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ABSTRACT

Based on the rhetorical perspective, the study adopted Bradford and Garrett’s (1995) corporate communication response model, as

well as Benoit’s image restoration strategies(1997) as the analysis framework to explore the correlation among the crisis contexts,

crisis response strategies and the effects of strategies of Chou, His-Wei and Jason Hu during the magistrate election in 2005. The

study chose six of Chou and Hu’s crisis events to analyze response strategies by means of context analysis and in-depth

interview.To begin with, working up Choa and Hu’s six crisis events from the news coverages. After casting the crisis response

strategies from the news coverages, the study interviews the staff of two candidates to increase the reliability.Through the

commentaries, advice column, and in-depth interviews of reporters, the study explored the media effects upon the candidate’s

response strategies. There are some findings in this research: 1.Using of crisis response strategies is effected by the survey of public

opinion result of candidate.2.Reducing offensiveness is the body of the response strategies in campaign crisis.3.Aside from the

existing strategies, the study found new crisis response strategies that including playing the role of victim.4.There are less agreement

situateion during magistrate election.5.The crisis context relating with crisis response, Bradford and Garrett’s corporate

communication response model, can not apply to all crisis event.
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