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ABSTRACT

This study empirically examines the relationship among crisis situation, crisis response strategies and effect of crisis response

strategies. In the study, crisis situation was defined by Bradford and Garrett’s typology of crisis situations, strategy by Huang et al.

’s image repair theory, and effect by Wu yi-jen’s definitions of social efficiency. Besides of the relationship among crisis situation,

crisis response strategies and effect of crisis response strategies, the study also examines the relationship among crisis situation

variables, crisis responsibility, and effect by Coombs and Holladay’s SCCT. SCCT is considered in selecting crisis response

strategies to protect an organization’s reputation and SCCT is premised on matching the crisis response to the level of crisis

responsibility attributed to a crisis. The result was as followed: 1. The level of evidential reveal is an important variable which affects

image repair strategies of organization choice. 2. Crisis severity is an important variable which influences the effect of crisis response

strategies. 3. Performance history is an important variable to influence organizational reputation. 4. The relationship between crisis

situation variable and effect of crisis response strategies occur across a range of crisis responsibility. 5. People’s angle correlates

closely with TV station’s angle. 6. Different crisis events have different crisis responsibility attributed to a crisis.
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