
SITUATIONAL CRISIS COMMUNICATION THEORY THESIS

This dissertation examines the effects of fan-enacted crisis communication in Theory or Timothy Coombs's () Situational
Crisis Communication Theory.

It is the unexpected nature of events that creates a crisis Cutlip, Center and Broom  Sympathy, anger and
schadenfreude are identified as the most important emotions from Attribution Theory for application to
post-crisis communication Coombs and Holladay  Fearn-Banks 2 defines a crisis as a major occurrence with a
potentially negative outcome affecting an organization, company or industry, as well as its publics, products,
services or, good name. I used my project report that semester to explore the SCCT. These threats need to be
anticipated, understood and planned for Regester and Larkin 2. A double-crisis is a crisis, where the original
crisis is superposed by a communications-crisis, as the organization fails in managing the communication
processes that should have contributed to the handling of the original crisis. Each corporate actor exists within
a complex web of relationships with other organizations that can stimulate, constrain, or challenge its actions
Allen and Caillouet  Cornelissen explains the concept of stakes in Freeman s definition as the interest or share
that individuals or groups have in an organisation, and that these interests or shares might be varied  Coombs
does not devote much attention to this central issue of differentiated stakeholder attributions in his research,
but treats stakeholders as if they were one big homogeneous group Johansen and Frandsen  Could it really be
that simple? The applied research in this book should make crisis communication more effective. Audiences
may react negatively to messages about what a great company we are in the face of the audience s primary
concern for the deeper meaning of the crisis impact Sturges  It is crucial that organizations consider how they
might be labelled or perceived by the outside world; given the CM actions they are considering Pearson and
Mitroff  What is actually said during a crisis has serious ramifications for the success of the CM effort. If
management can detect and act upon these signals, then many crises can be prevented before they occur,
which is the best possible kind of CM. What all crises 15 16 have in common is that if a company prepares
itself for a crisis, it has a better chance of getting some degree of control over the crisis Dilenschneider  The
model describes a reality that has been validated by independent case studies, aside from the notable research
activities of the author. Lastly, the SCCT model does not reflect in the model the possibility that a crisis may
be caused by an external agent, related or not to the organization. In fact, business crises occur daily. Finding,
cultivating and harvesting the potential success is the essence of CM. Attributions of internal locus,
controllability, and stability create the perception that the organization is responsible for the crisis. Coombs
has published widely in the areas of crisis management and preparedness, including articles in the Journal of
strategic Communication, Journal of Public Affairs, Management Communication Quarterly, Journal of
Business Communication, Journal of Communication Management, and Corporate Reputation Review.
Effective CM includes crisis communications that not only can alleviate or eliminate the crisis, but also can
sometimes bring the organization a more positive reputation than before the crisis Fearn-Banks 2. Fagerli and
Johansen explain that they strongly believe that, except in many cases of natural disaster, every crisis is
foreseeable and that the difficult part is foreseeing when the crisis will occur  Pearson and Mitroff argue that
the purpose of CM is not to produce a set of plans but to prepare an organization to think creatively about the
unthinkable so that the best possible decisions will be made in time of crisis. Another definition of crises that
captures many of the common traits other writers have used when describing crises is suggested by Coombs:
the perception of an unpredictable event that threatens important expectancies of stakeholders and can
seriously impact an organization s performance and generate negative outcomes Coombs c: 2. From the above
discussion of different crises definitions and perspectives, several factors emerge, which complicate and add to
the complexity of a crisis: Multiple groups of stakeholders involved in the crisis. Fearn-Banks definition of the
concept is as follows Crisis management is strategic planning to prevent and respond during a crisis or
negative occurrence, a process that removes some of the risk and uncertainty and allows the organization to be
in greater control of its destiny. Figure 1 Crisis responsibility and reputational threat Stemming from the
Attribution Theory where it states that people search for cause of events, especially those that are negative and
unexpected Weiner, , the SCCT, according to Coombs, predicts the reputational threat of a crisis event to the
organization. However, a systematic, integrative process of CM is a proper and attainable goal. No two crises
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are alike. SCCT advances and tests hypothesis related to how perceptions of the crisis affect the crisis
response and the effects of crisis responses on outcomes such as reputation, emotions, and purchase intention
Coombs a:  They explain that typically crises interfere with normal operations, attract external, particularly
media, attention, damage profitability, and escalate if not well handled. The three stages are general enough to
accommodate other dominant CM models, such as Mitroff s five-stage approach, and to allow for the
integration of ideas from other CM experts Coombs c: 14,  The intention is to assist the researcher to
understand better some external theoretical question or problem. Postcrisis stage: CM does not end when the
crisis ends. Virtually no crisis ever happens in isolation, and the simultaneous occurrence of multiple crises is
the norm.


