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ABSTRACT
This study, with the campus competitive eater accident as its stimulus materials, explores the relationship among the perception gaps
of crisis situations, response strategies, expectations and the crisis communication effects. Four groups of manipulated response
strategies are conducted in this experiment. The results showed that: the perception gaps of crisis situations and expectations do exist
and both have influence on crisis communication effects. The greater the gap is, the lower degree of the participants’ evaluation of
the organizational reputation and account acceptance will become, and the stronger the intention of negative word-of- mouth and
the feelings of anger will be. The perception gap of expectations is originated from the perception gap of crisis situations. In addition,
Justification strategy generates the perception gap of response strategies most. Moreover, the perception gap of response strategies
had the moderation effect on the relationship between the perception gap of expectations and crisis communication effects.

Keywords : Competitive eater(] Perception gap of crisis situation[] Perception gap of expectations[] Perception gap of response
strategiest] Crisis communication effects

Table of Contents

00000000000 bO00D00DO00D0D0DOD WODODOO0ODOO0DOO0DOO0OOODLOOoO0ODOODODbOOd v
ocoooooOooooo0oooooOoOooooOoooboovOOoOoOooOOOoOOoDOOoOoOoDOOoOoOoDOoOoOODvig
coooooOoooooOoobOooOoOoDobooOOoDbviiOOOOO0OOOOO0ODOOOODOOOOODOOO xO
gboooboobobboboobgoobooboobi10obg boobooboobooboobobboil10obgoboon
ooooboobooooobooo3gbooooobobooooobooboobOobOoLo oos50b0b0 booobOoob
gbooobgobobosboob obooboboobooboobobboooobobboobooboobon
bl oobobooboobooboboo3aigbooboboobooboobobooboo ooOosso
b obooboobobooboobobossebb oboobobbooboobOoobOo3xubobooDbon
gboooboobobbo4e0b00bO00bOobbO0ObO0ObDO0ObO0bO L4800 DbO0ODODODODO
gooobgob4b0b0booboboboboobooboos2b00bgbooboboobooboon

054000 000b00b00o0booboobobosedb oboobobooobuoobOobobooossnoonDoon
goooboobobboboobgo bbesd b DO0ODOO0ODODDOODOODOObDeEDUOD ODOODODO
ooooboobobo7nroobooboobobooboo0obo boboboobooBooboooboobooooooo
ooooboobo bosd4oooobooboobobbooboobo0obo booOobooboobooboboo
O000D0O0000 009000 d21CoombsD 00 0DOO00ODOODOOODOODOODOOODOODOI202-2Bencoitdd
g0000O000.00000D000000..1702-3Huangetal.20050000000000000O000000O .19

O2-4CoombsD 000000000000 O0O0DOOO0ODO2002-5BradfordandGarrettd 00000000000
0000022026 CoombsD 00000000000 DOODOODOOODOODO.2027SCCTUDODODOOODOODOOD
oooobgoobgobob2e03-100000000000DO0O0DLDODODDOODOODOO¥7TO320000O000DOO
ooooboobooooobouooosrb410000000000DbOO0O0O00DO0ObOOOO0DbDUObWD420000
oboooobooboooooboooooboooosobi43booboobboooboobobobboboDoDbO.bs2

04400000000000000000O00O00O0DO0O0ODOAMO04500000000000000O0000O0O0ODOO
oooossd4600000000000DO0O0O0OODOD0OOOODOODOO.6047000DOOOODODOODOO
gbooobgooobgobs7o4800000000000ODOOODOO0ODLO0ODOODODOO.S804900000000OO
gboooboobobobooboobgsb41o0bgboobooboooobooboobobog...... 60 0 4-110
gboooboobobboboobuoobobooboobelb4120000b00DLOO0DLODOODO0ODLOODO
gboodbe3D4-1300000000D00O0DO0O0LOODOODO0ODLO0O.OMODD D21000000O00OOO
ooooboobobboboo.2sbz20b0000000b00o0b0o0bOobDbO0ob0o0bU02402300000
gboooboobobbooboobgoob.4b410000b00boobooboooboobuooboboobel

0420000000000000DO00O00DO0ODOOODO0ODOODO..6204-3000000D0ODODOODOODODOO



ooooboobOoe3d44000000000O0ODODOODODOODOODUODDODOG4

REFERENCES

000000000V ODOooogsSPSSO 00000000000 000EIUODODODODODOooO:Dooon
0000 000U UIDUIUIONONNONN000000000000 0000 oooo0o0ODoDODODDe201-340 OO O (20050
0000000000000 0O0O0O0OD0O0OD0O0OD: 000000000 O0O0ODOEOYUDODODODODOODOODOODOODOO:D000O
0000000 INDIN0NINONNONONONONONONONONONONOONODOO(MDODODONO.NSC96-2412-H-212-001-SSS)0 0 0:000 0O
0000000 000000000 NN0N0N0N0N0N0NN0N0N0NONOoOO152067-900 0000000 ((006a)0 0000
0000000000000 0D20:00000000000004::1-230 0000000006 DOODOOOOOOOOOOONO
goOoQOz200500000C0O000O0OCOO0O0OOOOOOOO4112-1320 D00@oO7ODODOOOOOOODOODOODOODOO:DOO
Oo0oO00O0 0000000000000 000o0000000o0oUoUoUO(https://esreedutw)d OO
O@oooMay )l D DO OOOOO: 00000 DOODOODOODOODOODOODOODOODOOOODOODOz200 000000000000
Oo0OO0OoOoOoOoOOOOOOO:DOOoOoOoOoOoOoOOoEeuOOOOOODOOOODOODOODOOS7052-590 OO0 (20060 0O
O00000@D)pOoOO0:00000 000000 Arpan, L.M. & Roskos-Ewoldsen, D.R. (2005). Stealing thunder: Analysis of the effects of
proactive disclosure of crisis information. Public Relations Review, 31, 425-433. Barton, L. (2001). Crisis in organization Il. Cincinnati:
South-Western. Barton, L. (1993). Crisis in organizations: Managing and communi- cating in the heat of chaos. Cincinnati, OH: College Division
South-Western. Benoit, W. L. (1995). Accounts, excuses, and apologies: A theory of image restoration strategies. Albany: State University of New
York Press. Benoit, W. L. (1997). Image repair discourse and crisis communication. Public Relations Review 23(2): 177-186. Benoit, W. L., P.
Gullifor, and D. A. Panici. (1991). President Reagan’ s defensive discourse on the Iran-contra affair. Communication Studies 42: 272-294. Benoit,
W. L., & Pang, A. (2008). Crisis communication and image repair discourse. In T.L. Hansen-Horn & B.D. Neff (Eds.), Public relations: From
theory to practice (pp. 244-261). Boston, Massachu- setts: Pearson. Benoit W. L. and S. L. Brinson. (1994). AT and T: Apologies are not enough,
Communication Quarterly, 42: 75-88. Benson, J. A. (1988). Crisis revised: An analysis of strategies used by Tylenol in the second tampering
episode. Central States Speech Journal, 39: 49-66. Blumstein P. W., Carssow, K. G., Hall, J., Hawkins, B., Hoffman, R., Ishem, E., Mauer, C. P.,
Spens, D., Taylor, J., & Zimmerman, D. L. (1974). The honoring of account. American Sociological Review, 40, 551-566. Bradford, Jeffrey L., and
Dennis E. Garrett. (1995). The effectiveness of corporate communicative responses to accusations of unethical behavior. Journal of Business Ethics
14: 875-892. Buller, D. B., J. K. Burgoon, A. Buslig, and J. Roiger. (1996). Testing interpersonal deception theory: The language of interpersonal
deception, Communication Theory 6: 268— 289. Burns, J. P.,& Burners, M.S.(2000). Revisiting the theory of image restoration strategies.
Communication Quarterly, 48, 27-39. Coombs, W. Timothy. (1995). Choosing the right words: The development of guidelines for the selection of
the * appropriate’ crisis- response strategies. Management Communication Quarterly 8(4): 447-476. Coombs, W. Timothy. (1999a).Information
and compassion in crisis responses: A test of their effect. Journal of Public Relations Research, 11(2), 125-142. Coombs, W. Timothy. (1999b).
Ongoing crisis communication: Planning, management, and responding. CA: Sage Publications. Coombs, W. Timothy. (2006). The protective
powers of crisis response strategies: Managing reputational assets during a crisis. Journal of Promotion Management 12: 241— 259. Coombs, W.
Timothy. (2007). Academic research protecting organization reputations during a crisis: The development and application of situational crisis
communication theory. Corporate Reputation Review 10(3): 163— 176. Coombs, W. Timothy, and L. Schmidt. (2000). An empirical analysis of
image restoration: Texaco’ s racism crisis. Journal of Public Relations Research 12: 163-178. Coombs, W. Timothy, and S. J. Holladay. (1996).
Communication and attributions in a crisis: An experimental study in crisis communication. Journal of Public Relations Research 8(4): 279-295.
Coombs, W. Timothy, and S. J. Holladay. (2002). Helping crisis managers protect reputational assets: Initial tests of the situational crisis
communication theory. Management Communication Quarterly, 16(2): 165-186. Coombs, W. Timothy, and S. J. Holladay. (2007). The negative
communication dynamic: Exploring the impact of stakeholder affect on behavioral intention. Journal of Communication Management 11(4): 300
— 312. Coombs, W. Timothy, and S. J. Holladay. (2008). Comparing apology to equivalent crisis response strategies: Clarifying apology’ s role
and value in crisis communication. Public Relations Review 34(3): 252-257. Dawar, N., & Pillutla, M. M. (2000). Impact of product — harm crises
in brand equity: The moderating role of consumer expectations. Journal of Marketing Research, 27, 215-226. Dean, D. W. (2004) Consumer
reaction to negative publicity: Effects of corporate reputation, response, and responsibility for a crisis event. Journal of Business Communication,
41, 192-211. Elliott, G., and Charlebois, S. (2007). How Mosaic-Esterhazy applied a crisis communication strategy when it suddenly had the world
' s attention. Public Relations Review 33(3): 319-325. Em Giriffin. (2006). A First Look at Communication Theory. (6rd ed). New York:
McGraw-Hill Companies. Fearn, K. (1996). Crisis communication: A casebook approach. New Jersey: Lawrence Erlbaum. Fombrun, C. J., & Van
Riel, C. B. M. (2003). The reputational landscape. Corporate Reputation Review, 1(1), 5-13. Griffin, M., Babin, B. J., & Attaway, J. S. (1991). An
empirical investigation of the impact of negative public publicity on consu -mer attitudes and intentions. Advances in Consumer Research, 18,
334-341. Griffin, M., Babin, B. J., & Darden, W. R. (1992). Consumer assessments of responsibility for product-related injuries: The impact of
regulations, warnings, and promotional policies. Advances in Consumer Research, 19, 870-877. Herr, P. M., Kardes, F. R., & Kim, J. (1991).
Effects of word-of-mouth and roduct-attributeinformation on persuasion: An accessibility-diagnosticity rspective. Journal of Consumer Research,
7(4), 454-462. Hermann, C. F. (1969). Some consequencies of crisis which limit the viability of organizations. Administrative Science Quarterly, 8,



61- 82. Hearit, Keith M. (2001). Corporate apologia: When an organization speaks in defense of itself. In Handbook of Public Relations, ed. R. L.
Heath. C.A.: Sage Publications. Huang, Y. H. (2008). Trust and relational commitment in corporate crises: The effects of crisis communicative
strategy and form of crisis response. Journal of Public Relations Research, 20(2), 297-327. Huang, Y. H., Y. H. Lin, and S. H. Su. (2005). Crisis
communicative strategies: Category, continuum, and cultural implication in Taiwan. Public Relations Review, 31: 229-238. Hwang, S.,&
Cameron, G. T. (2008). Public’ s expectation about an organization’ s stance in crisis communication based on perceived leadership and
perceived severity of threats. Public Relations Review, 34, 70— 73. Jones, E. E., & Nisbett, R. E. (1971). The actor and the observer: Divergent
perceptions of the causes of behavior. New York: General Learning Press. Jorgensen, B. K. (1996). Components of consumer reaction to company
related mishaps: A structural equation model approach, Advances in Consumer Research, 23, 346-351. Kelly, H. H. (1973). The process of casual
attribution, American Psychologist 28, 107-128. Laczniak, R. N., DeCarlo T. E., & Ramaswami, S.H. (2001). Consumer perceptions of the
diagnosticity of negative word-of-mouth communication: An attribution theory perspective, Journal of Consumer Psycho- logy, 11 (1), 57-73.
Lerbinger, O. (1997). The crisis manager facing risk and responsebility. NJ: Lawrence Erlbaum Associates. Morley, D. (1980). The nationwide
audience: Structure and decoding. London: British Film Institute. Parasuraman. A., V. A. Zeithaml. and L. L. Berry. (1988). Servqual : A
multipleitem scale for measuring consumer perceptions of service quality. Journal of Retailing 64: 12-40. Pauchant, T. C., & Mitroff, L. I. (1992).
Transforming the crisis-prone organization. Preventing individual, organizational and environmental tragedies, Jossey Bass Publishers, San
Francisco. Petty , R. E., & Cacioppo, J. T. (1986). Communication and persuasion: Central and peripheral routes to attitude change. New York:
Springer-Verlag. Ray, S. J. (1999). Strategic communication in crisis management: Lessons from the airline industry. Westport. Connecticut:
Quorum Books. Reichart, J. (2003). A theoretical exploration of expectational gaps in the corporate issue construct. Corporate Reputation Review,
6(2), 58-69. Sen, F., & Egelhoff, W. G. (1991). Six years and counting: Learning from crisis management at Bhopal. Public Relations Review, 17(1),
69-83. Sheldon, C. A., & Sallot, L. M. (2009). Image repair in politics: Testing effects of communication strategy and performance history in a faux
pas, Journal of Public Relations Research, 21(1): 25-50. Siomkos, G. J., & Kurzbard, G.. (1994). The hidden crisis in product harm crisis
management. European Journal of Marketing, 28(2), 30-41. Stockmyer, J. (1996). Brands in crisis: Consumer help for deserving victims, Advances
in Consumer Research, 23, 429-435. Sturges, D. L. (1994). Communication through crisis: A strategy for organizational survival. Management
Communication Quarterly 7(3): 297-316. Hwang, S. & Cameron, G. T. (2009). The estimation of a corporate crisis communication. Public
Relations Review 35: 136— 138. Ulmer, R.R., Seeger, M. W., Sellnow, T.L. (2007). Post-crisis communication and renewal: Expanding the
parameters of post-crisis discourse.” Public Relations Review 33(2):130-134. Ware, B. L., & Linkugel, W. A. (1973). They spoke in defense of
themselves: On the generic criticism of apologia. Quarterly Journal of Speech 59: 273-283. Wartick, S. (1992). The relationship between intense
media exposure and changes in corporate reputation, Business & Society 31, 33-49. Weiner, B. (2006). Social motivation, justice, and the moral
emotions: An attributional approach, Lawrence Erlbaum Assocaites, Inc., Mahwah, NJ.



