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Executive Summary 

Brand value is one of the crucial assets for a brand and it can be ruined because of the negative 

publicity. There are thousands of examples of negative publicity of a brand around the world. 

Some of them even had to shut down their business because of it and those who survived and 

continued, applied different marketing strategies to overcome the situation. Negative publicity is 

a common scenario for a business organization and therefore, they should know how previously 

different brands have tackled such situations so that they can learn from it. This is why, in this 

study, the case of Sultan’s Dine is analyzed, a Biryani restaurant in Dhaka, and found out what 

strategies they followed to deal with the negative publicity that happened on Facebook platform 

on 2 March, 2023. There will be also some recommendations for Sultan’s Dine from other research 

papers. In this study, qualitative research method has been used with systematic literature review. 

This study is fully based on secondary data.  The information is collected from reliable internet 

sources such as newspapers, news channels, published articles, etc. Hopefully, this study is going 

to be useful for future research as well as other business organizations dealing with negative 

publicity. 
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CHAPTER ONE: INTRODUCTION 

1.1 Background of The Study 

The idea of brand or brand management, in modern business culture, is presented as one of the 

requirements for success (Johansson, 2012). Branding is an effective tool for a business to connect 

with its prospective customers (Lehu, 2004). Additionally, it is an asset since it has an inherent 

worth and when applied to a good or service, a customer may see it as having a greater value than 

a similar good or service (Kapferer, 2008). This is why companies give a lot of effort to build up 

strategies so that it can be used as a long-term direction and scope of a business to create and 

maintain a competitive edge (Johnson, 2008). Thus, it is a lengthy process and takes several years 

to form a strong brand. Unfortunately, a brand’s equity is not eternal. Over time, a number of 

factors may impact consumers’ impressions of a brand and change their perspectives. One of the 

primary elements that might turn a positive attitude into a negative one is an incident that causes 

negative publicity which can be either performance related or value related, such as how businesses 

behave and run their operations, rather than from product failures (Pullig et al, 2006). If brand 

managers do not acknowledge and address the unfavorable issues, value-related negative publicity 

could have a major negative impact on the brand (Andrews and Kim, 2007).  Recently, such an 

incident happened in Dhaka with one of the leaders of Biryani business in Bangladesh, Sultan’s 

Dine. On 2 March 2023, someone posted a picture of a bone on Facebook after eating Kacchi 

Biryani from Sultan’s dine and the person claimed that the Kacchi Biryani was made with the meat 

of animals other than goat (The Business Standard, 2023). Because of the accessibility of the 

internet, any information, especially negative ones, travels fast and reaches a huge number of 

people and it enhances the impact of negative publicity (Chen 2001; Andrews and Kim, 2007). As 

a result, within a few days, the post went viral all over Bangladesh as it was about “Sultan’s Dine”. 

People started to make fun of them by saying the number of stray dogs and cats in their area has 

decreased. The number of customers and sales had dropped significantly because of this rumor. 

Fortunately, Sultan’s Dine revived and regained their customer’s trust with some strategies and 

promotional activities. 
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1.2 Research Question 

The research question of this study is “what strategies Sultan’s Dine have adopted to overcome 

negative publicity?”  

 

Research Objective 

Sultan’s Dine have successfully dealt with the negative publicity they faced within a short time. 

By looking into their specific actions, communication methods, reputation managements and how 

they regain their customers’ trust, this study aims to provide valuable insights into the restaurant's 

ability to navigate and recover from reputational challenges. The study will examine how these 

tactics affect the company's reputation, relationships with customers, and overall profitability in 

order to highlight the reputation management lessons that may be drawn from Sultan’s Dine's 

experiences.  

 The objective of this study is to find out what strategies Sultan’s Dine have adopted to 

overcome the negative publicity. 

 

 

1.3 Scope of the Study  

Although there are numerous brands that have faced negative publicity and have overcome the 

situation, this study will only focus on the case of Sultan’s Dine which is a Biryani restaurant 

situated in Bangladesh because the incident happened recently, created a hype and they 

successfully tackled the situation within a short time and this is why, it will be a great lesson for a 

business organization especially a restaurant business for overcoming negative publicity or WOM. 

To know what marketing strategies, they followed to overcome this situation, either talking 

directly with the managers of Sultan’s Dine were needed which falls into doing research with 

primary data or the other option is collecting information whatever is available on the internet and 

analyze their marketing activities which is in other words, using secondary data. The managers of 

Sultan's Dine’s have been approached for collecting primary data for this research. As the issue is 

sensitive, they did not want to share the confidential information. This is why, the second option 

was chosen which is studying based on secondary data. Therefore, this study relies on systemic 
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literature review or secondary data available on internet sources such as newspaper, news channels, 

social media, online reviews, Google, to examine Sultan’s Dine’s effective comeback from 

negative publicity. 
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CHAPTER TWO: LITERATURE REVIEW 

2.1 Marketing Strategy 

Strategy is used in a number of disciplines, including political science, economics, organizational 

sociology and cognitive psychology (Cheah and Garvin, 2004). Strategy is all regarding how an 

organization is going to accomplish its goal. Almost all organizations nowadays are confronted 

with different strategic plans and decisions. Managers can test activities and suggest methods 

against a well thought out strategy and ultimate business goal to maintain consistency, which is 

vital for ongoing success. Managers will continue to waste time and money worrying over 

decisions that might be taken in a matter of minutes if they had a clear understanding of what their 

company is attempting to achieve (Fifield, 1992).  

A business strategy that is not firmly grounded in the marketplace, to put it simply, will be 

meaningless. (Fifield, 1992). According to McDonald, one of the most important and challenging 

parts of the marketing process is creating marketing strategies. It outlines the strategies to be 

established, the weaknesses to be fixed and the process for doing so by conveying with all levels 

of management. With the use of marketing strategies, operational choices can be made that align 

the organization with the new market opportunities that have the best chances of success (Fifield, 

1992). 

Porter (1996) states that businesses need to be adaptable in order to react to changes in the market. 

To reach best practices, they need to benchmark often. Aggressively outsourcing tasks outside of 

their core competencies allows businesses to increase productivity while simultaneously 

cultivating their key competencies in the competition to outperform competitors. A business can 

surpass competitors only if it can create a distinction that it can defend. It needs to provide more 

value to clients, produce the same value at a lesser expense, or do both (Johansson, 2012). 

 

2.2 Brand Management  

Brand and branding have thrived for ages and are likely to continue to prosper for many years 

ahead, because of their core objective. Customers can minimize risk, make decisions more easily 

and achieve a more pleasant life because of brands. A strong brand improves consumers’ lives 
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somewhat and sometimes significantly (Loken, 2010). Therefore, it is essential that brand 

management be done strategically. According to Malmelin and Hakala (2009), the goal of brand 

management is to effectively convey the brand philosophy to all partners so that they are aware of 

the kinds of behaviors that align with the brand. This leads to improved collaboration and, 

eventually, improved outcomes. Keller (1999) adds that in order to effectively maintain their 

brand, firms must have a long-term perspective while making marketing decisions. From a long-

term perspective, brand management highlights that any changes made to a brand's corresponding 

marketing strategy could, by alterations in consumer awareness, impact prospect marketing 

success programs (Johansson, 2012). 

 

2.3 Negative Publicity 

According to Pullig et al. (2006), brand image refers to how the consumers view the brand overall. 

They may have a positive or negative opinion about the brand. While establishing a brand, the 

brand attitude could be defined, although there are elements that may influence how the customers 

perceive the brand and alter their perception as time goes on. Among the influential elements that 

could change an incident that turns a positive outlook into a negative one is that generates negative 

publicity (Pullig et al, 2006). Negative publicity is defined as unfavorable or critical information 

about a person, company or product that is spread through media channels. It can damage 

reputation and create a negative public perception, potentially impacting relationships and business 

success. 

 

2.3.1 Causes of Negative Publicity 

There are two primary sources of negative publicity: customer dissatisfaction and external media 

comment. There is also a third source of negative publicity, competitor activated negative word of 

mouth (WOM), which is especially noticeable when businesses are introducing new goods or 

services. The primary source of negative publicity is when customer dissatisfaction occurs, 

particularly when it derives from poor service delivery. Customer dissatisfaction with the 

company's products or services has the ability to propagate negative word-of-mouth throughout 
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clients' social media networks. Competitor sales forces may also pick up on this dissatisfaction and 

exploit it (William, 2014).   

According to Alkalbany (2015), there are three reasons for spreading negative publicity or rumor. 

Despair and fear: these news arise from people’s desperation and anxiety, such as fear of enemies, 

the spread of an illness or undefined terrorist attacks. Wishes and dreams: This kind stands for 

hopes and dreams that are realized through rumors that comfort both the listener and the 

transporter, leading both to believe them (Center et al, 2008). Hatred and envy: it attacks the life 

of peace and aims to create animosity division among the people. Moreover, it aims to create 

national, religious or sectarian conflict to undermine the nation’s sense of patriotism and ultimately 

the spirit of its citizens (Saflfery, 2005). Similar things happen among the brands also and it affects 

the trust of their customers. The fact that negative information has a greater influence on word-of-

mouth (WOM) than positive information (Eisingerich et al, 2011), adds to the effect of the internet. 

In other words, people are more motivated to spread unpleasant news to others. This fact decreases 

the time to address the negative publicity for the companies. 

 

2.3.2 Examples of Negative Publicity 

It takes years to build a strong brand and only one mistake can ruin its whole reputation especially 

when it breaks the customers’ trust. There are numerous brands that have faced brand crisis 

because of negative word of mouth. Whenever people hear the name Johnson & Johnson, the first 

thing that comes to mind is the most iconic product: Johnson & Johnson baby powder. But in 2017, 

it was found that this powder contains asbestos that causes mesothelioma, a deadly asbestos cancer, 

although the executives knew about it from early 1970s but decided to hide it from the people 

(Whitmer, 2023). Samsung Galaxy Note 7 burned a house of a South California family in 2016. 

The phone batteries overheated because they were too large for their case and eventually caused a 

fire (Roberson, 2016). In 2015, a rumor spread in India about Maggie noodles that it contains MSG 

(Monosodium Glutamate) and Lead which were more than the prescribed level and it is harmful 

for humans to consume (FDA tests Nestlé’s Maggi noodles after food scare prompts recall in India, 

2015). In 2018, H&M launched a new line of animal centric children’s sweatshirts. They modeled 

an African-American child wearing their sweatshirt that says “coolest monkey in the jungle” across 
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the chest whereas, with white models the same line was featuring “survival expert” or “junior tour 

guide” (Bartiromo, 2018). Unfortunately, "Monkey" has a past of being used as a racial insult 

directed at African Americans. Many believed that the picture demonstrated the company's view 

of the youngster as subhuman. In January 2016, several websites well-known for fake news, 

published that McDonald’s uses worms as filler in their burger to reduce cost and eventually their 

customers got infected with parasitic roundworms (Taylor, 2016). In June 2015, a Californian 

shared a picture of a chicken tender of KFC that looked like a rat on social media and claimed that 

KFC uses rat instead of chicken (KFC says DNA shows 'fried rat' was chicken, 2015). A well-

known Bangladeshi fashion brand “Aarong” did a scam with their customers in 2019. During 

Ramadan, when everyone was shopping for the upcoming Eid, they raised the price of the products 

double between only 5 days. This created a huge chaos among the customers and government 

authorities took necessary measures as a punishment (Sharmin, 2019). 

 

2.3.3 Effects of Negative Publicity  

Researchers and practitioners alike must comprehend how customers react to unfavorable brand 

information. The ease of access to unfavorable brand information on the internet in general and 

social media in particular has made this awareness more crucial (East et al., 2007). Consumers 

view new information more analytically because unfavorable publicity contradicts their 

preconceived notions about a business (Pham and Muthukrishnan, 2002). Moreover, customers' 

enhanced desire for whatever is unavailable seems to be the response to information being hidden 

(Worchel, 1992). According to other studies (Pullig et al. 2006; Eisingerich et al. 2011), 

unfavorable information about a brand can significantly influence consumers' views and, 

ultimately, influence their purchasing behavior. According to Pulllig et al. (2011), if unfavorable 

information causes people to have a bad attitude toward the brand, this could harm the brand's 

overall associations and cause financial losses for the company as a result of customers changing 

their purchasing habits. When the bad sentiment becomes unbearable, brand hate occurs (Miller, 

Mazis, and Wright, 1971; Anderson, 2003). Strong feelings of hate for a brand can take many 

forms, including boycotts, negative WOM, complaints, and even acts of revenge (Grégoire et al., 

2009). To be precise, a consumer does not have to use a brand in order to hate it, in fact, a 

consumer's experience with a brand might include anything from watching a video to hearing 
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unfavorable WOM (Zhang, 2017).  

Analytical customers are more inclined to blame the brand than the retailer for their bad consumer 

experience, which lowers their desire to make a purchase from the brand. Individuals who have 

trouble assigning responsibility are more likely to move to a different brand than those who are 

adamant about who is responsible (Mattila and Ro, 2008). Previous studies have also indicated 

that consumers' post-purchase assessments are significantly impacted by their attribution of 

unfavorable publicity related to products or services (Sparks and Callan, 1997). Customers were 

less inclined to repurchase a brand's goods if they thought the company should bear all the blame 

for the unpleasant experience (Folkeset al., 1987). People sometimes blame users more for 

negative WOM involving well-known brands such as blaming victims for exaggerating or 

dramatizing the damage. On the other hand, if the impacted brand is not well-known, people are 

more likely to hold the brand accountable (Laczniak et al., 2001). It appears that attitudes toward 

the parent brand are negatively impacted more strongly by the severity of negative publicity around 

a brand extension (Zhang and Taylor, 2009). Moreover, if a consumer has a strong sense of 

assurance about the brand attitude, that is, if they are brand loyal, then negative publicity might 

not have an impact on their views about the brand (Pullig et al., 2006). 

 

2.4 Strategies to Overcome Negative Publicity 

Negative publicity or negative WOM is uncontrollable, much like a natural disaster. Therefore, 

suppressing negative WOM is far more crucial than promoting positive WOM (Williams and 

Buttle, 2014) as it has the power to destroy a brand. Williams, M., and Buttle, F. (2014) suggests 

three major implications for the management of WOM: leadership, organizational readiness and 

Public Relation (PR) management. First, the leadership of the company must be aware of the 

potential effects of negative publicity on brand equity, customer acquisition, staff morale, 

organizational reputation, and management tenure. Functional managers should be tasked by 

business leaders with selecting relevant key performance indicators that monitor both negative 

WOM and the events that set it off, such as unsatisfied customers, poor service, recalled products, 

breaking voluntary or legal codes of conduct, benchmarking data publication, and impending 

negative press coverage. Additionally, the leadership needs to be ready to make investments in 
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people (PR), processes (crisis management, complaints management), and technologies that will 

allow the organization to track WOM and react accordingly. Senior management should also take 

the initiative to respond to critical remarks made in the media by collaborating closely with PR 

and according to proven PR techniques. The second managerial suggestion is that everyone in the 

organization should be aware of the possible harm that negative news media coverage can bring 

and be prepared to take appropriate action. The relationship between negative WOM and positive 

WOM can be emphasized in education and training. Positive WOM may arise from attempts to 

reduce negative WOM by satisfying the complainant completely (Ang and Buttle, 2006). Third 

managerial recommendation is that PR should take the lead when it comes to organizing and 

handling negative publicity, especially if the organization is the target of disparaging remarks or 

attitude in the media. After that, PR can communicate with sales, marketing, advertising, and 

customer support, among other company divisions.   

Four aspects of organizational responses to negative WOM were manipulated by Sparks et al. in 

order to examine managerial responses: source of response, voice of responder (a "human tone" 

produced better results than a "formal tone"), speed of response (faster was preferred), and action 

frame (whether an issue had already been corrected). This study emphasized that while companies 

have limited control on online reviews of their goods and services, they do have control over how 

those reviews are addressed. They so emphasized how crucial it is to know which components of 

a response work best to change customers' perceptions.  

Local Restaurants of Fayoum follow these strategies to tackle rumors about their business, they 

are following (Khalaf, Morsy and Hassan, 2019). 

 1. They go with the denial strategy. Removing any potential connections between a restaurant and 

the issue is the goal of denial strategy (Frandsen, 2011). This strategy works well when all the 

stakeholders concerned, including the media, accept that the restaurant bears no accountability for 

the incident (Kaplan, 2010). 

2. Launching an aggressive marketing or intensive campaign following the debunking of the 

rumor. 

3. Finding the causes, origins, and intents of rumor mongers.  
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4. Interacting with customers on social media via a restaurant's website, dispelling rumors and 

convincing them to stop lying. 

5. Developing a group to handle food rumors at restaurant.  

6. Discrediting the rumors by working with the appropriate authorities. 

7. Setting up a specific budget for the restaurant's crisis management will help it handle problems 

with accuracy.  

8. Simply ignoring the rumor and not responding to the mongers. 

 

2.5 Case of Sultan’s Dine 

A resident of Dhaka ordered Kacchi Biryani from Sultan’s Dine-Gulshan branch through Food 

Panda. After eating the food, he clicked a photo of the remaining bone and few days later, on 

March 2 2023, posted it on Facebook claiming that the bone is so thin that it cannot be a bone of 

a goat, indicating that it was a dog or cat’s bone and Sultan’s Dine was accused of allegation (The 

Business Standard, 2023). The government investigators went there and investigated the matter 

thoroughly but didn’t find anything wrong about meat, although they tried to contact the 

complainant several times and found out his cell phone was switched off and it seemed he had 

disappeared. Meanwhile, the restaurant’s sales dropped significantly. Within a few days, the post 

went viral all over Bangladesh because it was about one of the most famous Kacchi Biryani 

restaurants in Bangladesh. People start mocking and sharing memes about Sultan’s Dine that the 

stray animals in their area had decreased. People started to concern whether the food of Sultan’s 

Dine is Halal or not. And those who were defending the restaurant were simply labeled as “paid 

agents”. 
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CHAPTER THREE: METHODOLOGY 

3.1 Type of Study 

This study is qualitative in nature as it focuses on obtaining in-depth understandings, viewpoints 

and subjective experience from media representatives and internet sources. The objective of this 

study is to find out how Sultan’s Dine has overcome the negative publicity that happened on March 

2, 2023 or in other word, what marketing strategies they followed to regain their previous position 

in the Biryani market which is only possible to know through qualitative study as subjective 

experience, opinion or data in words and meanings are needed. On the other hand, due to some 

limitations of quantitative research, this method was not chosen. For example, quantitative 

research frequently ignores the complex background and qualitative elements surrounding the 

topic in favor of numerical statistics and statistical analysis. Conducting a more comprehensive 

investigation is frequently necessary to comprehend the underlying causes and contextual elements 

impacting perceptions. Quantitative techniques concentrate on predefined factors. They might 

overlook unanticipated or newly discovered elements that qualitative approaches are better suited 

to recognize and investigate. Therefore, qualitative research method was chosen as it enables a 

thorough understanding of the restaurant's recovery process beyond simple quantitative statistics 

by allowing the investigation of various opinions, motivations, and the subtle strategies used in 

lessening the impact of negative publicity. 

 

3.2 Data Collection 

The study relies on secondary data or sources of information that have previously been published 

or made publicly available, rather than conducting interviews or surveys. These resources contain 

previously published articles, news reports, media coverage, online reviews, YouTube videos and 

social media marketing activities from Sultan's Dine. Specific search terms or keywords were used 

on search engines like Google to identify relevant information related to Sultan's Dine and the 

negative publicity it faced. The keywords used were designed to uncover articles or discussions 

specifically addressing allegations against Sultan's Dine, the restaurant's marketing activities 

following the rumor or negative publicity, its relationship with food delivery platforms like 
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Foodpanda, and potentially other pertinent topics. Some of the keywords are like this- “Sultan’s 

Dine” AND “allegation”, “Sultan’s Dine” AND “Rumor”, “Sultan’s Dine” AND “marketing 

activities after the rumor”, “Sultan’s Dine” AND “Foodpanda”, etc. 

 

3.3 Data Analysis 

As it is mentioned before, information from the manager or employees of Sultan’s Dine could not 

be collected because of their reluctance to provide such information, this research had done fully 

based on secondary data available on the internet using systemic literature review. Some 

judgments were used to collect information related to the research objective and research question. 

Authentic sources were used where fake information is not available such as newspapers like The 

Business Standards, news channels like Somoy TV, RTV News, Sultan’s Dine own and authentic 

Facebook page. Information were also collected from unofficial sources like from YouTube 

vloggers (Rafsan The Chhotobhai, Baidik Chatterjee, Liliput Farhan) because these vloggers 

actually influenced a lot of people about Sultan’s Dine at that time as people admire and trust them. 

One vlogger (Dr. Foodie) even showed the whole process of how Sultan’s Dine makes their 

Biryani. While collecting information, only information that is relevant to the incident that 

happened with Sultan’s Dine on 2 March, 2023 were used. For example, while searching videos 

related to the allegation of Sultan’s Dine a lot of videos came such as food reviews of Sultan’s 

Dine before the incident or videos which did not seem authentic (using images and animation). 

Only videos which were published from authentic news channels or food vloggers who are famous 

and professional in making such videos and which were published within a month after the incident 

happened were taken. 
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CHAPTER FOUR: FINDINGS AND DISCUSSION 

Sultan’s Dine, one of the leading Biryani businesses in Bangladesh. In fact, some say it is the best 

Kacchi Biryani restaurant in Bangladesh. It is because they have their own unique recipe and they 

always give fresh and good amounts of food in their servings. This is why, despite being a bit 

pricey, people love to visit their restaurant. And for the same reason, their customers stood for 

them even after the rumor spread about their food quality. After visiting their Facebook page and 

YouTube videos related to this negative publicity, it is found that people actually trust Sultan’s 

Dine. In a Facebook post where they said, “Thanks for believing us”, apart from negative 

comments, there were plenty of comments that claimed Sultan’s Dine is best or people trust 

Sultan’s Dine. Some of the comments are “Sultan’s Dine always best”, “Best kacchi in bd. We’re 

always with you sultans dine. Just keep it up”, “গতকাল ওর্ডার কররছিলাম। টেস্ট ভারলা ছিল 

সবসমরের মত। I Believe in Sultan's dine. সবসমে ছিে ছিল, আরি, থাকরব।” (Yesterday, I had 

placed an order. The taste was good as always. I believe in Sultan's Dine. Has always been my 

favorite and will remain so). Some of them also demanded justice. “আস্থা ছিল আরি থাকরব। এখন 

যারা অছভরযাগ কররছিল তারের ছবরুরে মান হাছনর মামলা করর ক্ষছতপূরন োছব কররন।” (The 

belief remains, exists, will persist. Now, those who had complained, file cases against them for 

defamation and claim damages) (Sultan’s Dine, 2019). Still, they faced a difficult situation at this 

time. Their sales had dropped. People were making fun of them on social media. In fact, some 

people called them and said they have lost their dogs. Fortunately, because of their marketing 

activities, they regained their position within a month.  

1. They gave different sales promotions to encourage people to come and so that they can 

create an image that Sultan’s Dine cares for their customers. At the same time, it also allows 

them to communicate positive messages, upgrading quality or customer service or other 

strengths to counteract the negative publicity indirectly. For example, if customers order 

food through their app, they would give 20% off on all items. On catering, they gave 10% 

off. In Foodpanda, they gave a voucher which was worth 250 Taka. They also gave 26% 

off for 3 days as it was Independence Day in Bangladesh on March 26 (Sultan’s Dine, 

2019).  
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20% discount on all item on Sultan’s Dine’s app; Source: Facebook 

 

 

250 Taka discount on Foodpanda; Source: Facebook 

 

 

26% discount for Independence Day; Source: Facebook 
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2. They allowed different food vloggers even from outside Bangladesh, to visit their 

restaurant. In fact, they even allowed “Rafsan The Chhotabhai” to visit their kitchen. The 

restaurant reached a wider audience by utilizing the platform of a food vlogger, who may 

not have previously heard of the brand. This increased visibility has the ability to create 

new interest and draw in new customers who value the vlogger's advice and thoughts 

(Rafsan, 2023).  

 

3. They shared a video where they showed the full process of how they make the kacchi 

Biryani so that no doubt remains about their quality even though the video was shot and 

published by another YouTuber (Dr. foodie, 2023). In fact, the video showed the whole 

process from scratch, from where they buy the meat to the last step of making Biryani. 

They tried to show that they are confident enough to show how they actually make the food 

because of their quality.  

 

4. Ramadan started a few days after the rumor spread. In Ramadan, they gave free juice, dates 

and fruits to their customers. By doing so, they tried to demonstrate that they care about 

their customers and are prepared to address any problems that might have caused the 

negative publicity (Sultan’s Dine, 2023).  

 

Free juice, dates and fruits in Iftar time; Source: Facebook 
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5. They launched a new item “Haleem” in Ramadan expecting that it will create a new 

conversation about the restaurant and its unique service instead of focusing on the rumor 

(Sultan’s Dine, 2023).  

 

Introducing new item “Haleem” in Ramadan; Source: Facebook 

 

6. They kept posting randomly in their Facebook pages so that people would crave for eating 

Biryani in their restaurant. After all of these activities, eventually, they had the familiar 

environment in the restaurant. Their sales increased again and people stopped making fun 

of them. 

 

 

 

Figure 1: Marketing strategies applied by Sultan’s Dine 
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CHAPTER FIVE: RECOMMENDATION 

It is important to deal with negative publicity effectively and strategically because people react 

differently to different situations. Sultan’s Dine have successfully dealt with their negative 

publicity and it may happen again and the situation can be totally different than this case and 

effective handling of the situation can transform it from a negative one to a positive one and result 

in meaningful exchange with certain customers (Ollqvist, 2015). Therefore, as per Ollqvist (2015), 

there are some recommendations that Sultan’s Dine could implement this time or it can be 

implemented in future if needed. The recommendations are as follows. 

1. Negative information about a brand can stay for years in online platforms and may appear 

high in search. As a result, when people will search about that brand, this negative 

information will come first. Hence, Sultan’s Dine should do its best to hide the negative 

information by creating positive information, getting backlinks with reliable sites so that 

the positive information moves up in search results. They should create content regularly 

about their accomplishments, event listing, growth updates etc.  

2. They should give a lot of effort in SEO (Search Engine Optimization) so that they rank 

highly in relevant search. In this way, they can control the message as they are the one who 

created and maintains the online platforms.  

3. They should constantly monitor the social media platforms so that they can take action 

immediately or, being able to swiftly delete inappropriate conversations. Also, the problem 

should be addressed on the platform where the masses are gathered. The issue should be 

discussed and resolved on the forum where it first originated and where people are already 

conversing about it, rather than switching the channel of communication.  

4. New content appears so frequently that minor problems often fade in the sea of messages. 

They shouldn't take offense at everything and should be ready to receive criticism. The two 

simplest approaches to deal with negative publicity are to remove it or ignore it.  

5. It should be noted that not every reaction needs to be made public—some situations are 

better handled one-on-one. 

6. And last but not least, they must be honest. If they make a mistake, they should sincerely 

apologize. 
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CHAPTER SIX: CONCLUSION 

This study presented the ways Sultan’s Dine have successfully dealt with the negative publicity 

that occurred on 2 March 2023 on Facebook. Undoubtedly, dealing with negative publicity is one 

of the most difficult tasks for a brand as if it is not done correctly, it can ruin the brand’s reputation 

and may lead to shutting the business down. Therefore, the purpose of this study is to find out how 

Sultan’s Dine have overcome the negative publicity and continue their business as if nothing 

happened so that other brands and researchers can learn from this study how to deal with these 

situations as such situations are very common in the business industry. The method used in this 

study is a qualitative research method using convenience sampling. This study is fully based on 

the secondary data. The data is collected from internet sources like newspapers, news channels, 

social media platforms from 2 March to 2 April, 2023. After analyzing the findings, it can be 

concluded that the answer of the research question is that Sultan’s Dine went for a reactive 

approach to deal with the issue such as sales promotion, introducing new outlet and item, providing 

complementary items, etc. It can also be concluded that in order to potentially avoid negative 

publicity from happening in the first place, Sultan’s Dine or any other brands should make an effort 

to communicate in a way that is as broad, transparent, believable, and honest as they can.  

In future study, it could be studied with different approaches, for instance with qualitative or 

quantitative or mixed research method primary data so that it can be studied more deeply. With 

the same research objective, different brands in different industries and in different regions can be 

studied. Such study can also be done with the customer’s point of view of how they perceive the 

responses the brands provide in cases of negative publicity. 
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