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Abstract 

In today’s hyperconnected communication landscape, public sentiment is no longer a passive reflection of 

public affairs, but it is a catalytic force that mobilises collective outrage, shapes reputational narratives, and 

drives the escalation of social media firestorms. This study explores how public sentiment dynamics 

contribute to the mobilisation of these firestorms, particularly those targeting CEO influencers in Malaysia. 

Despite growing scholarship on digital crises, limited research addresses how emotional intensity, platform 

visibility, and social conformity converge to amplify reputational threats. This qualitative study adopts an 

interpretive paradigm, utilizing Interpretive Phenomenological Analysis (IPA) to conduct in-depth 

interviews with 15 netizens and 5 CEO influencers. Data is analysed using NVivo 15. Findings reveal two 

superordinate themes: Public Sentiment and Digital Amplification, each comprising subordinate dynamics 

such as online outrage, algorithmic visibility, networked participation, media virality, and the agenda-

setting role of key opinion leaders. Firestorms are not simply eruptions of spontaneous criticism; they are 

mobilised through emotionally resonant content, strategic digital behaviour, and the performative logics of 

platform engagement. From a public relations perspective, this study underscores the urgent need for real-

time sentiment monitoring, narrative agility, and ethical responsiveness in navigating the volatile dynamics 

of digital publics. In an era where reputational outcomes are shaped not only by facts but by visibility, 

emotion, and credibility, this research advances a deeper understanding of how firestorms evolve and what 

it takes to survive them. 

Keywords: public sentiment, social media firestorms, CEO influencers, public relations, digital activism, 

online reputation management 

1.0. Introduction 

The rise of social media has radically reconfigured how public sentiment is formed, expressed, and 

mobilised. Once designed for social connection, platforms such as Facebook, Instagram, and Twitter now 

function as potent arenas for digital discourse, emotional expression, and reputational scrutiny. In Malaysia, 

where social media penetration is among the highest in the region [1], these platforms serve as a vital 

infrastructure for public engagement. Hashtags, algorithmic curation, and real-time sharing afford netizens 

the ability to voice dissent, circulate critiques, and escalate issues to national prominence. The immediacy 

and virality of these interactions have transformed everyday users into active agents in shaping public 

narratives. 

mailto:wanhartini@uitm.edu.my


Journal of Media and Information Warfare                                                               Vol. 18(2), 91-108, October 2025 

 
 

 
e-ISSN 2821-3394 
© 2025 Centre for Media and Information Warfare Studies, Faculty of Communication and Media Studies, UiTM                   92 

 

While scholars have acknowledged social media’s role as a “barometer of public sentiment” [2], 

classic theories such as Lippmann’s [3] concept of pseudo-environments and Grunig and Hunt’s [4] models 

of strategic communication remain essential in understanding how perceptions are shaped and manipulated 

in mediated environments. Within this terrain, CEO influencers have emerged as new communicative 

archetype — business leaders who leverage personal social media visibility to humanise their organisations, 

promote brand narratives, and engage directly with audiences. Unlike conventional corporate executives 

who operate behind institutional boundaries, CEO influencers integrate their professional identity with 

influencer-style communication, using self-disclosure, authenticity, and personal branding to cultivate trust 

and emotional connection with stakeholders. Scholars increasingly describe CEO influencers as hybrid 

communicators who combine corporate leadership with personal branding strategies to strengthen 

organisational authenticity and stakeholder trust [5]. Their social presence humanises corporate messaging 

and fosters parasocial connections, yet it also blurs the boundary between personal and organisational 

identity, heightening vulnerability during online crises. 

This heightened visibility, however, makes CEO influencers uniquely exposed to reputational 

volatility. As the symbolic faces of their brands, their personal actions and online statements are closely 

monitored and interpreted by digital publics. The blurred boundary between the individual and the 

organisation means that a personal controversy can rapidly evolve into a corporate crisis. In Malaysia, 

figures such as Vivy Yusof, Dato’ Aliff Syukri, Dato’ Seri Vida, and Tony Fernandes exemplify this 

convergence of business leadership and influencer culture — where entrepreneurial success, celebrity 

appeal, and public scrutiny coexist. Their prominence invites admiration but also amplifies risk, as any 

perceived misstep can trigger large-scale criticism. 

One of the most powerful manifestations of such backlash is the social media firestorm — an 

intense wave of online condemnation directed at an individual or organisation, often initiated by a single 

controversial act or statement. Fuelled by emotional contagion, virality, and algorithmic reinforcement, 

firestorms escalate rapidly as users participate in sharing, commenting, and amplifying discontent. What 

distinguishes a firestorm from routine online criticism is its intensity, scale, and ability to influence public 

discourse and institutional responses [6]. Although the phenomenon has received growing attention in 

digital sociology and media studies, public relations scholarship has yet to adequately explain how 

emotional, technological, and social mechanisms interact to mobilise collective outrage. 

In order to bridge this gap, this study examines how public sentiment dynamics contribute to the 

mobilisation of social media firestorms involving CEO influencers in Malaysia. Adopting a qualitative, 

phenomenological design through Interpretative Phenomenological Analysis (IPA), the research 

investigates how netizens and CEO influencers interpret and respond to digital controversies. From a public 

relations perspective, it explores how CEO influencers manage reputational threats and engage digital 

publics amidst volatile online conditions. The study aims to uncover how emotion, visibility, and social 

conformity transform digital interactions into coordinated expressions of outrage, positioning social media 

firestorms as socially constructed events shaped by both individual sentiment and the communicative 

affordances of digital platforms. 
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2.0 Literature Review 

 

2.1 Drivers of Netizens’ Participation in Social Media Firestorms 

Emotional, psychological, and moral factors primarily drive the mobilisation of public sentiment 

during social media firestorms. Previous research identifies various motivations for participation, including 

altruistic concern, the need to seek justice, expressions of frustration, and retaliatory intent [7]. Emotions 

such as anger, indignation, and moral outrage have been shown to catalyse online engagement by providing 

individuals with a sense of purpose and social belonging [8]. Likewise, emotional contagion and cognitive 

dissonance influence how netizens collectively respond to perceived violations of social norms. However, 

participation in firestorms is rarely a purely emotional act; it is also reinforced by social mechanisms such 

as validation, recognition, and the desire for solidarity. Studies have shown that individuals are more likely 

to engage when they anticipate support or affirmation from like-minded communities [9]. This phenomenon 

reflects how collective emotion legitimises individual action, transforming personal grievances into 

networked activism. Moreover, ideological and identity-based motivations further strengthen participation, 

as individuals align their online expression with broader movements or moral causes [10]. Collectively, 

these studies reveal that netizen mobilisation arises from a confluence of emotional resonance, moral 

reasoning, and communal affirmation. Yet, much of this scholarship remains situated in Western contexts, 

with limited insight into how cultural values shape the interpretation of moral transgressions or social justice 

issues in Southeast Asia. In Malaysia, where cultural and religious sensitivities influence online discourse, 

understanding the lived meanings behind participation requires a qualitative, interpretive lens — one 

capable of unpacking the interplay between emotion, morality, and public expression. 

 

2.2 Platform Features and the Amplification of Outrage 

While emotion motivates participation, the structure of social media platforms determines how outrage 

spreads. The minimal editorial control and participatory architecture of social media enable users to circulate 

content rapidly and collectively [11]. Algorithms prioritise engagement and visibility, amplifying 

emotionally charged posts that resonate within echo chambers [12]. As a result, firestorms are not merely 

spontaneous acts of collective anger but outcomes of platform logics that reward virality and controversy.  

Hashtags and trending tools, for instance, act as digital rallying points that allow users to coalesce around 

shared sentiments [13]. Research in the Malaysian context highlights how hashtags serve both expressive 

and organisational functions — signalling moral positions, mobilising communities, and amplifying calls for 

accountability [14], [15]. Micro- and nano-influencers, with their trusted followings, further intensify this 

process by personalising outrage and driving it into mainstream visibility. However, existing literature often 

examines amplification as a technical or algorithmic process, overlooking its affective and relational 

dimensions. Outrage does not spread solely because of algorithms; it proliferates because it taps into shared 

feelings of injustice, validation, and belonging. Few studies explore how platform design interacts with 

cultural discourse and emotional contagion, particularly in Malaysia’s hybrid digital environment, where 

religion, identity, and commerce intersect. This gap underscores the need for qualitative exploration into how 

netizens and influencers themselves interpret and navigate such digital architectures during firestorms.  

2.3 Consumer Empowerment and Brand Opposition in the Digital Space 

Digital technologies have shifted the balance of power between brands and consumers, enabling 
individuals to shape perceptions, co-create experiences, and mobilise collective action [16], [17]. This 

process of consumer empowerment enhances agency and participation but also facilitates oppositional 
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behaviours such as anti-brand activism and brand hate [18], [19]. While empowerment fosters engagement 

through social media marketing and brand communities, it equally enables consumers to voice discontent 

and challenge brands in public arenas [20], [21]. Research shows that empowerment mediates online 
engagement outcomes: it strengthens loyalty when paired with positive brand experiences [22] but fuels 

negative reactions when moral or value misalignments occur. In these contexts, anti-brand communities 

emerge as relational spaces of shared dissatisfaction, where consumers exchange narratives of moral 
critique and resistance. Such opposition often reflects the same emotional intensity as brand love and, if 

mishandled, can escalate into digital firestorms. From a strategic perspective, empowerment represents a 

double-edged sword. Brands that encourage meaningful participation, transparent communication, and 

integrated omni-channel experiences can convert empowerment into sustained engagement [23]. 
Conversely, neglecting empowered publics amplifies reputational risks, as online communities can rapidly 

mobilise around perceived wrongdoing. In summary, consumer empowerment reshapes the dynamics of 

brand relationships by heightening both advocacy and opposition. Effective management requires 
acknowledging empowerment as a relational force — one that demands ethical responsiveness, dialogue, 

and agility to navigate the volatile expectations of digital publics. 

3.0 Methodology  

In order to bridge the gap in research, this study addresses the limited understanding of how public 

sentiment operates within non-Western digital cultures. Past research has centred around Western contexts, 

often focusing on large-scale quantitative analyses of social media crises and influencer scandals [24], [25], 

[26]. Such studies have largely measured audience reactions through numerical metrics or computational 

models, overlooking the interpretive and experiential dimensions that shape how individuals engage with 

online outrage. Quantitative methods, while helpful in mapping trends, often overlook the nuanced 

psychological, emotional, and cultural dimensions that drive participation and perception in these events. 

This study adopts a qualitative, phenomenological approach using Interpretative Phenomenological 

Analysis (IPA) to investigate how public sentiment dynamics contribute to the mobilisation of social media 

firestorms in Malaysia. Therefore, qualitative design was chosen to address a critical gap in existing 

literature, where research on social media firestorms and influencer crises remains largely quantitative, 

descriptive, and dominated by Western contexts.  

Qualitative inquiry allows for a deeper exploration of lived experiences and the contextual meanings 

participants attach to social phenomena [27]. This study is grounded in an interpretivist paradigm, 

recognising that public sentiment and online behaviour are socially constructed and best understood through 

the perspectives of those directly involved [28]. Such an approach acknowledges that netizens’ engagement 

in firestorms is not random, but shaped by moral reasoning, collective emotions, and social validation 

processes embedded in Malaysia’s digital culture. Furthermore, Malaysia’s communication environment is 

characterised by collectivist values, moral sensitivity, and hybrid online activism which are elements that 

are difficult to capture through numerical data alone. A qualitative approach allows these socio-cultural 

influences to emerge organically through participants’ narratives [29]. As social media firestorms involving 

CEO influencers remain an emergent and underexplored phenomenon locally, this design provides the 

flexibility to uncover new conceptual patterns rather than test predetermined hypotheses. 

IPA was selected because it enables an in-depth understanding of how individuals make sense of 

their personal experiences and the meanings they construct from them. It reflects the “double hermeneutic” 

process — where participants make sense of their experiences, and the researcher interprets that sense-

making within broader social and cultural contexts [30]. This analytical depth makes IPA particularly suited 
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for exploring how digital publics and CEO influencers navigate reputational crises and emotional 

turbulence in the online sphere [31]. Data were collected through semi-structured, in-depth interviews with 

two participant groups: (i) netizens aged 20–35 who have previously engaged in controversies involving 

CEO influencers, and (ii) CEO influencers who have personally experienced the impact of social media 

firestorms. Participants were selected through purposive sampling, focusing on the Klang Valley due to its 

high internet penetration, digital engagement, and business concentration. Sampling continued until 

thematic saturation was reached, with redundancy observed by the ninth interview [32]. In total, 20 

informants participated: 15 netizens and 5 CEO influencers. 

This dual-perspective approach strengthened data triangulation and ensured a more balanced 

understanding of how reputational crises unfold and are perceived. Interview data were transcribed and 

analysed in NVivo 15 following iterative coding and reflexive memoing. To maintain analytical rigour, 

peer debriefing, audit trails, and verbatim excerpts were employed for transparency and traceability. 

Ultimately, the qualitative design allowed this study to illuminate the emotional, relational, and cultural 

mechanisms underlying public sentiment mobilisation, offering insights that extend beyond numerical 

representation to the meanings people ascribe to digital outrage, visibility, and influence in the Malaysian 

context. 

 

4.0 Findings and Discussion 

This study employed Interpretative Phenomenological Analysis (IPA) to explore how netizens and 

CEO influencers in Malaysia make sense of their experiences during social media firestorms. This method 

was chosen to uncover how participants interpret, negotiate, and emotionally respond to the complex 

realities of digital outrage and reputational crises. By conducting in-depth interviews, the study delved into 

the subjective, relational, and emotional dimensions of participants’ experiences as they navigated 

reputational turbulence online. The IPA approach was particularly suited for this inquiry, as it enabled a 

detailed examination of how meanings are constructed and reinterpreted within the fluid and often volatile 

context of social media. It also allowed the researcher to capture the dual perspective of both ordinary 

netizens and public figures, revealing how individual sense-making processes contribute to collective 

expressions of public sentiment [33]. 

Social media has redefined the landscape of public sentiment, transforming audiences from passive 

observers into active co-creators of discourse. Users no longer merely consume information but collectively 

construct and amplify dominant narratives that shape online opinion [34]. When these narratives gain 

traction, fuelled by emotional triggers and repetition, they contribute to the formation of online outrage and 

wider public sentiment [35]. Netizens often engage in digital controversies to seek validation, recognition, 

or moral alignment, especially when they anticipate support from their online communities [36]. For CEO 

influencers, this environment presents both opportunity and risk. Their online visibility makes them highly 

susceptible to scrutiny, where any perceived misstep may spiral into a reputational crisis [36]. Firestorms 

often tap into deeper emotional currents within society, enabling users to express outrage as a form of 

collective action or symbolic protest [37].  

The findings of this study revealed two superordinate themes, each comprising subordinate dynamics 

representing the perspectives of both netizens and CEO influencers. As illustrated in Figure 1, public 

sentiment and digital amplification function as two interrelated forces that converge to mobilise collective 

outrage. This mobilisation serves as the catalyst for social media firestorms, driven by emotional intensity, 

visibility, and social conformity. These intertwined dynamics hold significant implications for public 
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relations practice, particularly in managing reputational risks and fostering ethical responsiveness within 

Malaysia’s volatile digital culture (Figure 1). 

 

 
Figure 1. Visual representation of how public sentiment and digital amplification converge to mobilise 

public sentiment, fuelling social media firestorms 

 

 

4.1 Public Sentiment 

Public sentiment on social media is often driven by emotionally charged reactions that quickly escalate 

into collective mobilisation. Emotions such as anger, moral indignation, and frustration act as powerful 

triggers, compelling netizens to participate in firestorms by voicing dissent and amplifying controversy 

[38]. These reactions are further intensified by the digital architecture of social media, which rewards 

emotional engagement through likes, shares, and algorithmic visibility. This study reveals that netizens 

often join firestorms not only due to emotional conviction but also to gain social validation and visibility. 

Influence is now measured less by follower count and more by engagement, a reflection of emotional 

connection and perceived relevance [37]. For CEO influencers, this public sentiment becomes a double-

edged sword: while it can elevate their reach, it also exposes them to heightened scrutiny, emotional strain, 

and reputational risk. 

i) Online Outrage 

Online outrage in social media firestorms rarely emerges as a spontaneous emotional reaction. Instead, 

it builds through a structured and predictable pattern driven by emotionally provocative content, algorithmic 

amplification, and collective moral judgment. Informants in this study described how controversies often 

begin with a single triggering event, be it a controversial video or an insensitive remark, and then gain 
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momentum as content circulates and reactions escalate. Outrage deepens through visibility and repetition, 

pulling even neutral observers into emotionally charged discourse. Netizens consistently described their 

attraction to emotionally intense content. As one put it: 

I think it is human nature to be more attracted to negative and emotionally charged issues 

circulating on social media. I find myself resonating more with the heated, intense topics rather 

than the calm, positive ones. I enjoy reading through both sides of the argument, mainly because 

there is usually a lot of drama involved. (Netizen 14) 

This emotional draw is reinforced by platform design. High-engagement posts are surfaced more 

frequently, making it difficult for users to remain disengaged [37]. Repeated exposure often leads to 

emotional fatigue, irritation, or even action, as described by another participant: 

I remember when that music video was released by Aliff Syukri. It was insensitive and 

frankly, stupid. Sometimes I wonder why he is still able to do business despite his 

continuous cycle of controversy. I guess there are still people who prefer that type of 

content. (Netizen 1) 

CEO influencers perceive firestorms not as spontaneous backlash, but as emotionally driven and 

often targeted attacks. These findings highlight how outrage, once ignited, serves as both a personal 

response and a public mobilisation force, transforming sentiment into a sustained reputational threat. 

ii) Visibility in Digital Spaces 

The mobilisation of social media firestorms is shaped not only by emotional reaction but also by the 

pursuit of visibility. In the context of online public sentiment, visibility operates as both a motivator and a 

mechanism for participation. Informants in this study repeatedly noted that netizens are drawn to digital 

controversies not just to express outrage, but to be seen, heard, and validated. Social media platforms reward 

emotionally provocative content with algorithmic amplification, encouraging users to curate their 

engagement around visibility-maximising behaviours [39]. 

Several participants described how netizens often assess the visibility potential of an issue before 

engaging. For many, joining a firestorm becomes a way to increase their digital presence and align with 

dominant narratives. This was exemplified by Netizen 2, who described how visibility acts as a form of 

strategic participation: 

We are living in a society where going viral means you will get all the attention. Some people add 

to a controversy to get noticed. Like, if they’re the ones sharing a story or perspective that could 

go viral, they know it’ll grab people’s attention. So, they’ll post stuff they’re sure will boost their 

visibility and engagement. (Netizen 2) 

Beyond strategic self-promotion, visibility also enables expression in ways that offline spaces may 

restrict. As Netizen 5 explained, social media provides a unique avenue for commentary that would 

otherwise be constrained by social or cultural expectations: 
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I think these netizens are motivated to express their opinions because it's the only place for them to 

do so freely. Unlike their communities, social media allows them to share thoughts without direct 

confrontation. Some aim to express their views, while others might seek attention. (Netizen 5) 

These excerpts illustrate that visibility is not merely a consequence of engagement; it is often the 

objective itself. Netizens leverage firestorms as moments of high public attention to position themselves 

within trending conversations. For CEO influencers, this creates a precarious environment where 

heightened visibility may quickly turn into reputational exposure. In this dynamic ecosystem, visibility acts 

as the condition that enables firestorms to escalate, transforming isolated sentiments into collective 

mobilisation through the logic of public attention. 

iii) Joining the Bandwagon 

Social media firestorms are not only ignited by strong opinions, they are sustained by collective 

momentum. A recurring insight from participants was that netizens often wait, observe, and assess before 

joining a controversy. This process reflects the bandwagon effect, where individuals align with dominant 

public sentiment based on its visibility and social traction, rather than personal conviction [40]. For many, 

participation is shaped by the desire for inclusion, relevance, or validation. Netizen 8 illustrated how 

engagement is often staged and strategic, emerging only after an issue reaches a threshold of attention: 

When a trending topic arises, I try to be quick to catch it. I wait 3 to 4 days for it to spread, then 

pay attention when others start discussing it. Then I start to invest time in understanding the issue 

so I can talk to them about it. (Netizen 8) 

This calculated involvement reflects how collective discourse influences opinion formation [41]. 

Public silence is often interpreted as dissent or complicity, pressuring users into contributing. CEO 1 

revealed how even past acquaintances used their controversy for self-promotion: 

I always avoided controversies, once my name has been involved in one, I get comments from my 

classmate in university who started commenting things like “I used to be her classmate. She was 

always so full of herself. If anyone wants the full story, message me.” This really hits me hard when 

people ride on my personal experiences for their own gain. (CEO 1) 

Such opportunism turns participation into performance. Whether driven by social belonging, 

strategic self-positioning, or fear of exclusion, bandwagon engagement reinforces dominant narratives and 

accelerates digital outrage. As public attention snowballs, users mobilise not always out of belief, but 

because joining becomes the social default. These dynamic transforms fleeting controversy into full-blown 

reputational crises. 

 

iv) Fragmentation of Opinion 

The dynamics of social media firestorms are often propelled not by unanimous outrage but by the 

fragmentation of public sentiment, where conflicting interpretations coexist and collide. This study found 

that firestorms gain momentum through users engaging with a wide spectrum of opinions, which not only 

prolongs discourse but enhances its reach and emotional resonance. Rather than seeking agreement, 

netizens often share content to spark dialogue, debate, or even dissent, turning controversy into a forum for 



Journal of Media and Information Warfare                                                               Vol. 18(2), 91-108, October 2025 

 
 

 
e-ISSN 2821-3394 
© 2025 Centre for Media and Information Warfare Studies, Faculty of Communication and Media Studies, UiTM                   99 

 

collective meaning-making [42]. This is evident in Netizen 1’s reflection, who uses Twitter to observe 

opinion diversity and test public responses: 

I use Twitter as my daily newspaper. So, I started retweeting or quoting and sharing it with my 

followers to see how they responded to the issue. And they will share more sources for me to do my 

‘research’. (Netizen 1) 

Such engagements reflect the public’s willingness to explore and contest dominant narratives, often 

influenced by emotional stimuli. Fragmentation does not deter participation, but instead, it draws users 

deeper into the discourse. Netizen 3 shared how their position on a controversy evolved through exposure 

to conflicting perspectives: 

I think the factor is that I want other people to know and hear my opinion as well. If they are my 

follower on my social account, so, I feel like they might want to hear a third opinion from me. 

Perhaps my opinion might be different than what others think. If someone shares a different 

perspective with me, I'm not afraid to rethink my own stance. Like, if a friend says, "Hey, Vivy isn't 

wrong," then I will look into other perspectives. (Netizen 3) 

These findings support [6], who argue that firestorms thrive when emotional conviction is met with 

discursive negotiation. Fragmented opinion sustains mobilisation by keeping the controversy alive 

emotionally, socially, and algorithmically. 

v) Public Discourse 

In digital spaces, public discourse has transformed into a participatory, emotionally driven phenomenon. 

Social media firestorms are no longer isolated expressions of dissatisfaction but manifestations of 

networked dialogue shaped by trending topics, strategic timing, and emotional resonance [43]. Informants 

in this study highlighted how firestorms become forums for public sentiment, where netizens deliberately 

engage with controversy to exchange views, clarify positions, and be part of the discourse. Netizen 1 

described using their platform not merely to voice an opinion, but to test reactions within their digital 

community: 

I expect to see how my close followers or friends will react to controversies. Sometimes, they agree 

with my opinion; sometimes, they also have their own opinions on this. So then, from there, we will 

have a discussion, not like, seriously, but to know why. And also, because most of them are 

educated. So, it does not mean that my opinion is true. Other’s opinions can also be true, but they 

are different ways of thinking. (Netizen 1)  

This behaviour aligns with the concept of networked publics, where digital users move from passive 

consumers to active curators of discourse [44]. For many, firestorms offer opportunities for information-

sharing, identity expression, and community bonding. Netizen 10 echoed this, reflecting a more analytical 

approach: 

Usually i will like just read it when it like go through my timeline. If it's interesting I would search 

for more information because I want to know what's going on from the CEO’s side. So, you know, 

people will quote tweet and then I would go through the CEO's social media and see everything. I 
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would analyze it and get perspectives from both sides. My friends will share these issues, and if I 

find other articles related to it, I will share those with them. (Netizen 10) 

Such engagement illustrates how public discourse becomes a mobilising force, shaped by emotional 

connection, performative credibility, and the desire to contribute meaningfully. These deliberations 

strengthen the participatory nature of public sentiment, where even contentious topics become vehicles for 

visibility, learning, and social influence [45]. 

4.2 Digital Amplification 

Public sentiment gains traction not only through expression but through amplification, a dynamic 

where engagement fuels visibility, extending the lifespan and reach of controversial content. Technology 

amplifies certain voices while marginalising others. In the case of social media firestorms, digital 

infrastructure allows user behaviours such as likes, quote tweets, and reposts to convert individual outrage 

into widespread discourse [46]. This study finds that netizens act as key actors in amplification, often 

unintentionally fuelling controversy by interacting with emotionally charged or trending content. Netizen 

3 explained their process of engagement, noting how retweets and article shares shaped the trajectory of 

online debate: 

So, I participate in discussions on controversial topics by sharing, retweeting, or liking the post, 

as it is usually passed down my timeline or heard from a friend and read in a news article. (Netizen 

3) 

Similarly, Netizen 1 described the ripple effect that occurs when a controversial post begins to gain 

traction online. Their observation illustrates how content originating on one platform can quickly transcend 

its original boundaries, spreading to Twitter, TikTok, and beyond. This cross-platform diffusion reflects 

the interconnectedness of social media ecosystems, where algorithms and user behaviours work in tandem 

to amplify narratives across multiple channels. As content migrates from one platform to another, it picks 

up new audiences, interpretations, and layers of commentary, increasing both its visibility and perceived 

significance. In Netizen 1’s experience, this cascading effect turns a single post into a widespread cultural 

moment, often saturating timelines and shaping conversations across various digital spaces: 

Usually, these issues will spill to different platforms. Like the post can start on Facebook, but then 

you see it trending on Twitter, and TikTok videos are made about it. It becomes everywhere all at 

once. (Netizen 1) 

These interactions support Zhang et al’s [45] assertion that social media's architecture facilitates 

rapid content dissemination, while Peck’s [46] emphasises how networked amplification by like-minded 

users reinforces dominant narratives. As public engagement grows, so too does visibility, transforming 

isolated comments into viral controversies that shape public sentiment and pressurise CEO influencers in 

real time. 

i) Cross-Platform Sharing 

Cross-platform sharing plays a crucial role in the mobilisation of social media firestorms by allowing 

content to move seamlessly between digital spaces, enabling netizens to broaden discourse and extend 

reach. Unlike traditional media’s top-down communication, today’s participatory platforms encourage 
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users to curate, comment on, and redistribute content, each according to the affordances of the platform. 

This strategic movement between platforms is a core mechanism of digital amplification, allowing 

controversies to transcend their point of origin and gain traction across diverse audience groups [47]. 

Participants in this study shared how different platforms serve specific communicative purposes. 

For example, Netizen 3 noted that while TikTok is ideal for opinion-based videos, Twitter remains a hub 

for real-time dialogue. Similarly, Netizen 8 highlighted that Facebook and Twitter best reflect Malaysian 

public sentiment due to their conversational nature. These distinctions not only influence what content gets 

shared but also shape how and where firestorms escalate. CEO influencers, too, leverage these platform-

specific strengths. CEO 2 explained how TikTok drives business engagement more effectively than 

Instagram, which now caters more to lifestyle expression. This strategic platform usage reflects broader 

shifts in consumer and audience behaviour [48]. For instance, Netizen 5 shared: 

Oh, I would mostly comment and probably share it on my IG story. When I come across an 

issue involving a CEO influencer, I usually start by commenting on the original post. I also 

often share the post or a related story on my Instagram story. (Netizen 5) 

The strategic use of platform tools, such as hashtags and post enhancements, was also highlighted 

by Netizen 15, who reflected on how Gen Z users leverage these features to maximise engagement and 

spread positive messaging across digital campaigns: 

Social media, especially for Gen Z, thrives on tools like hashtags and features like Instagram's 

"add to post" option to boost engagement and spread positivity. For campaigns, using 

relevant hashtags or adding clickable links to posts makes it easier to share information 

widely. It’s a powerful tool for good if used wisely, with features like these helping to amplify 

positive messages effectively. (Netizen 15) 

Such practices demonstrate how amplification is not random but informed by digital literacy and 

user intent. Through selective cross-platform sharing, firestorms are sustained, recontextualised, and 

ultimately magnified, reinforcing public narratives and intensifying reputational consequences. 

ii) Selective Sharing 

Selective sharing plays a critical role in the mobilisation of social media firestorms by allowing 

netizens to control which narratives gain traction and how those narratives align with their personal beliefs 

and social identities. Unlike impulsive reactions, selective sharing is reflective and strategic. Users 

intentionally choose content that resonates with their values, emotional state, or intended audience [49]. 

This act is often confined to trusted circles, where the risk of backlash is lower and discourse is more 

meaningful. For instance, Netizen 11 exemplifies the ethical dimension of selective sharing, expressing a 

deliberate approach focused on promoting thoughtful dialogue: 

When I join discussions about controversial topics, I hope people will take a moment to think 

about what’s being discussed. My goal is to encourage thoughtful consideration and 

meaningful conversations. I choose where to give my energy - if the issue isn’t beneficial to 

society or well-being, it doesn’t matter to me. (Netizen 11) 
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Similarly, Netizen 7 highlighted how different actions, such as likes, retweets, or quote tweets, are 

used selectively based on personal relevance or perceived value: 

“A 'like' is for something relatable to me, like food or cats. Retweets are similar; if something 

deserves a retweet, I’ll do it. But for quotes, I’ll add my thoughts only if I feel it’s necessary. 

If I don’t feel the need to say anything, I just read the comments and move on.” (Netizen 7) 

This behaviour contributes to public sentiment formation by amplifying specific perspectives while 

silencing others, subtly guiding the tone and direction of online discourse [50]. Importantly, social media 

algorithms reward such engagement, transforming individual actions into collective movements. In this 

way, selective sharing becomes a mechanism for agenda-setting and social signalling, ultimately shaping 

how controversies escalate and whose voices dominate the narrative. 

iii) Media Virality 

Media virality plays a pivotal role in the mobilisation of social media firestorms by transforming 

individual engagement into collective amplification. Once a controversial post is shared, it can quickly gain 

momentum through emotional resonance, triggering reactions that cascade across platforms. As CEO 2 

explained, virality often stems from deliberate framing: 

Sometimes, the titles or words we use in our posts can trigger people to comment. Catchy 

titles or content that provokes a reaction. When you have done business on social media for 

a long time, you will be able to see and predict how netizens will react (CEO 2). 

This aligns with public relations literature, where framing and audience priming are recognised as 

critical tools in shaping perception [51]. Yet not all virality is intentional. Netizen 7 illustrated how casual 

engagement, like quoting tweets for personal reflection, can still contribute to amplification: 

I would just quote those tweets and then share my personal thoughts and two cents on it, but 

it's not really read by a large public, just by my followers (Netizen 7). 

Such micro-engagements, though seemingly inconsequential, are sustained by algorithmic 

visibility, reinforcing the emotional salience of controversial content [52]. Netizen 13 further observed that 

negative content dominates online discourse: 

Usually, the viral issues are negative, as it's hard for positive news to go viral. Positive news 

doesn't go viral easily because Malaysians really like drama. Really, really” (Netizen 13) 

This aligns with Dafonte Gomez et al [53], who found that emotionally charged content is more 

likely to be shared. The repeated resurfacing of past controversies, as noted by Netizen 2, compounds 

reputational risks: 

Netizens tend to like open their eyes and bring back the past issues to connect with the current 

issue and then ultimately, the negative side will be amplified (Netizen 2) 
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Ultimately, media virality is not merely a technical feature of social media but a dynamic process 

that reflects how public sentiment is shaped, re-shaped, and weaponised over time. For CEO influencers, 

this reality demands not just real-time engagement, but long-term narrative management strategies attuned 

to the emotional rhythms of digital publics. 

iv) Key Opinion Leaders 

Key Opinion Leaders (KOLs) are instrumental in shaping and accelerating social media firestorms. 

As visible and trusted figures within digital communities, they amplify narratives, direct public attention, 

and legitimise emotional reactions. Their influence aligns with the Multi-Step Flow Theory, where 

information is filtered and reframed through key intermediaries before reaching wider audiences [54]. 

When KOLs voice opinions on controversies involving CEO influencers, they spark rapid engagement, 

transforming niche issues into national debates. Unlike mainstream media, KOLs build credibility through 

relatability and consistency, fostering perceived authenticity [55]. Netizen 1 observed: 

On Twitter, there's this category of opinion leaders we refer to as 'Twitter famous'. So, when 

they express their views on an issue, their thousands of followers see it too and form their 

own opinions. It's incredible how quickly a simple tweet can garner thousands of retweets in 

just a matter of minutes. (Netizen 1) 

This influence, however, invites scrutiny. As firestorms escalate, netizens become more discerning, 

aware that KOLs may engage strategically to sustain relevance or monetise engagement. Credibility now 

hinges on perceived sincerity. Netizen 13 reflected: 

I always look through their profiles first and sort of observe their online behaviour.  If we 

follow people that are not ethical, I think it's not really good for our credibility as well. 

(Netizen 13) 

KOLs no longer operate in a vacuum of unquestioned authority. While they continue to function 

as powerful agenda-setters, framing controversies and mobilising public sentiment, their influence is 

increasingly contingent on audience trust. As digital publics become more reflexive, netizens now critically 

evaluate not only the message but also the messenger. This shift suggests a growing sophistication in online 

public sentiment, where influence is less about reach and more about integrity. The mobilisation of 

firestorms, therefore, is not only driven by emotional contagion or visibility, but by the perceived 

authenticity and ideological alignment of those who shape the discourse. Public relations practitioners must 

account for this evolving dynamic, where reputational outcomes hinge not just on what is said, but on who 

says it, and whether the public believes it. 

5.0 Conclusion 

The findings of this study reaffirm that public sentiment in digital spaces is not just a by-product 

of online chatter but a potent force that catalyses, accelerates, and sustains social media firestorms. Online 

outrage, digital visibility, and networked participation function as interconnected mechanisms through 

which netizens not only express discontent but mobilise it into collective action. Far from fleeting emotions, 

these responses are structured and sustained, fostered by algorithmic incentives, platform design, and the 

affective economies of social media. Outrage, in particular, emerges not as a reflexive outburst but as a 

performative act rooted in moral judgment and social alignment. When amplified by repeated exposure and 



Journal of Media and Information Warfare                                                               Vol. 18(2), 91-108, October 2025 

 
 

 
e-ISSN 2821-3394 
© 2025 Centre for Media and Information Warfare Studies, Faculty of Communication and Media Studies, UiTM                   104 

 

platform affordances, it generates a contagious feedback loop where individual grievances become 

communal indignation. Visibility further intensifies this dynamic, transforming personal expression into a 

public spectacle. Participation, often driven by the desire for recognition or belonging, amplifies shared 

sentiment until it snowballs into a reputational crisis. What emerges is a digitally mediated public sentiment 

shaped not by deliberation but by emotion, immediacy, and virality. 

For public relations practitioners, these findings disrupt conventional models of crisis 

communication. In an environment where the public is emotionally volatile and digitally empowered, post-

crisis statements are no longer sufficient. CEO influencers must adopt a posture of constant attentiveness 

and curating visibility with care, engaging the public transparently, and anticipating firestorms before they 

erupt. Public relations must evolve from reactive defence to proactive mediation that is anchored in 

empathy, real-time responsiveness, and moral clarity. This shift in practice means moving beyond 

traditional crisis communication strategies that focus solely on damage control. Instead, PR must embrace 

a proactive role, guiding public sentiment through emotional intelligence, timely interventions, and 

maintaining a consistent moral stance, ensuring that both the brand and its audience feel heard and 

understood. 

The implications of this study extend across several critical domains, including crisis 

communication, strategic public relations, and the ethical governance of digital influence. In an era where 

reputational outcomes are increasingly shaped by algorithmically amplified public sentiment, this research 

underscores the urgent need for brands and CEO influencers to adopt a more anticipatory and emotionally 

intelligent approach to public engagement. Rather than relying on reactive, one-size-fits-all responses, 

public relations practitioners must recognise that social media firestorms are not isolated incidents but are 

embedded in broader dynamics of visibility, emotional contagion, and networked participation. This calls 

for a shift from performative messaging to sustained, authentic communication practices that centre 

transparency, honesty, and relational accountability. 

Future research should expand on these findings by examining the long-term effects of digital 

public sentiment on brand loyalty and consumer behaviour, particularly in different cultural contexts and 

industries. Additionally, further studies could explore the effectiveness of different engagement strategies 

during firestorms, specifically how proactive measures such as real-time communication and moral 

alignment influence public opinion. Lastly, future research could investigate the role of algorithmic design 

and social media platforms in shaping and amplifying public sentiment, offering deeper insights into how 

digital infrastructures contribute to the dynamics of outrage and collective action. Understanding these 

mechanisms will provide valuable guidance for public relations professionals aiming to navigate the 

complexities of the digital landscape and manage brand reputation in the age of social media. 

6.0 References 

[1] S. Kemp, ‘Digital 2024: Malaysia’, Data Reportal. [Online]. Available: 

https://datareportal.com/reports/digital-2024-malaysia 

[2] P. Pooi and Y. Leong, ‘Digital Media: An Emerging Barometer of Public Opinion in Malaysia’, 

2021. 

[3] W. Lippmann, Public opinion. in Public opinion. Oxford,  England: Harcourt, Brace, 1922. 

[4] J. E. Grunig and T. Hunt, Managing public relations. New York: Holt, Rinehart and Winston, 1984. 



Journal of Media and Information Warfare                                                               Vol. 18(2), 91-108, October 2025 

 
 

 
e-ISSN 2821-3394 
© 2025 Centre for Media and Information Warfare Studies, Faculty of Communication and Media Studies, UiTM                   105 

 

[5] S. Tian, S. Y. Cho, X. Jia, R. Sun, and W. S. Tsai, ‘Antecedents and outcomes of Generation Z 

consumers’ contrastive and assimilative upward comparisons with social media influencers’, J. 

Prod. Brand Manag., vol. 32, no. 7, pp. 1046–1062, Aug. 2023, doi: 10.1108/JPBM-02-2022-3879. 

[6] M. Gruber, C. Mayer, and S. A. Einwiller, ‘What drives people to participate in online firestorms?’, 

Online Inf. Rev., vol. 44, no. 3, pp. 563–581, Feb. 2020, doi: 10.1108/OIR-10-2018-0331. 

[7] S. M. C. Loureiro and E. M. Sarmento, ‘Exploring the Determinants of Instagram as a Social 
Network for Online Consumer-Brand Relationship’, J. Promot. Manag., vol. 25, no. 3, pp. 354–366, 

Apr. 2019, doi: 10.1080/10496491.2019.1557814. 

[8] F. De Keyzer, N. Dens, and P. De Pelsmacker, ‘The Impact of Relational Characteristics on 

Consumer Responses to Word of Mouth on Social Networking Sites’, 
https://doi.org/10.1080/10864415.2018.1564551, vol. 23, no. 2, pp. 212–243, Apr. 2019, doi: 

10.1080/10864415.2018.1564551. 

[9] T. Mandler, M. Johnen, and J.-F. Gräve, ‘Can’t help falling in love? How brand luxury generates 
positive consumer affect in social media’, J. Bus. Res., vol. 120, pp. 330–342, Nov. 2020, doi: 

10.1016/j.jbusres.2019.10.010. 

[10] N. A. K. Zamri, N. N. A. M. Nasir, M. N. Hassim, S. M. Ramli, and F. M. Amin, ‘Malaysian Onion 
Army and Othering: Radicalized Trolling Hunters on Twitter During Pandemic’, 2022. doi: 

10.2991/assehr.k.220101.024. 

[11] M. Fielitz and N. Thurston, ‘Post-Digital Cultures of the Far Right - Online Actions and Offline 

Consequences in Europe and the US’, 2019. 

[12] S. Merrill and M. Åkerlund, ‘Standing Up for Sweden? The Racist Discourses, Architectures and 

Affordances of an Anti-Immigration Facebook Group’, J. Comput.-Mediat. Commun., vol. 23, no. 

6, pp. 332–353, Nov. 2018, doi: 10.1093/jcmc/zmy018. 

[13] M. S. Waani and J. A. Wempi, ‘Cancel Culture as a New Social Movement’, Am. J. Humanit. Soc. 

Sci. Res. AJHSSR, vol. 5, no. 7, pp. 266–270, 2021. 

[14] N. Jalli, ‘The Effectiveness of Social Media in Assisting Opinion Leaders to Disseminate Political 

Ideologies in Developing Countries: The Case of Malaysia’, J. Komun. Malays. J. Commun., vol. 

32, no. 1, pp. 551–579, 2016, doi: 10.17576/jkmjc-2016-3201-26. 

[15] D. K. Sari, J. Ahmad, P. Hergianasari, P. C. Harnita, and N. A. Wibowo, ‘Quantitative Study of the 

Cyber-Nationalism Spreading on Twitter with Hashtag Indonesia and Malaysia using Social 

Network Analysis’, Media Watch, vol. 12, no. 1, Jan. 2021, doi: 10.15655/mw/2021/v12i1/205465. 

[16] S. Shahid and J. A. Qureshi, ‘Consumer Empowerment in the Digital Media Marketing Age: A 

Comparative Literature Review and Trends Across Selected Countries’, 3c Empresa Investig. 

Pensam. Crít., 2022, doi: 10.17993/3cemp.2022.110149.149-177. 

[17] M. Olivieri and L. Hu, ‘The Brand-Building Process of B2B High-Tech Startups in an Omni-Digital 

Environment’, J. Prod. Brand Manag., 2024, doi: 10.1108/jpbm-01-2024-4913. 

[18] L. Dessart, C. Veloutsou, and A. Morgan‐Thomas, ‘Brand Negativity: A Relational Perspective on 

Anti-Brand Community Participation’, Eur. J. Mark., 2020, doi: 10.1108/ejm-06-2018-0423. 



Journal of Media and Information Warfare                                                               Vol. 18(2), 91-108, October 2025 

 
 

 
e-ISSN 2821-3394 
© 2025 Centre for Media and Information Warfare Studies, Faculty of Communication and Media Studies, UiTM                   106 

 

[19] S. Moedeen et al., ‘Social Media Marketing In the digital Age: Empower consumers to Win Big?’, 

Asia Pac. J. Mark. Logist., 2023, doi: 10.1108/apjml-09-2022-0784. 

[20] A. Brandão and P. Popoli, ‘“I’m Hatin’ It”! Negative Consumer–brand Relationships in Online 

Anti-Brand Communities’, Eur. J. Mark., 2022, doi: 10.1108/ejm-03-2020-0214. 

[21] Ş. O. Çekirdekci, ‘Brand Crisis Communication and Consumer Brand Engagement on Social 

Media: The Case of Frontline Employee Generated Crisis’, Cankiri Karatekin Univ. Iktis. Ve Idari 

Bilim. Fak. Derg., 2023, doi: 10.18074/ckuiibfd.1342357. 

[22] R. B. Mostafa, ‘From Social Capital to Consumer Engagement: The Mediating Role of Consumer 

E-Empowerment’, J. Res. Interact. Mark., 2021, doi: 10.1108/jrim-09-2020-0197. 

[23] Y. Chen, ‘Analysis of Brand Crisis Public Relations: Take FuYao Glass Brand Crisis in 2014 as an 
Example’, Int. J. Soc. Sci. Public Adm., vol. 3, no. 1, pp. 345–348, May 2024, doi: 

10.62051/ijsspa.v3n1.49. 

[24] N. Hansen, A.-K. Kupfer, and T. Hennig-Thurau, ‘Brand crises in the digital age: The short- and 
long-term effects of social media firestorms on consumers and brands’, Int. J. Res. Mark., vol. 35, 

no. 4, pp. 557–574, Dec. 2018, doi: 10.1016/j.ijresmar.2018.08.001. 

[25] D. Herhausen, S. Ludwig, D. Grewal, J. Wulf, and M. Schoegel, ‘Detecting, preventing, and 
mitigating online firestorms in brand communities’, J. Mark., vol. 83, no. 3, pp. 1–21, 2019, doi: 

10.1177/0022242918822300. 

[26] E. Delgado-Ballester, I. López-López, and A. Bernal, ‘Online firestorms: an act of civic engagement 

or a narcissistic boost? The role of brand misconduct appraisals’, J. Prod. Brand Manag., vol. 32, 

no. 2, pp. 257–272, Jan. 2023, doi: 10.1108/JPBM-08-2021-3627. 

[27] S. B. Merriam and E. J. Tisdell, Qualitative Research: A Guide to Design and Implementation, 4th 

Edition. 2015. 

[28] M. F. Chowdhury, ‘Interpretivism in Aiding Our Understanding of the Contemporary Social 

World’, Open J. Philos., vol. 04, no. 03, pp. 432–438, 2014, doi: 10.4236/ojpp.2014.43047. 

[29] J. W. Creswell, Qualitative Inquiry and Research Design: Choosing Among Five Approaches. 

SAGE Publications, 2007. 

[30] A. Giddens, The Constitution of Society: Outline of the Theory of Structuration. in Outline of the 

Theory of Structuration. University of California Press, 1984. [Online]. Available: 

https://books.google.com.my/books?id=x2bf4g9Z6ZwC 

[31] J. A. Smith, P. Flowers, and M. Larkin, Interpretative phenomenological analysis: theory, method 

and research, 2nd edition. London: SAGE, 2022. 

[32] J. J. Francis et al., ‘What is an adequate sample size? Operationalising data saturation for theory-
based interview studies’, Psychol. Health, vol. 25, no. 10, pp. 1229–1245, Dec. 2010, doi: 

10.1080/08870440903194015. 



Journal of Media and Information Warfare                                                               Vol. 18(2), 91-108, October 2025 

 
 

 
e-ISSN 2821-3394 
© 2025 Centre for Media and Information Warfare Studies, Faculty of Communication and Media Studies, UiTM                   107 

 

[33] I. E. Nizza, J. Farr, and J. A. Smith, ‘Achieving excellence in interpretative phenomenological 

analysis (IPA): Four markers of high quality’, Qual. Res. Psychol., vol. 18, no. 3, pp. 369–386, Jul. 

2021, doi: 10.1080/14780887.2020.1854404. 

[34] T. B. S. Al-Kahlan and M. A. S. Khasawneh, ‘Motivations for Using Social Media Among 

University Students’, Kurd. Stud., vol. 12, no. 1, pp. 2183–2204, 2023, doi: 10.58262/ks.v12i1.153. 

[35] H. K. Kim, J. Ahn, L. Atkinson, and L. A. Kahlor, ‘Effects of COVID-19 Misinformation on 
Information Seeking, Avoidance, and Processing: A Multicountry Comparative Study’, Sci. 

Commun., vol. 42, no. 5, pp. 586–615, Oct. 2020, doi: 10.1177/1075547020959670. 

[36] R. Huaman-Ramirez and D. Merunka, ‘Celebrity CEOs’ credibility, image of their brands and 

consumer materialism’, J. Consum. Mark., vol. 38, no. 6, pp. 638–651, 2021, doi: 10.1108/JCM-08-

2020-4026. 

[37] C. Puryear, J. Vandello, and K. Gray, ‘Moral Panics on Social Media are Fueled by Signals of 

Virality’, Nov. 10, 2022, PsyArXiv. doi: 10.31234/osf.io/t9dre. 

[38] S.-Y. Kim, ‘Suk-Young Kim on K-pop’s Global Rise’, Asia Experts Forum. Accessed: Jun. 26, 

2020. [Online]. Available: http://asiaexpertsforum.org/suk-young-kim-k-pops-global-rise/ 

[39] M. A. AlAfnan, ‘Cultural and Behavioral Insights into European Social Media Users: Platform 
Preferences and Personality Types’, Stud. Media Commun., vol. 13, no. 1, p. 17, Nov. 2024, doi: 

10.11114/smc.v13i1.7306. 

[40] M. Barnfield, ‘Think Twice before Jumping on the Bandwagon: Clarifying Concepts in Research on 

the Bandwagon Effect’, Polit. Stud. Rev., vol. 18, no. 4, pp. 553–574, Nov. 2020, doi: 

10.1177/1478929919870691. 

[41] S. Elwadhi, ‘The Impact of Social Media on the Decision Making of Youth: A Survey-Based 

Analysis’, Innov. Res. Thoughts, vol. 10, no. 2, pp. 57–69, May 2024, doi: 10.36676/irt.v10.i2.08. 

[42] S. Matsuzaka, L. R. Avery, and A. G. Stanton, ‘Black Women’s Social Media Use Integration and 

Social Media Addiction’, Soc. Media Soc., vol. 9, no. 1, p. 20563051221148977, Jan. 2023, doi: 

10.1177/20563051221148977. 

[43] L. Dai, ‘Affective (counter)publics as a critical concept: rethinking affective publics from the 
history of Chinese Americans in the Exclusion Era’, Commun. Theory, vol. 35, no. 1, pp. 51–62, 

Feb. 2025, doi: 10.1093/ct/qtae024. 

[44] D. Wei, L.-S. Chan, N. Du, X. Hu, and Y.-T. Huang, ‘Gratification and its associations with 
problematic internet use: A systematic review and meta-analysis using Use and Gratification 

theory’, Addict. Behav., vol. 155, p. 108044, Aug. 2024, doi: 10.1016/j.addbeh.2024.108044. 

[45] Y. Zhang, F. Chen, and J. Lukito, ‘Network Amplification of Politicized Information and 
Misinformation about COVID-19 by Conservative Media and Partisan Influencers on Twitter’, 

Polit. Commun., vol. 40, no. 1, pp. 24–47, Jan. 2023, doi: 10.1080/10584609.2022.2113844. 

[46] A. Peck, ‘A Problem of Amplification: Folklore and Fake News in the Age of Social Media’, J. Am. 

Folk., vol. 133, no. 529, pp. 329–351, Jul. 2020, doi: 10.5406/jamerfolk.133.529.0329. 



Journal of Media and Information Warfare                                                               Vol. 18(2), 91-108, October 2025 

 
 

 
e-ISSN 2821-3394 
© 2025 Centre for Media and Information Warfare Studies, Faculty of Communication and Media Studies, UiTM                   108 

 

[47] V. Unnava and A. Aravindakshan, ‘How does consumer engagement evolve when brands post 

across multiple social media?’, J. Acad. Mark. Sci., vol. 49, no. 5, pp. 864–881, Sep. 2021, doi: 

10.1007/s11747-021-00785-z. 

[48] Y. Zhou, J. Chen, and B. Cheng, ‘Platform incentives, user engagement and knowledge 

collaboration performance in online knowledge community: a cross-cultural perspective’, J. Knowl. 

Manag., vol. 28, no. 10, pp. 2940–2975, Nov. 2024, doi: 10.1108/JKM-01-2023-0021. 

[49] C. Kozman, C. Y. K. So, S. K. Salim, M. Movahedian, J. El Amin, and J. Melki, ‘Social media 

behavior during uprisings: selective sharing and avoidance in the China (Hong Kong), Iran, Iraq, 

and Lebanon protests’, Online Media Glob. Commun., vol. 0, no. 0, Dec. 2022, doi: 10.1515/omgc-

2022-0053. 

[50] I. Freiling, N. M. Krause, D. A. Scheufele, and D. Brossard, ‘Believing and sharing misinformation, 

fact-checks, and accurate information on social media: The role of anxiety during COVID-19’, New 

Media Soc., vol. 25, no. 1, pp. 141–162, Jan. 2023, doi: 10.1177/14614448211011451. 

[51] R. N. P. Paath, Hayunaji, and Irwansyah, ‘Crisis Communication Mitigation in Social Media: 

KlikBCA Phishing Case on Instagram’, Int. J. Multidiscip. Res., vol. 6, no. 3, p. 21732, Jun. 2024, 

doi: 10.36948/ijfmr.2024.v06i03.21732. 

[52] S. Tsugawa and H. Ohsaki, ‘On the relation between message sentiment and its virality on social 

media’, Soc. Netw. Anal. Min., vol. 7, no. 1, p. 19, Dec. 2017, doi: 10.1007/s13278-017-0439-0. 

[53] A. Dafonte-Gómez, M.-I. Míguez-González, and J.-M. Corbacho-Valencia, ‘Viral Dissemination of 

Content in Advertising: Emotional Factors to Reach Consumers’, Commun. Soc., vol. 33, no. 1, pp. 

107–120, Jan. 2020, doi: 10.15581/003.33.1.107-120. 

[54] M. Serafino, G. Virginio Clemente, J. Flamino, B. K. Szymanski, O. Lizardo, and H. A. Makse, 

‘Analysis of flows in social media uncovers a new multi-step model of information spread’, J. Stat. 

Mech. Theory Exp., vol. 2024, no. 11, p. 113402, Nov. 2024, doi: 10.1088/1742-5468/ad8748. 

[55] R. Zniva, W. J. Weitzl, and C. Lindmoser, ‘Be constantly different! How to manage influencer 

authenticity’, Electron. Commer. Res., vol. 23, no. 3, pp. 1485–1514, Sep. 2023, doi: 

10.1007/s10660-022-09653-6. 

 

 


	In order to bridge this gap, this study examines how public sentiment dynamics contribute to the mobilisation of social media firestorms involving CEO influencers in Malaysia. Adopting a qualitative, phenomenological design through Interpretative Phen...
	2.0 Literature Review
	2.1 Drivers of Netizens’ Participation in Social Media Firestorms
	Emotional, psychological, and moral factors primarily drive the mobilisation of public sentiment during social media firestorms. Previous research identifies various motivations for participation, including altruistic concern, the need to seek justice...

	3.0 Methodology
	4.0 Findings and Discussion
	4.1 Public Sentiment
	4.2 Digital Amplification

	5.0 Conclusion
	6.0 References

