
identified

For the apology to be issued O ) 8%
promptly



WHO SHOULD SPEAK A

The affected customer and the brand together O 23%

CEO / Owner / Top Executive O 19%

Depends on the situation O 16%

Official statement on behalf of the company O 13%

(without naming a specific person)

Independent expert / mediator O 12%

Marketing or PR Director @) 5%

Message from customer support O 4% \
SMM Manager responding in the comments O 2%

Optimal communication often requires not
just the CEO or PR, but a combination of:

BRAND + AFFECTED PARTY /
MEDIATOR + CONCRETE ACTIONS

If a company faces a serious crisis, whose public statement
in defense of the brand would you trust the most?
Please select one main option.



RECOMMENDATIO
NS FOR

BUSINESSES

Practical e
Recommendations



CRISIS MANAGEMENT PROTOCOL (CRISIS PLAYBOOK)

step 0

WAVE OF NEGATIVITY ON SOCIAL MEDIA

Immediately launch crisis monitoring. Assess
the scale, speed of escalation, platforms
where the issue is spreading, and media and
influencer engagement.

The main channels for spreading negative sentiment
are Instagram — 58% and TikTok — 45%.Friends

and acquaintances account for only 29%.

LESS THAN 24 HOURS HAVE PASSED
SINCE THE SCANDAL BEGAN

Within the first few hours, issue an initial
statement: “We are aware of the situation, are
investigating it, and will follow up with the

step 1

facts.”Do not make judgments or assign blame.

69% expect a response within the first few
hours or by the end of the working day.

;- Y
Publicly present the results of the
investigation.Remain as factual as possible. Step 3b
Do not use aggressive rhetoric. The brand is NOT AT FAULT
42% expect facts and evidence.

b A

- Y
The brand can defend itself — but only through evidence, step 4b
documents, investigations, and expert opinions.
67% believe that a brand has the right to defend itself against unfair FALSE ACCUSATIONS
accusations.

L vy

4 !
Keep legal action separate from public
communications. Do not use lawsuits as a tool to Step 5b
CIESENE 0 Cl Lyl . There is a desire to SUE or
Threatening critics worsens the situation for 28% of the THREATEN LEGAL ACTION

\ audience. J

NATURE OF THE CONFLICT AND RESPONSE STYLE

PRODUCT QUALITY OR SAFETY

Maximum response level.

Immediately recall the product, inspect
processes, provide compensation, and
issue a public response.

The most dangerous trigger identified in the
study:70% are ready to abandon the brand
permanently.

DISRESPECT TOWARD

KAZAKHSTAN, ITS LANGUAGE,
CULTURE, OR TRADITIONS

Acknowledge the sensitivity of the issue.

Engage local experts.

Demonstrate respect for the language
and the Kazakhstani context.

50% are ready to abandon the
brand.This is the second most

powerful boycott trigger.

MISLEADING CUSTOMERS
/ DATA LEAK

Explain the scale of the problem in as
much detail as possible and the
measures taken to protect customers.

47% of consumers are ready to
consider abandoning the brand.

step 2

IT IS UNCLEAR WHO IS TO BLAME OR
WHETHER THERE IS ANY FAULT

WHAT TO DO IF A BRAND
CANCELLATION BEGINS

Immediately set up a working group: PR + operations
team + legal + management representative. Launch an
internal investigation.

67% believe that a brand has the right to publicly
defend itself against false accusations.50% trust an

official investigation.

4 ™
Step 3a THE BRAND IS AT FAULT Do not argue. Acknowledge the problem. Explain the cause.
Show specific corrective actions (45%).
i v
~
IF THERE IS AN Contact them personally. Offer a solution to the problem. If
tep 4
s ep a AFFECTED possible, obtain confirmation that the conflict has been resolved.
CUSTOMER
29% consider personal contact with the customer essential.The
most trusted communication format is a joint statement by the
customer and the brand (23%).
. vy
' ) ™
t 5 PUBLIC Any statement should include 3 key elements:
s ep a STATEMENT 1) what happened; 2) what has already been done; 3)
what will be changed.
For 58%, concrete actions matter more than words.
o /
r SELECT THE If the crisis is major, the CEO or owner should speak publicly. ™
step 6a RIGHT If the crisis is local, delegate communication to PR, SMM, or
SPOKESPERSON customer support.
The most trusted spokespersons are: brand + customer (23%),
CEO (19%).An SMM manager is trusted by only 2%.
\ vy
4 DECISION ON Apologize only when accompanied by concrete actions.The N
Step 7a APOLOGIES formula for an effective apology: acknowledge the problem +
explain the cause + show how it will be resolved.
Apologies themselves are important to only 21%. Concrete actions
" matter to 58%. J
4 3
DECISION ON Do not rush.
Step 8a COMPENSATION Compensation is important to 17%, but guarantees of non-
recurrence are more important (27%). Therefore, do not
\ promise compensation until the facts have been verified. )
4 HANDLING NEGATIVE Do not delete negative comments. Respond with facts. N
Step ga COMMENTS Exceptions include insults, threats, and illegal content.
Deleting comments irritates 27% of the audience.
L. y
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