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ABSTRACT

This study uses Corporate Communicative Response Model advanced by Bradford and Garrett (1995) and Image Restoration

Strategies advanced by Huang et al. (2005) as its analytical framework to treat of the correlation among crisis situation, crisis

response strategies, and image restoration effects of Taiwan High Speed Rail (THSR). To aim at different kinds of crises happened

in THSR, Content Analysis, Experimentation, and Quantitative Research are used in this study to explorer the crisis response

strategies, which are inclined to be adopted by THSR, and their image restoration effects. On the other hand, aiming at different

crisis situations sensed by survey participants inquires whether there is any statistically significant difference among image restoration

effects adopted by THSR and that among appraisals of crisis response strategies adopted by THSR which come from survey

participants with different backgrounds. The main findings of this study are: 1. THSR most often uses the "concede" strategy among

its crisis response strategies. 2. The "concede" strategy is the best response strategy, and is suitable for common situation. 3. The 

“transfer” strategy possesses the characteristics of high level of language preferred by Chinese culture and resorting to indirect

communication. Its organizational image restoration effect is also good next the "concede" strategy. 4. Adopting “no response”

strategy will result in the worst organizational image restoration effect.
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