Copyrighted material of: School of Journalism and Communication, The Chinese University of Hong Kong
School of Communication, Hong Kong Baptist University (2023). Published by The Chinese University of Hong Kong Press.
ALL RIGHTS RESERVED

(EHFELEeZ2T]) () %65H (2023) - 93-124
https://doi.org/10.30180/CS.202307_(65).0005

-

WX

FAS AL RO S ) 3 o TR JEE
TEASEERE P R > DA A 2E — % A
R E B AR SR AR L B B R BCR

AR~ BHE - BB

&

KA 6 FH — 18 A% B 69 A A iE R T8 8 2 3 ] (Expectancy
Violation Theory, EVT) #& #LAL 8 K F 4 7 4 % o9 i R 42 2 £ 644
THLCERERLEBRAETB YL - EHRWMEZIHL KRR E
W AE ) 48 B 32 4 B 2 4> ¥ A& & 4E (Corporate Social Responsibility,
CSR) &K » F—EMAAHARALE —ERZSGEAN B4 —&
HREEMCSRES  HELERARBATEHOBE o

fER > & 2 R AR T A o R 5T R « /0 JLRR AR BELAE A (e
&~ BRI o FEHEL © loveatim7428 @ gmail.com
275k CEAER) - &R W 208 KRRV E T 8UR o FFCBLER - BT

PHEBAT 8 ~ A LBIAR B A B (4 - BRI S e B4R o TEE © shuchuli@nycu.
edu.tw

BREEFS - & R W] S 55 T At A 5% BT (84 BRSO A I 2E o RS LR -
AL BR B RS A B A B - B ROE SR - R S SRR o TR
inspire.hs09 @nycu.edu.tw

i SCHEAR H - 202244 1 10 B o G SCHZ A - 20234E 1 31 H o



94

Copyrighted material of: School of Journalism and Communication, The Chinese University of Hong Kong;
School of Communication, Hong Kong Baptist University (2023). Published by The Chinese University of Hong Kong Press.
ALL RIGHTS RESERVED

EgEAG2T]) . (#) £ 65H (2023)

AFRMABETRE AL BEN >4 b5 —SERAR
SELTRAE—ERZHAEDL [HHEE —ERZAE] [IKE R
H—ERZLHE] [ £4EX] (M) ABARKREOLITH - & RER
(1) ZERASERTAAETARN B X T AERBERIKBEEE - (2)
SEFRRERME RASEEERABEEHE  FHIKEERE  (3)
(B B4 2o Kok B H R bR LR & (4) &
Al E—ERRZAE |NERERAEE BV ELERLERMBER
Boom A BAlE S —ERRSE NE LR EREEER EEERYE -

Matsn t DEAGFE - ERE - AWM EREH RS R
H 22 3



Copyrighted material of: School of Journalism and Communication, The Chinese University of Hong Kong
School of Communication, Hong Kong Baptist University (2023). Published by The Chinese University of Hong Kong Press
ALL RIGHTS RESERVED

Communication and Society, 65 (2023), 93—-124

Research Article

Effects of Perceived Expectancy Violations of
Corporate Crisis Management and Corporate
Social Responsibility Strategies on Attitudes
Toward the Corporate Sector

Ting-En JIAN, Shu-Chu Sarrina LI, Te-Lin CHEN

Abstract

This study applied Expectancy Violations Theory (EVT) as the theoretical
framework to first examine the relationships between individuals’ perceived
degrees of expectancy violations and their attitudes and behavioral intentions
toward the corporate sector during a crisis. The second objective of this study
was to examine the relationships between various corporate social responsibility
strategies and their effects on individuals’ attitudes and behavioral intentions
toward corporations. In particular, consumer skepticism was examined to
determine its relationship with various corporate social responsibility strategies.
An online experimental design with five conditions was used to collect the data
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for this study. A total of 617 valid samples were collected during the online
experiment. The results showed that expectancy violation was positively
associated with individual perceived uncertainty regarding the corporate sector
and that perceived degrees of violation were negatively associated with
individual behavioral intentions regarding corporations. Furthermore, a high
consumer and causal fit campaign was found to promote positive attitudes and
behavioral intentions toward the corporate sector compared with the four other
campaigns.
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