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Abstract 
Crisis management (CM) and business continuity (BC) strategies are vital in ensuring organizational performance and 
consumer confidence due to the global shocks like a pandemic and supply chain collapse. This paper discusses the effect of 
crisis communication transparency in consumer trust and purchasing intention in such disruptions, and the moderating 
effect of digital engagement in the association. The quantitative data were obtained through a sequential explanatory mixed-
methods design (MM). That is, a survey of 300 consumers was conducted, supplemented with a qualitative analysis of 15 
industry executives. The measurement model was validated via confirmatory factor analysis (CFA; excellent fit, Comparative 
Fit Index, CFI = 0.95; Root Mean Square Error of Approximation, RMSEA = 0.047), whereas structural equation modeling 
(SEM) showed that transparency has a positive effect on consumer trust (beta, 0.68, p < 0.001), which is very strongly related 
to purchase intention (beta, 0.74, p < 0.001). There was indeed strong moderation of the transparency trust relationship 
(interaction 0.27, p = 0.008) and this increased trust formation. The model has a variance of 65 percent in consumer trust 
and 69 percent in purchase intention. Transparent communication, leadership agility, and strategic digital engagement stood 
out in qualitative findings as a requisite to a good crisis response and business continuity. These findings highlight the 
importance of clear crisis communication, which is enabled by vigorous digital interaction, to generate consumer trust and 
maintain purchase interest, thus increasing organizational resilience in the case of global disturbances. 
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INTRODUCTION 
In the constantly fluctuating and ever-more complex 
global environment, organizations are often subjected to 
a variety of crises, varying in scale and nature, such as 
pandemics, natural disasters, cyber-attacks, or supply 
chain malfunctions. The occurrence of such unexpected 
occurrences is a massive threat to operational continuity 
not only in the organizational reputation but also to the 
consumer-trust of its consumers. As an example, the 
COVID-19 pandemic has revealed the weaknesses in the 
global supply chain systems and business models that 
demanded prompt and efficient crisis management 
methods to guarantee survival and resilience (Ivanov and 
Dolgui, 2020; Sheffi, 2020). The ways through which 
organizations can be able to ensure continuity of business 

even with trust of stakeholders facilitated by such 
disruption have thus become a matter of urgencies to 
both the researchers and practitioners. 
The controlled process through which organizations are 
intended to relieve or repair loss and restore calmness to 
the situation, after disruption, is traditionally known as 
crisis management (Bundy et al., 2017). Transparency in 
communication reveals the core of the effective crisis 
management that leads to the release of trust by 
consumers and all stakeholders and minimizes the 
uncertainty (Fearn-Banks and Kawamoto, 2024). Always 
research indicated that organizational openness, timely, 
and accuracy of communication in times of crisis may play 
an influential role in terms of the stakeholder-oriented 
perception, loyalty, and behavioral intentions (Singh and 
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Crisafulli, 2020; Zorn et al., 2019). In this regard, the 
transparency is not only an ideal theory but a practical 
requirement that lives in direct influence over 
organizational stability and regeneration (Thakur and 
Hale, 2022). 
Communicating situation in crisis contexts has brought 
challenges, as well as opportunities, due to the rapid 
digital transformation of the communication channels. 
Social media accounts, cellphone apps, and other online 
resources allow disseminating information in real-time 
and holding an interactive dialogue, which leads to a 
faster reaction and acquaintance with stakeholders (Zorn 
et al., 2019). Digital concentration has therefore played a 
central intermediary role in crisis communication 
planning making the disclosure more efficient in creating 
consumer confidence (Singh, 2025). Nevertheless, the 
digital environment also puts organizations at increased 
risks of misinformation circulation and reputation 
detriment, thus making the processes of crisis 
communication more complicated (Billore and 
Anisimova, 2021). This dichotomy highlights the 
necessity of profound research that will examine the 
relationship between digital engagement and the 
conventional communication strategies that will shape 
the consumer behaviour during a crisis. 
Crisis management is closely connected with business 
continuity planning, or the proactive actions included 
into the organizational strategies to ensure uninterrupted 
delivery of products and services despite occurrence of 
disruptive events (Moşteanu, 2020). The ability to adapt 
to environments facing external shocks should be agile, 
adaptive, and able to make strategic foresights (Williams 
et al., 2017). In fact, the empirical research on the 
COVID-19 pandemic has shown that with strong-based 
crisis communication and business continuity options, 
organizations established themselves in a better place to 
preserve the customer trust and loyalty, helping them to 
minimize financial losses (Rodrigues et al., 2021; Mokline 
and Ben Abdallah, 2021). Moreover, study points out the 
relevance of cross-functional coordination and leadership 
agility as contributing factors to successful 
implementation of continuity plans and managing within 
a complex institutional environment in times of crisis 
(AM Vermeulen et al., 2016; Johansson and Pihl, 2023). 
Despite the growing body of literature, there remain 
notable gaps in understanding the nuanced mechanisms 
through which crisis management and business 
continuity influence consumer trust and purchase 
intention during global disruptions. Most studies tend to 
examine these constructs in isolation or rely on 
qualitative case studies that limit generalizability (Bundy 
et al., 2017; Kuckertz et al., 2020). Moreover, although 
digital engagement is being acknowledged as a significant 
factor, very little empirical evidence provides the 
moderating nature of this relationship. These gaps need 
to be considered in order to elaborate practical guidelines 
that organizations can use to increase resiliency and 
maintain competitive advantage under uncertain 
circumstances. 

This research effort attempts to close these gaps through 
utilizing a mixed-methods research study to fully explore 
the relationship between the transparency in crisis 
communication and business continuity practices and 
their effects upon consumer trust and purchase intention 
with a subsequent emphasis being placed on the 
moderator potential of consumer digital connection. 
Based on a big, stratified sample of consumers impacted 
by the most recent crises in the world and in-depth 
interviews with industry executives, the study provides 
not only corresponding generalizable statistical 
conclusions but also localized qualitative perception. 
 
1.1 Objectives 
Specifically, this study pursues two primary objectives: 
1. To evaluate the direct effects of crisis communication 

transparency and consumer trust on purchase 
intention during global disruptions.  

2. To examine the moderating role of digital 
engagement in the relationship between crisis 
communication transparency and consumer trust. 
This objective explores whether and how consumer 
interactions on digital platforms amplify or attenuate 
the influence of organizational transparency on trust 
formation. 

 
Through the completion of the goals, the piece of 
research can be called a theoretical contribution to the 
study of the crisis management, communication, and 
digital engagement literature, and a practical answer to 
how an organization can develop resilience and customer 
loyalty in the course and after a crisis. The results will 
contribute to strategic model communication and policy 
on digital engagement that can be useful in various fields 
that are susceptible to global weaknesses. 
Overall, what the current crisis environment requires is 
the study into the things that keep consumer trust and 
that keep the business going in a rigorous manner. This 
paper will undertake this challenge by clarifying the 
relationship between transparency, trust, digital 
engagement, and purchase intention, and give the 
managers and policymakers feelers on how to address the 
upcoming crisis using evidence-based actions. 
 
METHODOLOGY 
2.1 Research Design 
The study used a sequential explanatory mixed-methods 
design that involved both a quantitative and qualitative 
approach to broadly understand the effects of crisis 
management and business continuity in safeguarding 
consumer trust and motivation to purchase in the event 
of international disruptions. The quantitative arm 
entailed a rigid consumer survey with the aim of retrieving 
data that could be used statistically and that could be 
made generalizable, whereas the qualitative phase was 
represented by the semi-structured interviews with 
industry executive members, to give the results context 
and plausibility. This design will result in strong 
triangulation and the improvement in the results 
credibility. 
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2.2 Sampling and Data Collection 
The quantitative survey was made with 300 consumers on 
a stratified random sampling process under a well-
recognized online panel provider. Stratification was, 
therefore, based on proportional representation on 4 
cohorts of age (18 to 29, 30 to 44, 45 to 59, and 60 and 
above), gender (51 percent female and 49 percent male), 
and income (low, medium, and high income) and all 
these cohorts were recruited in regions where they are 
significantly affected by the recent global crises, in 
particular, the COVID-19 pandemic. The inclination was 
made by invitation through the electronic system with 
reminders to the inclined in order to achieve a high 
completion rate that was 90% and above. It was done by 
having the participants report self-exposure to crisis 
conditions and situate themselves in their responses. 
The qualitative stage was conducted taking 15 
purposefully selected executives who have a minimum of 
ten years experience in marketing and crisis management 
across industries, such as healthcare, retail, and 
technology. The interviews, which were held online, took 
between 45 and 60minutes and discussed the 
organizational approaches to the crisis communication, 
leaders in the organization, best practices of the digital 
engagement and the business continuity issues. 
Participants gave their consent to the recording of all 
interviews and the verbatim transcription. 
 
2.3 Measurement Instruments 
Key constructs were measured with multi-item scales 
which were validated. The five items measuring the 
openness of information disseminaed, accuracy and 
promptness in an organization communicated during 
crisis captured crisis communication transparency. 
Consumer trust had six items that assessed reliability, 
integrity, and benevolence, and the items expressed high 
internal reliability (Cronbach alpha = 0.91). The 
intention that consumers had to make purchases was 
measured with four items that measured the probability 
of consumers sustaining or stepping up patronage during 
disruptions with reliability coefficient of 0.93. Digital 
engagement referred to the manner in which a consumer 
used digital platforms, including social media and mobile 
applications, that was measured using five items and 
provided an alpha of 0.88 to define frequency and quality 
of consumer interactions. The 7-point Likert scale that 
was employed in all of the responses had a strong disagree 
scale (1) and strong agree scale (7). In pilot testing, 30 
subjects were used to test the survey instrument on clarity, 
reliability, and validity, and the slight changes made 
before its implementation. 
The internal consistency of each scale was assessed using 
Cronbach’s alphas, calculated as: 

𝛼 =
𝑘

𝑘 − 1
(1 −

∑  𝑘
𝑖=1 𝜎𝑖

2

𝜎𝑇
2 ) 

where k is the number of items, σi
2 is the variance of each 

item and  σT
2 is variance of the total scale score.   

 
 

2.4 Data Analysis 
Screening of data was performed to examine missing 
values, normality, multicollinearity and outliers with 
minimal missing data of less than 2 percent which was 
handled using full information maximum likelihood 
estimation. The measurement model was approved using 
Confirmatory Factor Analysis (CFA) representing 
observed variables x as a function of latent variables η: 

𝐱 = Λ𝐱𝜂 + 𝛿 
where Λx denotes factor loadings and δ measurement 
errors. The CFA yielded excellent model fit indices (CFI 
= 0.95, RMSEA = 0.047), confirming construct validity 
and reliability. 
The hypothesized relationships were tested using 
Structural Equation Modeling (SEM), which models 
endogenous variables η as a function of exogenous 
variables ξ: 

𝜂 = 𝐁𝜂 + 𝚪𝜉 + 𝜁 
where B represents relationships among endogenous 
variables, Γ effects of exogenous variables, and ζ residual 
errors. The SEM tested direct effects of transparency on 
trust, and trust on purchase intention. 
To examine the moderating effect of digital engagement, 
an interaction term was included in the SEM: 

 Trust = 𝛽0 + 𝛽1 × ( Transparency )
+ 𝛽2 × ( Digital Engagement )
+ 𝛽3
× ( Transparency 
×  Digital Engagement ) + 𝜖 

where β3 indicates the moderation effect. Statistical 
significance of β3 confirms whether digital engagement 
changes the strength of transparency’s effect on trust. 
Harman single-factor test was used to measure common 
method bias which is a test that is used in determining 
whether there is a factor in the data that explains most 
variance. The findings showed no meaningful risk of the 
common method variance. They were analyzed using 
qualitative data analysis (Kappa = 0.87) via thematic 
coding in which two coders did not depend on each 
other, and theme saturation was obtained, implying the 
extensive representation of emerging themes concerning 
crisis communication and continuity strategies. The SPSS 
and AMOS packages were applied in the quantitative 
analysis such as the CFA and SEM, and NVivo software 
assisted with conducting the qualitative coding to make it 
systematic and rigorous to be able to interpret the data. 
 
2.5 Ethical Considerations 
Informed consent issued by all participants was 
completed because they were fully informed about the 
study objectives, methods, confidentiality, and their 
freedom to discontinue at any point in time without any 
penalty. The participants of quantitative surveys were 
provided with the comparatively low monetary incentives 
in terms of the panel provider standards, though the 
participants of the interviews with the administration and 
the executive officers participated in the study voluntarily 
without compensation. Data confidentiality was 
thoroughly observed by locking data on encrypted storage 
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with limited access so that all data protection regulation 
was adhered to. 
 
RESULTS 
3.1 Measurement Validation and Model Fit 
The confirmatory factor analysis (CFA) showed positive 
construct validity with all the loadings exceeding the 
acceptable level significantly. The fit of the measurement 

model was very good as the fit indices were solid. There 
was high internal consistency by all scales. Before the 
SEM, data screening indicated the absence of any major 
assumptions like the applicability of normality, 
multicollinearity, and influential outliers. The CFA 
results in terms of factor loadings, reliability coefficients 
as well as descriptive statistics of the key constructs are 
provided in Table 1. 

 
Table 1. Confirmatory Factor Analysis and Reliability Statistics of Key Constructs 

Construct Number of Items 
Factor Loadings 

Range 
Cronbach’s 

Alpha 
Mean 
(M) 

Standard 
Deviation (SD) 

Crisis Communication 
Transparency 

5 0.72 – 0.87 0.91 5.45 0.82 

Consumer Trust 6 0.74 – 0.87 0.92 5.32 0.90 
Purchase Intention 4 0.73 – 0.86 0.93 5.20 0.85 
Digital Engagement 5 0.71 – 0.84 0.88 4.98 0.95 

 
These results confirm the validity and reliability of the 
measurement model, ensuring that the constructs are 
appropriately captured for subsequent structural analysis. 
 
3.2 Structural Relationships and Moderation Analysis 
Structural equation modeling revealed that crisis 
communication transparency had a significant positive 
effect on consumer trust (β = 0.68, 95% CI [0.60, 0.75], 
p < 0.001). Consumer trust, in turn, significantly 
predicted purchase intention during disruptions (β = 

0.74, 95% CI [0.67, 0.80], p < 0.001). The model 
accounted for 65% of the variance in trust and 69% in 
purchase intention, demonstrating strong explanatory 
power (see Table 2). Moreover, digital engagement 
significantly moderated the transparency–trust 
relationship (interaction β = 0.27, 95% CI [0.08, 0.46], p 
= 0.008), amplifying the positive effect of transparency on 
trust. The detailed standardized path coefficients and 
explained variance for the endogenous variables are 
summarized in Table 2. 

 
Table 2. Structural Equation Modeling Path Coefficients and Explained Variance 

Path Standardized 
β 

95% Confidence 
Interval 

p-value 

Crisis Communication Transparency → Consumer Trust 0.68 [0.60, 0.75] <0.001 
Consumer Trust → Purchase Intention 0.74 [0.67, 0.80] <0.001 

Moderation Effect: Transparency × Digital Engagement → 
Trust 

0.27 [0.08, 0.46] 0.008 

Explained Variance (R²): Consumer Trust = 0.65; Purchase Intention = 0.69 
 
As demonstrated in Table 2, transparency leads to a high 
increase in consumer trust, which is a major predictor of 
purchase intent. Digital involvement increases the 
connection between transparency and trust. The model 
has a 65 percent explanation of variance of the trust and 
69 percent variance of the purchase intention. The 
inference that the findings represent highlights the 
significance of digital interaction in enhancing consumer 

trust during crisis as this facilitates sustaining the 
purchase intention and business viability. 
To demonstrate further how digital engagement actually 
affects the level of consumer trust, Figure 1 shows the 
mean levels of trust by different levels of digital 
engagement. The outstanding difference between the 
level of consumer trust and higher digital engagement in 
this visualization confirms the moderating effect 
previously seen in the structural model. 
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Figure 1. Average Consumer Trust Score by Digital Engagement Level 

 
This figure illustrates the undeniable fact that consumer 
trust increases with the digital engagement, which 
highlights the significance of digital channels in times of 
crises. The above is expanded on in Figure 2 which shows 

how digitally engaging consumers enhances the positive 
relationship impact of crisis communication transparency 
on consumer trust. 

 

 
Figure 2. Effects of Transparency on Trust by Digital Engagement Level 

 
This visualization highlights how digital engagement 
amplifies the impact of transparency on trust, reinforcing 
the quantitative moderation findings. The steeper slope 
for highly engaged consumers demonstrates the amplified 
impact of transparent communication on trust, 
reinforcing the quantitative moderation findings. 
 
3.3 Qualitative Insights and Data Triangulation 
Thematic analysis of 15 executive interviews identified 
transparent communication, leadership agility, and 
strategic digital engagement as critical drivers of effective 
crisis management. Executives emphasized the 

importance of timely, clear updates in sustaining 
consumer confidence and loyalty. Challenges reported 
included managing misinformation and adapting 
continuity plans dynamically. These qualitative insights 
align closely with the quantitative results, reinforcing the 
pivotal role of transparency and digital engagement in 
fostering consumer trust and supporting business 
continuity during global disruptions. 
 
DISCUSSION 
The purpose of the study is to determine how activities 
related to crisis management and business continuity 
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impact consumer confidence and buying intention in the 
event of a global disruption, specifically in regards to the 
moderating influence of the digital engagement. Based on 
the findings, it is apparent that sense of crisis 
communication transparency contributes greatly towards 
the increase of consumer trust and the latter positively 
influences the intention to purchase. Also, online 
encounters enhance the power of transparency over trust, 
highlighting the crucial importance of digital fora during 
the modern crisis management. 
The positive correlation between the level of crisis 
communication transparency and consumer trust 
supports the basic crisis management theories according 
to which the most significant aspects of crisis 
management in terms of ensuring the trust of 
stakeholders are their openness and the idea of full 
disclosure of information (Bundy et al., 2017; Fearn-
Banks and Kawamoto, 2024). Transparency minimises 
uncertainty and its opposite, misinformation, which is 
especially essential in the case of crises such as the 
COVID-19 pandemic that causes massive anxiety and 
misunderstanding. The level of consumer trust, with its 
significant impact in predicting the purchase intention, is 
an important mediator that explains the role of crisis 
communication on customer behavior as it substantiates 
the argument that trust is established to maintain 
business continuity even during turbulent times (Sheth, 
2020). The moderating feature of digital involvement 
indicates that the intensity and quality of interactions in 
the digital media can further boost the factors of 
transparency on trust. It confirms the existing studies 
stating that digital technologies and social media are 
considered integral to crisis communication and 
reputation management (Zorn et al., 2019; Singh, 2025). 
A digital interaction allows companies to respond quickly 
to consumer requests, share precise information and 
create interactive interaction, which enhances trust and 
loyalty in customers. The moderated model had a high 
proportion of variance explained in the concepts of trust 
and purchase intention implying that the two concepts 
are determinants of consumer resilience evident in 
behavior changes due to crises. 
These findings echo the previous findings about the 
essence of strategic watchfulness and open 
communication to provide a successful crisis response (Al-
Tanayeeb, 2020; Bundy et al., 2017). Just like Kuckertz et 
al. (2020), conducted an experiment that found that agile 
startups using digital channels were more resilient during 
COVID-19, our research highlights digital engagement is 
one of the key factors promoting organizational resilience 
and consumer retention. Furthermore, mediating power 
of trust in the context between communication efforts 
and purchase behaviors is also in line with the findings of 
Singh and Crisafulli (2020) as they found that the 
preservation of trust plays a critical role in the process of 
mitigating reputational cost in crisis-related situations. 
The moderation results represent an extension of the 
article by Zorn et al (2019), as it validates the role of digital 
engagement as an enhancer of the influence of 
transparency on trust and is an indication of the two-

sided design of the digital communication techniques. 
This is confirmed with research conducted by Rodrigues 
et al. (2021) that highlighted the transformative ability of 
digital platforms in crisis management in SMEs and 
supported the idea that digital resilience is a particular 
competence that allows handling disruptions of modern 
times (Singh, 2025). 
Although these are strong results, it is good to note that 
there are some limitations that should be considered. To 
begin with, the use of self-reported survey items in the 
research will carry an effect of common method and 
social desirability biases even though they were minimal 
according to the Harman test. In future, it is possible to 
study behavioral or transactional data to triangulate 
consumer self-reported intentions. Second, causal 
inferences regarding the changes in the relationship 
between transparency, trust and purchase intention were 
curtailed by the cross-sectional study design. Longitudinal 
studies would give us more detailed answers about how 
such relationships change at the various stages of a crisis 
(Al-Tanayeeb, 2020; Williams and Shepherd 2016). Also, 
the sample was large but not representative of the whole 
world because it covered only areas that were particularly 
under the COVID-19 impact or other industries that did 
not heavily depend on the online interaction process. 
This is restrictive of generealizability and emphasizes that 
research needs to occur in a diverse cultural and sectoral 
environment. Besides, the qualitative interviews were 
more insightful, but a bigger qualitative sample and multi-
stakeholder tools would enhance further the insights into 
the problematic areas and best practices in organizations 
(Johansson and Pihl, 2023; Yağ mur and Myrvang, 2023). 
Based on these results, it is suggested that future research 
needs to examine the longitudinal effect of crisis 
communication and digital interaction on consumer trust 
and behavior, when exposed to multiple instances of a 
crisis. Further optimisation of strategic recommendations 
should occur through exploring the importance of other 
moderating variables that are likely to include culture 
differences, the severity of the crisis, and consumer digital 
literacy. Besides, further development of qualitative 
research into the group of frontline workers, customers, 
and third-party stakeholders would provide the complete 
picture of how well the crisis was managed and what 
challenges are related to the business continuation 
(Testorelli et al., 2022; Udofia et al., 2021). With the 
increasing rate of digitalization during the crisis periods, 
future research should also verify the efficacy of such 
novel technologies as artificial intelligence and chatbots 
to improve real-time communication and trust-building. 
Last but not least, their efforts to improve digital 
interaction, especially in less digitally engaged consumers, 
may be assessed to increase organizational resilience and 
customer retention during a crisis (Singh, 2025; Mokline 
and Ben Abdallah, 2021). 
 
CONCLUSION 
This paper points out the importance of open crisis 
communication and online connection to build 
consumer confidence and maintain purchase intention in 
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the wake of disruptions around the world. The results 
prove that open communication can largely develop 
consumer trust, which is an influential mediator whose 
influence enhances purchase behaviors during a crisis. In 
addition, the online involvement creates more such 
impact as we have seen how the need to use the digital 
platform as interactive and responsive is critical in 
response to crisis management and continuity of 
businesses. Combining quantitative and qualitative data, 
this study serves as strong evidence that organizations 
operating in conditions of disruption should put 
openness and digital connection first in order to repel the 
challenges successfully. Such plans do not only retain 
consumer confidence but also enable a business to go on 
until the time when things become certain again. The 
study of these dynamics in the future needs to study it 
over time and in various contexts to better comprehend 
and perfect the practices of managing the crisis. 
Practitioners are invited to implement a strategy regarding 
the use of digital tools in a manner that will foster 
organizational resilience and customer loyalty in a world 
that has become more volatile. 
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