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Research Article

How Uncertainty Affects an Organization’s
Reputation during Crises

Hui-Chung YAO, Yu-Bin LAI, Ching-Hung LIN, I-Ling LING

Abstract

Based on the emotion-cognition dual-factor model of crisis communication,
this study aimed to investigate the interactions and consequences of uncertainty-
invoked cognition and emotion. The research results not only verified that
uncertainty affects the reputation of the organization but also showed how
uncertainty affects the reputation of the organization. The main findings
included the following: 1) fear affects anger through risk perception; 2) risk
perception affects responsibility through anger; 3) fear triggers risk perceptions,
while anger triggers responsibility perceptions; 4) an organization seeking to
repair its image/reputation should focus on public perceptions of risk and
responsibility; and 5) cognitive-oriented and emotional-oriented modes exist
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both simultaneously and alternately. The findings of our study contribute to
crisis communication theories and have managerial implications, suggesting
that a crisis response strategy based on the target audience’s perceptions of risk
could foster public-centered thought about crisis communication.
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