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ABSTRACT

This research adopts the experimental approach to collect information regarding Mainland imports of Taiwan manufactured

melamine tainted milk crisis as the study case, and furthermore, explores the perception gaps as well as crisis communication effects

stemmed from organization and audience situation awareness, the strategies and expectation cognitions.

 Crisis countermeasure strategy serves as the variable to be manipulated and there are four teams concurrently existed. Findings of

this research revealed that: 1.There had been four countermeasure strategies within this research (denial, excuse, rationalization and

concession) which would pose significant differences toward tester’s crisis communication effect. Suppose the organization assumes 

“concession strategy” whereas this could turn out to be more positive in the context of crisis communication effect. Nonetheless

testers would be highly susceptible to interpretation with less anger exhibition, more positive for the organization reputation and less

negative image created from “word-of-mouth”. Nevertheless, if it adopts “denial”, “excuse” and “rationalization”

strategies, then all the organization would get in return would be negative aspects from four of the crisis communic-ation effects

emanated in anger, less susceptible to interpretation, organization reputation tarnishing and negative responses from word-of-mouth.

2. In the situational awareness gap aspect, the smallest gap was found for the situational awareness gap of the testers who agreed to

situational tests. 3. In the strategy cognitive gap aspect, the most significant one was the using of the concession strategy. 4. In the

expectation cognitive gap aspect, the most significant one was also the using of the concession strategy.

Keywords : Melamine、Situational awareness gap、Strategy cognitive gap、Expectation cognitive gap、crisis communication

effects
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