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Reasoned action in crisis communication: An attribution theory-based approach to crisis management, by Coombs, W. T., & Holladay,

S.J., 2004, NJ: Lawrence Erlbaum Associates.

Figure 1. SCCT(Situational Crisis Communication Theory)
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Table 1. Studies on Ineffective Defensive Crisis Strategies in Korea

No. Author (year) Title
1 Kim & Cha (2014) Im‘llulence of ‘Fhe Type of Media, Crisis Respgnablllty a@d C.r|5|s Communication Strategy on
Crisis Perception and Acceptance of the Crisis Communication.
p Kim (2006) How does the organization in a crisis apologize ? : The contents of apology strategies and the
level of acceptance.
3 Kim & Choi (2015) | A Study on the Impact of “Shimcheong” on Crisis.
4 Kim (2015) Study on Moderating Effects between Crisis Communication Strategy and News Photo Type on
News Evaluation.
5 Park & Park (2011) | Sports players’ scandals and the crisis communication strategies.
6 Sung et al. (2012) The Inﬂ.uence of Crisis. History and the Type of Crisis Communication Strategy on Public’s
Perception and Evaluation.
7 Eom et al. (2013) Sports Slcandlal Typ§§ and Crisis lCorrjmumcatlon Strategies on Public Relations: An Application
of the Situation Crisis Communication Theory.
8 Yoo & Cha (2015) Influence pf Crisis Responsibility, Reputational ;risis, and ;ri_sis response strateg.ies on the Crisis
Communication Effect and Corporate reputation : Mediation Effects of Emotion.
9 | Yoon & Choi (2008) | Influence of Apology on Crisis Responsibility Attribution and Acceptance of Strategies.
10 Lee et al. (2012) Influence of Media Types on Acceptance of Crisis Communication Strategies.
11 Lee et al. (2010) The Effects of Ingratiation Strategy During Corporate Crisis.
12 Jeon & Lee (2009) | The study of crisis communication strategy for food corporate crisis management.
13 |Jeong & Chou (2012) | The effect of Stakeholder Emotions on Crisis Communications.
14 | Jeong & Kim (2013) Effeclts of Q@s Responsibility ahd Crisis Communication Strategies on Acceptance and Public
Relationship in Case of Blog Crises.
15 Jung & Lee (2013) | The Influence of Employee’s Perceived CSR on their Organizational Citizenship Behavior.
16 Cho & Lee (2009) | A Study on Apology Strategies -Do Crisis Types Matter?
17 Chen & Lee (2012) Comparative Analysis on Disaster Crisis Management Communication between Korea and
China.
18 | Choi & Choi (2013) he Effeclt .O.f §r|5|s Response ;onsehslus on the Acceptance of Crisis Responses and Crisis
Responsibility in an Industry-Wide Crisis.
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Relational dimension

Structural dimension

Cognitive dimension

* trust * network connectivity
* reciprocity * information Sharing
* solidarity * civic engagement

* shared vision & value
* social cohesiveness & participation
* mutual cooperation
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Figure 2. Research Design
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Table 3. Two types of script according to level of crisis responsibility

High level of
responsibility

Passengers Annoyed by Delay Due to Drunk Pilot
By LEE JAE-HYUN
Jun 12,2018

A leading Korean airline, Air K, is causing major controversy over its customer response after a flight
delay on June 4th. According to the official announcement of Incheon international airport, the
departure for all K-Airline’s flight to San Francisco from 5 pm to 8 pm were delayed. Air-K explained
to the waiting passengers that the delay was due to flight connection problem.

However, it turned out that the delay was actually caused by absence of the pilot who was scheduled
to fly the 5PM flight, who was hung-over from too much drinking the day before. The sudden
re-scheduling of alternate pilot caused the flight delays. Passengers who were affected by the delay
expressed great concern over this issue saying that “aside from the delay, it is absolutely absurd that
the cause was a drunk pilot! Another passenger said that it was unbelievable that the largest Korea
airline can allow such behavior of pilots. As the controversy continues Air K is blaming the individual
pilot and announced that “The pilot will be disciplined according to company regulatory measures.
However, Air K said they have no plans to compensate the affected passengers as the delay time was
less than an hour.

low level of
responsibility

Passengers Affected by Delays in flight due to AOG
By LEE JAE-HYUN
Jun 12, 2018

A leading Korean airline, most of Air Ks flights to China on June 4th after were delayed due to heavy
fog at Incheon International Airport. Starting from the 5:10 p. m flight , most of Air Ks flights to China
were held on the ground.

Different from the forecast for the day, sudden climate change caused a dense layer of fog blocking
enough flight visibility. All flights heading to china on that day were delayed for more than an hour,
making many passengers upset. Air-K announced that “flight cancellation and chain of delays were
inevitable due to the low latency warnings.” An official from Air-K explained that “the airline explains
the possible delays due to weather conditions at the point of ticket sales and it has no compensation
plan for the passengers at this time”
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* The official announcement and responses is sincere.
* The Airline is truthful in the official announcement and responses.
* The company’s official announcement and response are reliable.

Message * Official announcement and response are appropriate.

Acceptance * Official announcement and response are easy to understand.

* Official announcement and responses are sympathetic.

* Official announcements and responses are persuasive.

* Official announcements and responses are objective.

* This airline is probably a respected company in general.

* This airline is probably a company that is respected by the society.
Corpora}te * This airline is probably a socially trusted company.
Reputation

* This airline is probably a company worthy of social trust.
* This airline is probably a company that is highly regarded and praised.
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Table 5. Social Capital Measurements

Structural
dimension

* In our society, people can always freely share their opinions on and offline.

* In our society, people can always actively participate in volunteering activities if they desire.

* In our society, people can actively participate in civic organizations if they wish to.

* In our society, people can actively participate in alumni activieites if they want to.

* In our society, people can actively participate in networking activieits with people if they want to.

Cognitive
dimension

* Our society has a vision of social justice shared by majority of the people.

* Our society’s vision of social justice is well understood by majority of the people.

* Our society has universally valid value shared by majority of the people.

* Our society has universally valid value is well understood by by majority of the people.

Relational
dimension

* Our Society has well established order .

* People in our society trust each others intentions and actions in general.

* People in our society are considerate to others and are highly interested about others in general.
* People in our society can be trusted in general.

* People in our society are honest in general.

* People in our society act genuinely toward others in general.

* Our society put effort in resolving conflicts through mutual cooperation.

* In our society, decisions are made to benefit the whole society rather than an individual.

* In our society, we have well established norms and regulations.

* In our society, people are recognized for their efforts.
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Table 6. Exploratory Factor Analysis for Variables

Journal of Public Relations, Vol.23, No.2, Apr, 2019 97

Factors Items 1 2 3 4 5
ltem1 919
[tem2 925
Corporate Reputation
[tem3 .909
ltem4 .877
ltem1 914
[tem2 910
Message Acceptance
[tem3 .892
ltem4 .858
Item3 .849
Relational Dimension ltem4 .899
[tem5 .873
Item2 .873
Cognitive Dimension [tem3 .841
ltem4 .858
ltem2 .889
Structural Dimension ltem3 .887
ltem4 .832
Eigen value 5.63 3.91 2.04 1.63 1.15
% of Variance 33.09 22.99 12.00 9.56 6.75
Cumulative % 33.09 56.08 68.08 77.64 84.39
Cronbach’s a .962 .949 .888 .888 .860
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Sich, T4 A AR A S5 A9 Akl e B v et 5
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Table 7. Confirmatory Factor Analysis for Variables

Factors Item Factor Loading AVE Composite Reliability
Item1 932
Iltem2 .930
Message Acceptance .823 .985
Iltem3 .903
Item4 .862
[tem1 913
[tem2 .966
Corporate Reputation .866 .987
[tem3 941
[tem4 .900
[tem2 .859
Structural Dimension [tem3 .888 .680 .979
[tem4 716
[tem4 .820
Cognitive Dimension [tem3 .817 731 .980
[tem2 923
Iltem3 .810
Relational Dimension ltem4 .856 727 .982
Item5 .890
Model Fit.
x? = 148.693(P=0.007)
AGFI = .925, RMR = 0.26, RMSEA = 0.35, CFI = .991, TLI = .980
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Table 8. Two-way ANOVA Results
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DV Social Capital Input d.f.  |Mean Squared F P
LOR* 119.940 183.491 .000
S.tructulral Structural Dimension 1 1.847 2.825 .094
Dimension
LOR x Structural Dimension .868 1.328 .250
LOR 123.513 220.660 .000
M -
essage Cognitive Cognitive Dimension 1 9.599 17.149 000
Acceptance Dimension
LOR x Cognitive Dimension 20.932 37.395 .000
LOR 127.812 221.884 .000
Relational
gatloha Relational Dimension 1 4.633 8.044 .005
Dimension
LOR x Relational Dimension 21.161 36.736 .000
LOR 29.377 31.391 .000
S.tructulral Structural Dimension 1 458 490 485
Dimension
LOR x Structural Dimension .022 .023 .879
LOR 29.992 32.847 .000
Corporate | - Cognitive Cognitive Dimension 1 4.265 4.671 031
Reputation Dimension
LOR x Cognitive Dimension 2.945 3.225 .074
LOR 33.763 44.593 .000
Relational
elationa Relational Dimension 1 898 1.186 277
Dimension
LOR x Relational Dimension 52.530 69.379 .000
*LOR = level of responsibility
I WA= H| A R] =80 Tt Q) et of v} 25|12 HAIR] =87t A EbAlRE
Al Apo] Aolo] Aups ket Zo) vhehgy,  Be) frFo] W whs T Apio] Lhe (i
o) fpzol ek AR gt gebgom(p= = 2.30)00 ) BAH o] w2 FTHM =
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Table 9. Result of Interaction Effect between LOR and Cognitive Dimension on Message Acceptance

. Cognitive Capital LOR C_ogniti_ve M SD
o= High Dimension
31 aeeere Low
28
. high 1.30 0.49
2 25
§ high
2 22
{:: low 1.47 0.57
3 19
1.6
high 3.11 1.03
1.3
low
1
High LOR Low LOR low 2.22 0.81
Level Of Responsibility

Table 10. Result of Interaction Effect between LOR and Relational Dimension on Message Acceptance

3.4 .
Relational Capital LOR C.Ogn ItI.Ve 1% SD
3.08 Dimension
3.1 s High
...... Low
28
high 1.23 0.41
g s
g high
§ 2.2
3 low 1.52 0.60
% 1.9
1.6
high 3.08 1.08
13
low
1
High LOR Low LOR low 2.30 0.80
Level Of Responsibility
A= ZAt 2o 7F YT p = .00). £ HolA] Z5iet, ey Ao FEAIR A

7190 ol lojA= Y] = (p = 000)1} 22 g Q) 2223k WA|A o] AT RS
A 2R p = .031)0] B Fojuet FavkE  Ayprte] fojulel B3RS HtH(p = .000), #
on) PAR AR (p= 277) & KOl AT AF Apo] W AThe 7]e] AY) o] e
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Table 11. Result of Interaction Effect between LOR and Relational Dimension on Corporate Reputation

33 319 Relational Capital iti
o Lon gl o
29
¢ 2 high 1.67 077
?é& 25 high
LS low 2.40 0.98
J 2.1
- high 3.19 0.89
v low
" High LOR Low LOR low 2.23 0.81
Level Of Responsibility

Table 12. Results by Research Questions

No. Research Question Interaction Effect
1-1 When using defensive strategy, does structural social capital have significant effect on the X
interrelation between level of responsibility and message acceptance?
1-2 When using defensive strategy, does cognitive social capital have significant effect on the o
interrelation between level of responsibility and message acceptance?
13 When using defensive strategy, does relational social capital have significant effect on the o
interrelation between level of responsibility and message acceptance?
91 When using defensive strategy, does structural social capital have significant effect on the X
interrelation between level of responsibility and corporate reputation?
5. When using defensive strategy, does cognitive social capital have significant effect on the X
interrelation between level of responsibility and corporate reputation?
5.3 When using defensive strategy, does relational social capital have significant effect on the o
interrelation between level of responsibility and corporate reputation?
A% 81 wo] MRS AN 719 Wael sl hio] vk Higho] 711 el 19l FAHM -
Do W7HS ) NI A o] 52 1 2.23)9) SRRk oS Bt
T2 Q) o] w2 Aol Blstel(v = 1.67), o]l &4t Ao whE At AyE A efskAd
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Objectives

In this study, we analyzed the reasons underlying the varying results of Situational Crisis
Communication Theory (SCCT) research in Korea compared to other regions, focusing on
social capital theory.

Methods

We designed an experiment in which defensive strategies were used for different levels of
organizational responsibility and analyzed the influence of social capital (structural, cognitive
and relational aspects) on message acceptance and corporate reputation.

Results

The structural dimenstion of social capital had no effect, while the cognitive aspects had a
meaningful effect on message acceptance while relational social capital affected both
message acceptance and corporate reputation. In other words, individual level of trust
towards other members of the society influenced the effect of defensive communication. The
extent to which people in a society share common values also had a partial effect on the
effectiveness of defensive crisis communication.

Conclusions

The results indicate that critical defensive strategies based on SCCT may not be effective
universally, and the unique levels of social capital must be considered in planning for crisis
communication in different countries.
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Social Capital, Message Acceptance, Corporate Reputation.
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