ISSN 1563-0242 eISSN 2617-7978 Xabapuusl. XKypHanucruka cepusicel. Nel (67) 2023 https://bulletin-journalism.kaznu.kz

IRSTI 19.01.07 https://doi.org/10.26577/HJ.2023.v67.11.04

|

Sh. Shakenova* ' | A. Slamgazhy ' , A. Kaldybekova "=

Astana IT University, Kazakhstan, Astana
*e-mail: s.shakenova@astanait.edu.kz

CRISIS COMMUNICATION: THE CASE STUDY
OF KASPI BANK OF KAZAKHSTAN

This article provides a certain insight into the crisis communication of Kaspi bank undertaken during
a huge crisis situation in 2014.

In 2014, the three banks of Kazakhstan: “Kaspi Bank”, “Bank Center Credit” and “Alliance bank”
have simultaneously experienced a non-financial related crisis situation. This research study will ex-
amine crisis communication strategy of Kaspi Bank. Since, as compared to other banks, this bank has
enacted a very effective and active crisis communication effort. It is believed, the crisis communication
process undertaken by this bank has proved both effective and creative, which led the bank to overcome
the crisis within three days, since they immediately created a crisis communication strategy, which was
helpful in repairing their reputation and addressing the concerns of their stakeholders.

The study first presents some general background information about the crisis situation, that the
bank faced. Secondly, academic viewpoints and theories on crisis and crisis communication will be
discussed. Thirdly, in the methodology part the qualitative and quantitative methods of study will be
presented. Particularly, a crisis response strategies used by Kaspi bank during and after the crisis, the
lexical choice of organization in its message creation, and representation of important actors and events
in their crisis responses as based on the four crisis response materials that were explored via discourse
analysis. Fourthly, findings of the research represented as a main part of the study. Finally, the reaction of
stakeholders was investigated via comments on articles and news related to Kaspi Bank’s crisis situation.

The findings displayed that the blaming crisis response strategy of Image Repair Theory, differentia-
tion strategy of Apology Theory, denying crisis strategy of Situational Crisis Communication Theory on
crisis communication were appropriate for Kaspi Bank to manage their crisis. This study is important,
since there is limited research about crisis communication within bank sphere in Kazakhstan. That is why
this single case study can shed light on the analysis of crisis communication strategies used in such situ-
ations, the effectiveness of their approaches to overcome the crisis, and the influence of communication
on the public in the given context. In addition, this article is helpful for the researchers in communication
and PR, as well as to students in this area.
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Aaegapblic xaegaliblHgagbl KOMMYHUKaWusi: Ka3aKCTaHgbIK
Kaspi bank mbicaabi Hezizinge

Makanasa MOOGMAbAI  KYpbIAFbIAGPFA aKMapaTThl >Kannanh >Xibepy HaTMXeCiHAEe TyblHAAFaH
DAFAAPBICTbIK XKaFaan KesiHae Kacnmii 6aHKiHiH AaFAAQpbICTbIK, 6AMAAHbBICBIHBIH, MbICaAbl HEri3re aAbl-
HbIM, OCbl GaFbITTa 3ePTTeY XKYPri3iAreH.

2014 >xbiabl KaszakctaHHbiH «Kaspi Bank», «bark LleHtp KpeauT» xoHe «AAbSHC 6aHK» yu 6aHki
6ip Me3riAAe AaFAapbIC XKaFAambiHa Tan 60AaAbl. byA KapKbiAblk emec, xabapAaMa apKbIAbl TaparaH
>KaAFaH akrnapartTbiH KecipiHeH BOAFaH AaFAapbiC 6oAaTbIH. byA 3epTTey >KyMbICbIHAQ OCbl GaHKTEPAIH
apacbiHaa Kaspi Bank-TiH AaFAQpbICTbIK KOMMYHMKALIMSI CTPATErmsiCbl KapacTbipbiAaabl. Cebebi, Oy
GaHK 6acka GaHKTEPMEH CaAbICTbIpFaHAA AaFAapbiCKa BipAEH >XaHe THIMAI, GEeACEHAT apeKeT >acaabl.
CoHbIMeH KaTtap, 6aHK XKYPri3reH AarAapbICTbIK, KOMMYHMKAUMS MPOLECT HOTUMXKEAI >KoHe KpeaTUBTI
BGOAFaHbIH XKOHe OA GaHKTIH YL KYH illiHAE AAFAAPbICTbl eHCepyiHe MyMKIHAIK 6epAi.

3epTTey anAbiMeH 6aHKTIH KaHAAM >kKoHe KallaH, HEeHiH oCepiHeH AaFAApPbICTbIK >KaFAanfFa
YlblparaHAbIFbIH TYCiHAiIpeAi. EKIHLWIAEH, AaFAapbiC >KOHE AAFAAPbICTbIK KOMMYHMKALIMGAAD TY>Kbl-
pbiMAaMaAapbiHa TEOPUSIAbIK, aKaAEMMUSIAbIK TYCiHikTeme Gepireai. YWiHWIAEH, aaicTeme GOAIMIHAE
3epTTeyAiH CamnaAblK >XeHe CaHAbIK DAICTepi KepceTiAeai. ATan alTKaHAQ, AAFAAPbIC Ke3iHAE >KoHe
AaFaapbicTaH keriH Kaspi bank naiaasaHFaH aaFaapbiCka KapCbl 9pekeT eTy cTpaTermsiAapbl, OHbIH,
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xabapAamacbiH >kacay Ke3iHAE YMbIMHbIH AEKCUKaAbIK TaHAAYbl XKOHE AMCKYPC apKblAbl 3€pPTTEAreH
AaFAAPbICKA KapCbl OPEKET eTYAIH TOPT MaTepMaAbl HETi3iHAE AaFAAPbICKA >Kayarn GepyAeri MaHbI3Abl
cybbekTinep MeH okuFanapabl Taasay. CoHAAM-aK, KOHTEHT aHAaAM3 Xacay >KOAAAPbl TYCIHAIpIAeAI.
TepTiHwWwiaeH, 3epTTeyaiH Herisri Geairi — 3epTrey HoTuXKeAepi TaAkbliraHaAbl. COHbIHAAZ MYAAEAI
TapantapAbiH, peakumsicbl  Kaspi  bank-TiH AaFA@pbICTbIK >KaFAaibliHAa KATbICTbl MakKaAaAap MeH
>KaHaAbIKTapFa TYCiHIKTEMeAEp Heri3iHAE 3epTTeAA.

3epTTey HaTMxkeci kepceTkeHAern, Kaspi bank-TiH AaraapbiCTbl 6ackapy yiiH MMUMAXKAI KaArMbiHa
keATipy (Image Repair Theory), kewipim cypay (Apology Theory), capaaay crtparteruscbl >aHe
JKaF AQMAbIK, AAFAQPbIC KOMMYHMKaLMs TeopusicbiH (Situational Crisis Communication Theory) Tuimai
namaaAaHAbl. byA 3epTTey KpusMCTIK KOMMYyHMKaLMsAFa OaFblTTaAFaH MaHbI3Abl XKYMbIC OOAbIM CaHa-
AaAbl, cebebi, KaszakcTaHaa GaHK CaAacCbiHbIH AAFAAPLICTBIK, XKaFAaibl HeMece KPU3MCTIK KOMMYHMKa-
umMgAap Typaabl 3epTTeyAep >yprisiamereH. CoHbIMeH KaTtap, OYA MakaAa KOMMyHMKaums xoeHe PR
CaAacCblHAAFbI 3ePTTEYLIIAEPre, MaMaHAAPFa XK8HEe CTYAEHTTepre KaXkeTTi GOAbIN caHaAaAbl.

TyiiH ce3gep: KOMMYHMKaLIMS, AaFAAPbIC, AAFAAPBICTbIK KOMMYHUKALMS, KPU3UCTIK MEHEAXKMEHT,
AMCKYPC-aHaAU3, KOHTEHT-aHAAM3.

LL.LLlakeHoBa*, A.Caamraxbl, A.KaaablibekoBa
Astana IT University, KasaxcraH, r. ActaHa
*e-mail: s.shakenova@astanait.edu.kz

Kpu3ucHble kommyHUKayuu: npumep kasaxcraHckozo AO «Kaspi bank»

B cTatbe NpeACTaBAEHO MCCAEAOBaHMWE NpUMEpa YCreLwHOM KPU3MCHOM KOMMYyHMKaumu Kacnu 6aH-
Ka B CUTyaLMu, BO3HUKLLIEN B Pe3yAbTaTe MAaCCOBOM PACCHIAKM MHOPMaLMU Ha MOBUMAbHbIE YCTPON-
cTBa.

B 2014 roay Tpu kasaxcraHckmx 6aHka «Kaspi bank», «<bank LleHTpKpeauTt» u «AabsiHc BaHk» oaHO-
BPEMEHHO CTOAKHYAUCb C KPU3MCHOWM CUTYyaumeit HedpmHaAHCOBOro XapakTtepa. Lleab AaHHOro nccaepo-
BaHM4 — nokasaTb BaXKHOCTb CBOEBPEMEHHOIO M KPeaTMBHOrO pearMpoBaHusl Ha KPU3MCHYIO CUTyaumIo
(Ha npumepe AO «Kaspi bank», KOTOPbI NPEANPUHAA AHTUKPU3UCHDBIE MEPbI, MO3BOAUBLLME MPEOAO-
AETb KPU3NC B TEUEHME TPEX AHEN).

B craTbe paccmaTpuBaeTcs obluas KpuU3MCHas CUTyaumsi, C KOTOPOWM CTOAKHYACS GaHK. [NpoaHa-
AV3MPOBaHbI aKaAEMUUECKME TOUKM 3PEHUS 1 TEOPUM O KPU3NCE M KPUBUCHOM KOMMYHMKaumn. B me-
TOAOAOIMYECKOM YaCTU MpeACTaBAEHbl KaUeCTBEHHblE M KOAMYECTBEHHbIE METOAbI MCCAeAOBaHMS. B
YaCTHOCTH, CTPATErMmM pearmpoBaHus Ha KPU3MC, MCNoAb3yemble HaHkom Kaspi Bo Bpemsi 1 nocae Kpu-
31Ca, AEKCMYECKMI BbIGOP OpraHM3aLmmn npu co3aaHUmM COOBLLEHMS, peakLmM BaXKHbIX AEACTBYIOLLMX
AWML, Ha Kpu3nc. MccaepoBaHWE BbIMOAHEHO HA OCHOBE MAaTEPMAAOB, MOCBSLLEHHbIX MPAKTUKE pearnpo-
BaHMSI Ha KPU3UC, KOTOpble ObIAM M3YyUeHbl MOCPEACTBOM AMCKYpC-aHaAn3a. Kpome Toro, oTAeAbHbIi
GAOK MOCBSILLEH PeakLMM 3aMHTEPECOBAHHbBIX CTOPOH. Tak 6GblAM M3yUeHbl KOMMEHTApMKU K CTaTbsIM M
HOBOCT$IM, CBSI3aHHble C Kpu3ncHol cutyaument B Kaspi bank.

Pe3yAbTaTbl McCAeAOBaHMS Mokaszaaum, uto Kaspi bank B cBOMX KPU3MCHBIX KOMMYHMKaLMSIX 3dh-
(heKTUBHO MCMOAb30BAA PSA TEOPUI M CTpaTerMii KpU3MCHOM KOMMYHMKauum: Teopuio BoccTaHoB-
AeHMs nmmuaxa (Image Repair Theory), crpatermio anddpeperumaumm teopmmn M3ssmHennin (Apology
Theory) n crpaternto otpuuaHms teopmm CUTyauMOHHOTrO Kpm3aMcHoro obuieHus (Situational Crisis
Communication Theory). Takum 06pa3om, AAHHOE MCCAEAOBAHME CUMTAETCS aKTyaAbHbIM, TakK Kak
MCCAEAOBaAHME O KPU3MCHBIX KOMMYHMKaLMsX B 6aHKOBCKOM cchepe B KasaxcraHe — peAkuid CAyYai.
[NpeaCTaBAEHHbBIN KeNC NPUMEHNM AAS @aHaAM3a KPU3MCHBIX KOMMYHUKATMBHBIX CTpaTeruii, acpdektns-
HOCTU MX MOAXOAOB K BbIXOAY M3 KPU3MCA U BAMSHUS KOMMYHUKALIMK HA OBLLECTBEHHOCTb B AAHHOM
KoHTekcTe. Kpome Toro, a1a cTatbs GYAET MOAE3HA UCCAEAOBATEASIM U CMIELMAAMCTAM B 0OAACTU KOM-
MyHMKaumm u PR, a Takke CTyAeHTaMm, nsydaiomm 3ty cdepy.

KaloueBble cAOBa: KOMMYHMKALM$, KPU3NC, KPU3MCHAS KOMMYHMKaLMS, KPU3UC MEHEAXKMEHT,
AVCKYPC-aHaAM3, KOHTEHT-aHaAW3.

Introduction

Crisis as an unexpected and sudden event that
threatens the normal operation of the organisation
Ulmer et al. (2011). Crises are uncommon occur-
rences that are individually unpredictable but are
generally expected (Coombs, 2010a). Thus, crises
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are natural unforeseen events that bring new chal-
lenges and can happen at any time.

In 2014, the three banks of Kazakhstan named
“Kaspi Bank”, “Bank Centre Credit” and “Alliance
bank” have simultaneously experienced a non-fi-
nancial related crisis situation. This crisis has actu-
ally been caused by social media users. In particular,
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a message has been spread via the WhatsApp ap-
plication about the impending bankruptcy of these
three banks. This message was as follows:

“There is the information that the three banks
in the country are going to be bankrupt after three
days. They are: “Bank Centre Credit”, “Kaspi
Bank” and “Alliance bank”. If you have any depos-
its in these three banks, then immediately close it!
The information is from reliable resources! P.S. |
have got this information from the most powerful
people”.

According to a PR specialist from Kaspi Bank,
who was involved in this research study, the text of
the message was fake and created by some anon-
ymous person with the purpose of attacking the
banks. The spread of this kind of untrustworthy in-
formation has led to the bank incurring significant
financial and reputational loss as consumers started
to complain to the bank, withdraw money from their
bank accounts or even close their deposits massive-
ly. The banks have all started an extreme working
regime, with longer working hours than usual and
later closing times to deal with the flow of clients
and the extensive disagreements between customers
and the bank.

However, this research study will examine one
of these three banks, called Kaspi Bank. According
to a PR specialist of Kaspi Bank, the crisis com-
munication process undertaken by Kaspi Bank has
proved both effective and creative, which led the
bank to overcome the crisis within three days, since
they immediately created a crisis communication
strategy, which was helpful in repairing their reputa-
tion and addressing the concerns of their stakehold-
ers. Crises usually constitute threats and damage the
reputation, but an effectively managed crisis deter-
mines whether the consequences are threats or op-
portunity (Coombs, 2010b).

Historically, Kaspi Bank opened in 1997. The
bank is focused on the middle class population,
which is why the sample of their customers is rather
large compared to other banks who are oriented on
higher class people. The crisis communication of
Kaspi Bank is valuable in terms of being a practical
model for similar crisis situations in other Kazakh-
stani banks. The other stakeholders (public, govern-
ment, Company Corporation) can also benefit from
this case because, for example, it is important for the
government to maintain overall financial stability in
the country which is related to second-level banks’
services and how people use them. On the other

hand, there is limited research about crisis commu-
nication within banks in Kazakhstan. That is why
this single case study can shed light on the analysis
of crisis communication strategies used in such situ-
ations, the effectiveness of their approaches to over-
come the crisis, and the influence of communication
on the public in the given context.

Literature review

There are various definitions of the concept of
“Crisis”, since a number of scholars have defined it
from different perspectives. According to Coombs
(2010a) there is no universal definition of crisis and
it covers a range of disciplines such as public rela-
tions, management, and organisational communi-
cation. However, initially the word “Crisis” comes
from the Greek word “krisis” and the concept of this
term means judgement, choice or decision (Paraske-
vas, 20006).

In the public relations field a crisis refers to any
negative situations and extreme media coverage
which have a destructive influence on regular busi-
ness operations (Dave, 2010). Similarly, Nystrom
and Starbuck (1984, p.54) explained a crisis as a
situation which critically menaces an organisation’s
survival. Coombs (2012, p.3) noted that a crisis is
“unpredictable but not unexpected” and generally
organisations know that a crisis is not avoidable, but
they do not know when.

From the perspective of crisis impact, McDon-
alds et al. (2010) noted that crises involve and in-
fluence numerous stakeholders. “Consumers some-
times suffer injury or death, investors potentially ex-
perience financial losses, the public may be placed
at risk, and corporate managers lose employment”
(Siomkos, 1989, cited in McDonalds et al., 2010,
p.263). Furthermore, Heath (2010, p.1) claims that
a crisis is costly, which should “avoid, mitigate and
respond” in order to protect financial status, human
resources, and generally “reputation”. Thus, it be-
comes clear that the negative outcomes of crises for
organisations are huge such as financial loss, but
impacts on organisational operation and reputation
are the key consequence of a crisis. However, sev-
eral writers believe that a crisis has both positive and
negative effects on organisations which will be dis-
cussed in the following paragraph.

Some scholars consider a crisis as an opportuni-
ty for organisation. Their point of view implies that
if a crisis is managed successfully and effectively,
there are no severe negative effects of the crisis on
organisation, contrary this situation may turn to or-
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ganisation as an opportunity. For example, accord-
ing to Keeffe and Darling (2008) if a crisis is consid-
ered and managed as an opportunity, it can usually
offer inspired change with high positive outcomes
that lead to organisational development. Further-
more, Ulmer et al. (2011) claim that crises provide
an opportunity that might not be possible before in
normal business operations.

Crisis Communication

Crisis communication is a “collection, process-
ing, and dissemination of information required ad-
dressing a crisis situation” (Coombs, 2010a, p. 20).
The traditional definition of crisis communication is
a process of collecting and processing of information
for the crisis team with the well created and dissemi-
nated crisis messages to the public (Coombs, 2010a,
p- 20). However, according to McDonalds and et
al. (2010, p. 264) crisis communication usually in-
cludes a “reputation-building account”. Accounts
mean serious actions or events which are designed
to minimise the seriousness of crisis and counter-
acting of stakeholders, and decrease the image or
reputation damage to the organisation (Ginzel, et
al., 1992, cited in McDonalds, et al., 2010, p.264).
In crisis situations, according to Garrett et al. (1989,
cited in McDonalds et al., 2010 p.264) specialists
may advantageously choose accounts which are
much more appropriate and beneficial for a particu-
lar crisis situation.

Crisis communication has concentrated on the
crisis response which implies what an organisation
should say during a crisis and what should do after a
crisis (Coombs, 2010a). Ulmer and Sellnow (2002,
p-362) stated that “crisis-related discourse is most
often about an organisation or industry absolving it-
self from guilt and repairing its image”. That is why,
the crisis responses are most noticeable to stakehold-
ers, and therefore it is a vital element of an effective
crisis management process (Coombs, 2010a).

Methodology

This research study is based on mixed-meth-
ods, that is, qualitative and quantitative research
approaches. The qualitative approach taken in this
study is based on discourse analysis and interview.
The quantitative research design is based on content
analysis. The research methods examined the main
phenomena — crisis communication and its effec-
tiveness on the public. The following sections will
discuss the research designs, sampling and data col-
lection processes of the research methods.
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Qualitative Approach. Discourse analysis

e Research design

The purpose of qualitative study via discourse
analysis was to examine the lexical choice of organ-
isation in message creation, representation of impor-
tant actors and events in the crisis response by Kaspi
Bank. The choice of discourse analysis was due to
the fact that it was helpful to an in-depth analysis
of the crisis response strategies of this organisation,
both in terms of the language used to persuade the
stakeholders and the context of their message to the
public. Discourse analysis is a method of approach-
ing the language of communication and which can
be applied to visual and written texts, for instance,
newspaper articles (Bryman, 2016). The chosen
method has explored the four materials produced
by Kaspi Bank: 1) press release; 2) statement to
the public; 3) announcement about the 100 million
tenge reward; 4) interview.

Different kinds of crisis communication strat-
egies have been used by this organisation such as
conducting an immediate press conference, quick
responses to the public through the media and social
media, extending working hours at bank branches,
consumers being welcomed by the heads of the or-
ganisation and personal interaction with them, and
organising coffee breaks for their clients. However,
in this research, the four crisis response samples,
which have the benefits of importance and acces-
sibility of materials, have been chosen. These data
are relevant to my findings since they were pro-
duced by relevant organisations and published in
both the news media and owned media as their main
crisis communication strategy. Thus, two types of
data have been analysed in this discourse analysis
method. The first set of data — press release, state-
ment to the public and announcement of the prize
of 100 million tenge were published in their owned
media. Drawing on the Smith (2013) model of audi-
ence reach and persuasive impact, this category of
communication tactic that uses the organisational
media may reach less people, but will have a strong,
persuasive impact on their audience. However, a
second form of data, interview, was published in the
news media which, according to Smith’s “yin-yang
pyramid pattern” (2013, p. 230), can reach a large
audience, but does not particularly engage the key
public, or has less impact on the target audience.

e Sampling: size and data collection

Data for the discourse analysis were collected
from the Kaspi Bank’s website (www.kaspibank.
kz) and from an online newspaper (www.zakon.kz).
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The three materials, the press release, the announce-
ment about the 100,000,000 tenge reward, and the
statement to the public, were collected from kaspi-
bank.kz and the published interview with the head
of the organisation was collected from the online
newspaper, www.zakon.kz. The sampling for the
discourse analysis was purposeful and the four main
crisis communication materials were intentionally
chosen, as Deacon et al. (2007) state that qualitative
research focuses on small samples that are created
more naturally and informally than the samples used
in quantitative study.

Quantitative Approach. Content analysis

o Research design

Additionally, the study has adopted a content
analysis method to the theory and findings of this
research, which is in line with the other methods
of crisis communication. Content analysis of com-
ments on the articles, online news and news pages
related to Kaspi Bank’s crisis situation was conduct-
ed. Content analysis is a “research technique for the
objective, systematic and quantitative description of
the manifest content of communication” (Berelson,
1952, cited in Deacon et al., 1999, p.115). The aim
behind analysing the comments in articles and news
via the content analysis method was to examine the
opinions and perceptions of stakeholders as to the
crisis and crisis responses of the bank. It was im-
portant in this regard to analyse the effectiveness
and influence of their crisis communication strate-
gies on the public, as to whether the responses had
been effective. Since, in previous methods, dis-
course analysis and interview analysed the general
points of crisis responses, what they did and how
they did, but they were not able to answer how the
crisis responses affected public perception and opin-
ion. For instance, the interview provided the infor-
mation from the organisational perspective, but not
from the general public’s angle. For that reason, the
content analysis of the comments of published ma-
terials was valuable for the research as it provided
it with a more explicit account of the people’s opin-
ions regarding the crisis responses of organisation,
as well as helping to answer the research question
“What was the reaction of consumers and the pub-
lic to the crisis responses of the bank?”. In order to
meet the objectives, I searched for articles and news
in relation to the Kaspi Bank’s crisis situation, then
collected the materials which had been most com-
mented on by readers.

e Sampling: size and data collection

The samples for this research were collected
from five different resources, namely “Kazinform.
kz”, “Kapital.kz”, “Tengrinews.kz”, “Zakon.kz”
and “Profit.kz” by setting specific terms such as
“crisis situation of Kaspi Bank”, “Kaspi bank’s cri-
sis”. The reason for choosing “Kazinform.kz” was
that it is the main state international news portal in
the country. “Tengrinews.kz” was chosen because
it was considered the most popular news portal in
Kazakhstan, and which regularly and quickly up-
dates and reports on news in the Kazakh, Russian
and English languages. “Zakon.kz”, “Profit.kz” and
“Kapital.kz” were selected with the consideration
that they regularly report financial and social news
in Kazakh and Russian.

Samples were collected according to time phras-
es between 16th February until 1st May 2014 with
the idea of analysing the beginning, middle and
post-crisis situation and the reaction of people com-
menting on the bank during this time. Thus, content
analysis covered 15 articles from five media outlets
with more than 10 comments, where 232 comments
were selected in total.

After these processes, the next step was taken
to design and code the schedule with the research
questions. As Bryman (2016) stated, the coding pro-
cess plays an important role in the content analysis
method. Hence, as applied to the content analysis
process, some basic and specific questions regarding
the comments on the articles in the coding scheme
have been created. In order to examine the overall
frequencies and percentage of comments the Sta-
tistical Package for the Social Sciences (SPSS) was
used. The results were analysed using the descrip-
tive and cross-tabulation functions of the SPSS pro-
gram.

FINDINGS AND DISCUSSION OF DIS-
COURSE ANALYSIS

The crisis responses of this organisation, as pre-
viously explained, were published in the news me-
dia and owned media. Looking at some of the theo-
retical evidence available from scholars in literature
reviews and methodology theories, various pieces of
evidence will be used to critically evaluate the crisis
responses taken by Kaspi Bank. In this research, the
forms of crisis response taken by the organisation
will be analysed. Secondly, their message creation
and use of language within their crisis responses
will be examined.
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Case 1: Statement from shareholders of Kas-
pi Bank to clients and partners, and press release
by the organisation

Kaspi Bank’s initial press release to the public
concerning the crisis situation was made on 17th
February, which was followed by a statement on
19th February 2014. As the press release and state-
ment were quite similar in content, they have been
analysed as a single statement. The statement was
issued to their stakeholders by the Chairman of Kas-
pi Bank’s Board, Mikhail Lomtadze, and the Chair-
man of the Board of Directors, Vyacheslav Kim.

These crisis communication strategies, as re-
vealed in the samples for discourse analysis, cor-
relate with the theories of Coombs and Holladay
(2010) regarding the corporate Apologia Theory
of crisis communication and Image Repair Theory.
The evidence of denial, counterattack and differenti-
ation crisis response strategies of corporate apologia
in the findings support the above-mentioned theo-
ries, as were originally proposed by Coombs and
Holladay (2010). Ware and Linkugel (1973, cited in
Ulmer et al., 2011) noted that corporate apologia is
the first rhetorical concept that considers the speech
of self-defence. Hence, the initial press release and
statement to public can be seen as Kaspi’s “self-
defence” speech, where they adopted justifying ad-
jectives such as “provocative”, “rumours”, etc., to
describe the crisis situation.

The text of samples begins with an explanation
of the situation that the bank is experiencing. At this
stage, they used the blaming crisis response strat-
egy of Image Repair Theory, which is characterised
by Benoit (1997) as an “act performed by others”.
As their main justification they blamed someone by
saying “provocateur” and “SMS-attack”. According
to Coombs and Holladay (2010), shifting blame is
one possibility for the denial crisis response strategy
of Image Repair Theory. Hence, in this case, the use
of Image Repair Theory is an effective goal-directed
approach to protecting their organisational reputa-
tion (Benoit, 1997).

From the beginning of this crisis response, it can
be seen that Kaspi has framed the issue as a provoc-
ative SMS attack that has significantly influenced
their stakeholders. However, in the sentence be-
low they have particularly highlighted their deposit
holders, since at that time they were mainly having
to deal with deposit holders, which raised concerns
over money supply. Secondly, they have tried to
generalise this crisis as extending to other banks by
stating “Kazakhstani banks”. Expressions such as
“Kazakhstani banks” and “commercial banks” can
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be categorised as a “generalising anthroponyms” of
the nomination strategies of discourse analysis ex-
plained in Wodak and Meyer (2016, p.42). Thirdly,
they discursively characterised the event as being an
“SMS attack” and as “rumours”.

Recently, the situation being experienced by
Kazakhstani banks has been escalating. These ru-
mours, spread via SMS, lead to panic, mainly among
deposit holders, and as a result, the normal opera-
tion of commercial banks is becoming complicated.

In the following sentences, Kaspi successfully
used the differentiation crisis response strategy of
Apology Theory, as suggested by Coombs and Hol-
laday (2010), in order to draw people’s attention to
the overall financial situation in the country — that
of devaluation. From the expression “This situation
“conveniently” fell on the devaluation” it can be
clearly seen that Kaspi attempted to distance them-
selves from any guilt for causing this particular cri-
sis and, by implication, any differentiation between
their particular crisis and the financial difficulties
being experienced in society as a whole. Further-
more, they indicated the event was a “situation”,
which shows some attempt to ease the meaning of
the crisis. The use of the language “sober look at”
can be categorised as a perspectivisation strategy
of discourse, since the construction of the phrase
“sober look at” reveals that Kaspi have attempted
to challenge people to look at this crisis from their
perspective, and by that to influence people’s per-
ception of the situation.

This situation “conveniently” fell on the de-
valuation that has shaken the economic situation of
the country and the confidence of the population in
banks as a whole. However, it is necessary to dif-
ferentiate the devaluation and work of commercial
banks, as well as take a sober look at the situation.

Furthermore, the sentence below reveals how
shifting the blame through a denial of crisis response
strategy (Coombs and Holladay, 2010) can actually
be understood through the words “rumours” and
“provocative SMS”. According to Hansson (2015,
P-299) “blaming and blame avoidance are essential
building blocks of public narratives about crises”.
Blaming and denying are purposefully used to make
“argumentative moves to manipulate the percep-
tion of loss” and “the perception of agency” by pro-
moting that there is a little harm and that damage
has been done unintentionally or by someone else
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(Hansson, 2015, p.299). By characterising the event
as “rumours”, Kaspi attempted to convince the peo-
ple that this is an untrustworthy and unreliable mes-
sage. In addition, they affirmed the message as being
“provocative”, thereby questioning the credibility of
the person who sent the message.

The situation has been triggered by rumours,
provocative SMS messages that have been spread by
an unknown person, and have no grounds for trust.

In this statement Kaspi created the main nine
justification points where they expressed their po-
sition in relation to the crisis, the action they have
taken, and their future plans, which are strongly re-
lated to justification strategy of defensive response,
as theorised by Smith (2013). Smith (2013) pro-
posed various types of justification: the “good in-
tention” type of justification, in which an institute
seeks to soften a negative situation by claiming to
bring about something positive; in the “context” jus-
tification, organisations ask their audience to “look
at it from our side”. Justification is a form of cri-
sis response strategy which is intended to minimise
any perception of damage arising from the crisis
(Coombs and Holladay, 2010). The first justification
is made through the following point:

The unstable situation in the banking market of
Kazakhstan is far from the first through which the
banking sector has passed. During our existence,
we have accumulated unique experience and are
proud that Kaspi Bank has always fulfilled its ob-
ligations and taken full care of the interests of its
customers.

In this point, Kaspi emphasised that this kind of
crisis within the banking sector is not unusual, and
their organisation is by no means exempt to them.
However, it appears that they tried to convince their
customers of their organisational stability, and that
they have a prosperous practice through their work
with clients by using the prepositional phrase “accu-
mulated unique experience” where they have posi-
tively characterised their action as “unique”, which
implies they have exclusive experience within the
banking sphere. This expression can be categorised
under the prediction strategy of discourse analy-
sis. Other phrases that reveal the persuasive aim of
this discourse are “has always fulfilled all its obli-
gations’” and “full care” of their clients, where the
emphasis is placed on the explicit predicate adverb
“always” and the adjective “full”, which illustrates

the importance of these phrases. In addition, they
have qualified the situation in the banking market
of Kazakhstan as “unstable”, which is intended to
divert public attention towards the general financial
market within the country.

Overall, in this message they tried to elucidate
the idea that the crisis is a provocation and a mani-
festation of unfair competition. In order to convince
and persuade their stakeholders, they have created
nine justification bullet points where they have, for
the most part, emphasised that the bank has suffi-
cient capital to fulfil their financial obligations and
their willingness to fully satisty the demands of cus-
tomers in any case.

Case 2: Announcement about 100 million
tenge for information about provocateurs

As one of the main crisis responses Kaspi Bank
has released an ambitious announcement, with the
promise of a reward of 100,000,000 tenge (kazakh
valuta) for information revealing the initiators of
the provocative SMS message via the bank’s offi-
cial webpage and on Facebook. According to a PR
specialist of Kaspi Bank, who is interviewed in this
research, after issuing this announcement via social
media, the traditional media organisations and on-
line media resources further contributed to the wide-
spread dissemination of information amongst the
populace. This can be taken as evidence that, cur-
rently, social media has been increasingly growing
in influence in the field of public relations and PR
practitioners are regularly adopting social network-
ing sites during crisis situations. It has been shown
by Schultz et al. (2011), who have noted that social
media and the new media play a vital and indispens-
able role in crisis communication.

It appears that through this announcement, they
tried to make an impact on the trust and emotions of
the stakeholders by offering such an appealing prize
to any person who might report the identity of the
provocateur. Since it seems that this announcement
significantly diverted people’s attention and emo-
tions because of it being such an impressive state-
ment and such a large award. Thus, this announce-
ment serves as an excellent example of engaging
in a rhetorical approach to public relations in their
crisis response by using emotive language and an
impressively persuasive mannerism in their argu-
ments. According to Macagno and Walton (2013, p.
5), emotive language is a highly effective instrument
in the expression and promotion of specific attitudes
and choices which makes “words” central in rhetori-
cal analysis.
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The announcement starts with the elucidation of
the situation within society with the phrase “suspi-
cious SMS messages”, where the use of the predica-
tive adjective “suspicious” shows how they framed
the situation in the sense that the message cannot
be trusted, and that something is “clearly” wrong.
Moreover, predication strategy can be identified
through the use of the word ‘alleged’, which is dis-
cursively characterised as information that has not
been proven.

In recent days, residents of Kazakhstan have re-
ceived a huge number of suspicious SMS messages,
in particular in WhatsApp Messenger about the al-
leged impending bankruptcy of three banks.

Further, in this sentence the use of deictic and
phoric expressions such as “us” and “we” shows
that Kaspi have attempted to become closer to their
customers and extend the meaning of the bank to
the general social level. Moreover, the construction
of the phrase “punish the initiator to the full extent
of the law” demonstrates the extent to which Kaspi
bank attempted to influence people’s attention and
the strength of their decision.

Below are examples of messages that many of
us have received. We want to deal with this provo-
cation and punish the initiators to the full extent of
the law.

Overall, through this announcement, the bank
strongly attempted to convince people that there
is no bankruptcy and there is no crisis that can be
theorised with the denial crisis response strategy of
Coombs and Holladay (2010) of Situational Crisis
Communication Theory. It can be clearly seen that

Kaspi bank successfully adopted in their “100 mil-
lion tenge reward” crisis response blaming and deny-
ing strategies of crisis communication since this mes-
sage was created in such a way as to deny the crisis
and place blame on someone other than themselves.

FINDINGS AND DISCUSSION OF CON-

TENT ANALYSIS

In this part comments from the articles on online
newspapers and news sites concerning Kaspi bank’s
crisis situation in 2014 will be examined. For the
purpose of the analysis, 232 comments were select-
ed from five media resources. The small sample size
can be explained by the fact that some media outlets
do not provide a comment feature on their articles.
The search and sampling criteria for collecting data
explained in the methodology part. This research
method has been implemented in order to investi-
gate the research question: “What was the reaction
of consumers and the public to the crisis responses
of the bank?”.

Tone of the comments

The aim of this research is to explore people’s
perceptions of the crisis situation and their reaction
to the crisis responses of the bank; their perceptions
were therefore categorised using the following la-
bels: positive, negative, neutral, and unclear. For
this purpose, the reactions of people to the news
related to Kaspi bank’s crisis situation and the atti-
tudes of stakeholders towards the 100 million tenge
reward offered as a crisis response by the bank were
analysed. Table 1 demonstrates the total frequency
and percentage totals for the reaction categories
positive, negative, neutral, and unclear, regarding
people’s reactions in response to published articles
about Kaspi bank’s crisis situation.

Table 1 — Overall results of reaction of people to the news coverage.

Newspaper/ Positive Negative Neutral Unclear Total frequency and
news site percentage

Kazinform.kz 12 11% 13 15% 6 21% 1 20% 32 14%
Kapital kz 17 15% 11 12% 8 29% 3 60% 39 17%
Tengrinews.kz 42 38% 28 31% 4 14% 0 0% 74 32%
Profit.kz 12 11% 11 12% 2 7% 0 0% 25 1%
Zakon.kz

27 25% 26 30% 8 29% 1 20% 62 26%
Total

110 48% 89 38% 28 12% 5 2% 232 100%
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Table 4 shows that generally people reacted
to the news coverage in the five different resourc-
es positively, with an average percentage of 48%,
while 38% of readers responded negatively and
12% of people stayed neutral. The highest percent-
age of positive comments was found on 7engrinews.
kz (38%) and the readers of Zakon.kz also reacted
mostly positively (25%). However, the highest
amount of negative comments also belongs to Ten-
grinews.kz (31%) and Zakon.kz (30%) from a to-
tal of 89 responses. It is important to bear in mind
the fact that these two media outlets have a higher
amount of comments on their articles (a total of 74
and 62 comments, respectively) compared to the
other three media resources. The readers of Kapital.
kz and Zakon.kz stayed neutral about the crisis situ-
ation, with neutral comments accounting for 29% of
comments on both sites. Thus, it is clear that people
mostly reacted positively to the news concerning
the bank’s crisis. It seems that this is because people
tend to trust the media because of their credibility
in presenting newsworthy information. As Bond &
Kirshenbaum (1998, cited in Dean, 2004, p.193)
noted, broadcasting is generally recognised as being
more “credible and more influential than company-
controlled communications”.

Thus, communication researchers and PR spe-
cialists believe that the media can generally reach
a large audience; hence, organisations instinctive-
ly appreciate the value of media coverage (Smith,

2013). Furthermore, the news media are consid-
ered to provide “third-party endorsement” for the
organisational message (Smith, 2013, p.130). It
seems that this is why Kaspi bank appears to have
beneficially engaged the traditional media and
online media in their crisis communication. This
was confirmed by the interviewee of this research,
as he stated that from the second day of the crisis,
the bank intensely started to involve the media in
all their crisis responses. The bank released their
first press release about the 100 million tenge re-
ward via traditional media and social media. This
was followed by a press release written in col-
laboration with the Association of finance of Ka-
zakhstan. In addition, the Chairman of the Board
of Kaspi bank, Mikhail Lomtadze, visited some
of the bank’s branches to talk with clients face
to face, accompanied by a number of journal-
ists. The interviewee claims that this event was
reported on by numerous media outlets. Thus, it
seems that the organisation was able to positively
engage various media outlets in their crisis com-
munication, which helped them to add credibility
to their responses.

However, the majority of people reacted to the
100 million tenge reward crisis response of the or-
ganisation negatively, with 31% of people giving a
negative response. Table 2 illustrates the overall at-
titudes of people towards the 100 million tenge prize
crisis response.

Table 2 — Overall results of attitudes of people towards the 100 million tenge reward crisis response.

Name of source Positive Negative Neutral Unclear Total
Profit.kz 5 10% 8 11% 10 15% 2 5% 25 11%
Tengrinews.kz 18 35% 26 36% 16 24% 13 33% 74 32%
Zakon.kz 16 31% 19 26% 15 22% 12 30% 62 26%
Kapital.kz 6 12% 9 13% 17 25% 7 17% 39 17%
Kazinform.kz 6 12% 10 14% 10 14% 6 15% 32 14%

Total 51 22% 72 31% 68 29% 40 | 18% 232 100%

As can be seen from the table 5 above, from the
selected 232 comments 72 were negative, 68 neu-
tral, 51 positive, and 40 were unclear. It appears that
there is a considerable difference between the totals
for people’s negative and positive attitudes towards
this crisis response: positive attitudes account for
31% of all comments, while negative attitudes ac-
count for 22% of this total. The percentage totals

for negative attitudes displayed in the comments
of each media outlet are as follows: Tengrinews.kz
(36%), Zakon.kz (26%), Kazinform.kz (14%), Kapi-
tal.kz (13%), and Profit.kz (11%).

It appears that although this crisis communi-
cation did dramatically attract the attention of the
media and general public, it was mainly perceived
negatively by the public. This is despite the fact that,
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according to Garrett et al. (1989, cited in McDon-
alds et al., 2010), in crisis situations specialists can
strategically choose a response which is especially
appropriate and beneficial for a particular crisis situ-
ation. According to Hansson (2015, p.297), different
kinds of actions are usually perceived by the public
as “blame firestorms and mediated scandals”. How-
ever, it seems that in this critical situation for the
organisation it was important to respond to the crisis
immediately and avoid blame by searching for the
provocateurs and engaging people to find them by
offering a 100 million tenge reward.

People’s attitudes towards the crisis situation
and the company’s crisis communication

In order to understand viewpoints of readers to-
wards the crisis situation of the bank there are two

Table 3 — Overall results for the blamed actors and authorities

questions such as “Who is blamed for the crisis?”
and “What was the attitude of people towards the
situation?” were categorised in the coding scheme
of content analysis. As the above findings reveal, al-
though some readers reacted positively to the news
regarding the bank’s crisis situation, the majority of
people perceived the 100 million tenge reward crisis
response negatively. Thus, in the scope of the study,
it was important to identify who the public blamed
and how they perceived the situation.

According to the overall results, the bank and
SMS-attacker were blamed almost equally by the
public (accounting for 22% and 21% of comments,
respectively). The third most blamed actor was the
competitors (15%), followed by the country’s finan-
cial situation (11%). Table 3 shows the overall re-
sults for the blamed actors and authorities.

Name of sources Chief The bank SMS- Country's Both the Com- Unclear  Total
executives attacker financial bank's and  petitors
situation country's
financial
situation
Profit.kz 4 131% 2| 4% 6 |13% 6 25% 0 0% 5| 15% 2| 5% 25 11%
Tengrinews.kz | 2 | 15% 18| 37% 20| 42% 7 30% 1 11% 6| 17% 20| 47% 74 32%
Zakon.kz 51390 18] 37% 12| 25% 4 16% 3 33% 9] 27% 11| 26% 62 26%
Kapital kz 21 15% 5| 10% 5 |10% 8 33% 2 | 23% 8| 23% 22% 39 17%
Kazinformkz | 0 | 0% 6 | 12% 5 | 10% 1 4% 3 33% 8| 23% 22% 32 14%
Total 13| 5% 49| 22% 48 |21% 26 | 11% 9 4% 36| 15% 51| 22% 232 | 100%

The data presented in Table 6 show that the
readers of both Tengrinews.kz and Zakon.kz blamed
the bank, with both sites showing an equal percent-
age of blame (37%) towards the bank, whereas read-
ers of Kazinform.kz and Kapital.kz showed an equal
level of blame towards the SMS-attacker (10%).
The SMS-attacker was mainly blamed by the read-
ers of Tengrinews.kz (42%), while the majority of
the readers of Kapital.kz (33%) stated that the crisis
occurred because of the country’s financial situation.
In contrast, the comments of Zakon.kz and Inform.kz
reveal that equal blame was put on the bank’s and
country’s financial situation being mostly respon-
sible for the crisis, with 33% of comments on both
sites reflecting this point of view.

It is clear that people directed their blame to-
wards both the bank and SMS-attacker. However,
the interview and discourse analysis research find-
ings have shown that the crisis situation was initi-
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ated by the SMS-attacker and competitors. The first
discourse analysis sample revealed that the bank
framed the issue as a provocative action by the SMS-
attacker by using phrases such as “a provocateur”
and “SMS-attack”. In doing so, they tried to avoid
blame by using the blaming crisis response strategy
of Image Repair Theory, which was proposed by
Benoit (1997). According to Benoit (1997), Image
Repair Theory is an efficient goal-directed approach
to protecting organisational reputation.
Furthermore, the discourse analysis findings
have shown that the organisation also blamed the
financial situation of the country for this crisis situ-
ation. In the first discourse analysis sample, devalu-
ation was mentioned, which negatively affected the
bank and its customers. According to the content
analysis results, although, Kaspi Bank successfully
applied the blame avoidance strategy in their state-
ment to the public by claiming: “it is necessary to
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differentiate the devaluation and work of commer-
cial banks, as well as take a sober look at the situ-
ation” (Appendix 3), the public predominantly di-
rected their criticism towards the bank.

Regarding the question of “What was the at-
titude of people towards the situation?”, the com-
ments reveal some interesting facts. The data show
that perceiving the crisis situation as having a nega-
tive effect on customers and as being a provocative
action on the part of competitors were the majority
comment categories (24% and 17%, respectively).

The readers of Tengrinews.kz predominantly per-
ceived the crisis as a negative situation for cus-
tomers (38%), whereas on Kapital.kz comments
perceiving the crisis as a provocative action on the
part of competitors was a majority category (25%).
However, what is interesting in this data is that some
people perceived this crisis as a PR activity (4% of
comments) initiated by the bank itself in order to
attract people’s attention. The results obtained from
the comments concerning people’s attitudes towards
the crisis situation are shown in Table 4.

Table 4 — Overall results of people’s attitudes toward the crisis situation

Provocative Scandalous Normal  Negative Negative  Unclear Justa PR Total

action on the situation effects on effects on activity

part of com- bank customers

petitors
Profit.kz 5 12% 4 |[13% 0 (0% 5 15% 6 |11% 3 5% 0 [0% 25 11%
Tengrinews.kz |8 20 7 |23% 3 |37% 8 24% 21 |38% 23 |41% 4 |45% 74 |32%
Zakon.kz 8 20% 11 |35% 4 |50% 10 |[31% 9 [16% 16 |29% 5 [55% 62 |26%
Kapital.kz 10 25% 4 |13% 1 13% 5 15% 13 124% 6 |11% 0 |0% 39 |17%
Inform.kz 9 23% 5 |16% 0 [0% S 15 7 |11% 7 [14% 0 |0% 32 |14%

Total 40 17% 31 |14% 8 [3% 33 |[15% 56 (24% 55 ‘ 23% 9 |4% 232 ‘ 100%

As can be seen from table 7 above, the major-
ity of people held the view that this crisis situation
negatively affected the bank’s customers. Neverthe-
less, the debate about the consequences of crises has
gained fresh prominence, with many arguing that a
crisis generally threatens organisational operation
and results in a loss of reputation for the organisa-
tion. As Dave (2010) argued, the term crisis refers to
any negative situations and extreme media coverage
which have a destructive influence on regular busi-
ness operations.

In the case of the present research, according to
the comment data, the crisis situation of this organ-
isation negatively affected the customers rather than
the bank. This point of view has been put forward
by Smith (2013), as he noted that organisations un-
der attack might be able to use the public attention
generated by a crisis in order to demonstrate their
values and prove their quality. Thus, these findings
can be correlated with the idea put forward by some
scholars who consider a crisis as an opportunity for
an organisation. As Keeffe and Darling (2008, p.44)
pointed out that although a crisis has intense harmful
effects, an effectively handled crisis is an opportuni-

ty for the organisation to implement a bold initiative
to make changes in organisational development.

In summary, the present study has examined
the reactions and opinions of people towards the
crisis situation and the crisis responses of Kaspi
bank. The findings reveal that the readers of five
different media resources reacted differently to the
crisis communication of the organisation. It is clear
that the majority of people who commented on the
articles had negative perceptions of the crisis re-
sponse offering a 100 million tenge reward and
mainly blamed both the bank and the SMS-attacker
for the crisis which negatively affected the bank’s
customers.

Limitations

The study is not an inclusive presentation of cri-
sis communication. It also has several limitations,
and some gaps for future research that have not been
covered. The case study only examined one organ-
isation’s specific crisis communication and its stake-
holders’ reactions to their crisis responses; thus, the
findings cannot be generalised to other banks’ crisis
situations. There is no focus on organisational crisis
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management planning and post-crisis long-term im-
age restoration processes.

Another limitation of this study is that the quali-
tative research method, the results of which are often
subjective, has been adopted. That is why quantita-
tive research methods such as content analysis have
been conducted. Although content analysis helped
to obtain objective results, the sampling of the avail-
able resources and comments have been restricted.
As mentioned in chapter 5 some media outlets in
Kazakhstan do not provide a comment feature on
their articles, that is why sample sizes were small. In
addition, although content analysis in this research
provided some findings regarding the influence of
crisis responses on stakeholders, and indeed the re-
actions of these people to these responses, as Dea-
con et al. (1999) noted, it merely answered the posed
questions.

Conclusion

This thesis has sought to provide an answer
to the question as to how Kazakhstani Kaspi bank
overcame a serious crisis situation and what kinds
of crisis communication strategies have been used
to address the situation that occurred in 2014. In ad-
dition, the aspects of crisis response message cre-
ation and consumers’ attitudes towards the bank
have been analysed to find evidence as to what kind
of crisis response is the most effective in practice.
However, Lerbinger (1997) stated that selection of
crisis responses depends on the type of crisis, and
results are occasionally different in different cases
(Fearn-Banks, 2016).

In terms of the crisis communication strategies
and tactics employed by Kaspi bank in their cri-
sis situation, the results of discourse analysis have
shown that Kaspi bank has successfully used the
blaming crisis response strategy of Image Repair
Theory proposed by Benoit (1997) and blame avoid-
ance strategy theorised by Hansson (2015). From
the beginning, the crisis was blamed on the scandal-
ous actions of an SMS-attacker who texted phrases
such as a “provocateur” and “SMS-attack” in their
Crisis responses.

Furthermore, the findings of the first research
question identified the fact that the organisation also
used the differentiation crisis response strategy of
Apology Theory and denial crisis response strategy
of Situational Crisis Communication Theory sug-
gested by Coombs and Holladay (2010), to its ad-
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vantage. Use of differentiation crisis response strat-
egy has been seen within their crisis responses, such
as their press release and public statement where
they destructively mentioned a devaluation that was
also happening at that time within the society. Em-
ploying the blaming and denying strategies of crisis
communication can be clearly seen from their “100
million tenge reward” crisis response.

Reviewing the four crisis response materials in
the discourse analysis also revealed that they have
successfully employed the rhetorical and persuasive
approaches of public relations in their messages. In
their persuasive discourses the blaming, denying and
differentiation strategies are strategically applied.

The most effective and influential crisis response
taken by Kaspi Bank was the 100 million tenge prize
to any person reporting the identity of the provoca-
teur. According to the PR specialist of Kaspi Bank,
the announcement about the 100 million tenge re-
ward was the most successful aspect of the crisis re-
sponse since it was reported extensively in the me-
dia, and approximately 150 people came to the or-
ganisation with the purpose of reporting the identity
of the provocateur. The second effective communi-
cation was a press conference with the head of the
bank and an investor. The interviewee thinks that it
was the most influential event, which ended the vari-
ous rumours about the bank that were being widely
discussed within society. Moreover, after this mes-
sage, some of their clients came back to the bank
and began to invest again. Thus, it became clear that
there had been a number of successful crisis com-
munication responses which might have led to the
bank overcoming the crisis in a very short time. Ac-
cording to the interviewee, they handled the crisis
within three days.

In terms of people’s reaction to the crisis re-
sponses of the organisation, the content analysis of
the comments of people on the articles illustrated that
people negatively reacted to the “100 million tenge
prize”. Even though the organisation conducted sev-
eral effective crisis communications, some people did
not believe the bank’s response and asked for their
money to be returned to them on a massive scale.
The results of the content analysis demonstrated
that stakeholders of the organisation blamed both
the banks and the SMS-attacker. Comments also re-
vealed that the crisis had a mostly negative effect on
consumers, as evidenced by various scholars in the
theoretical section, in that the crisis is detrimental for
both an organisation and its stakeholders.
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