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1 Introduction

Navigating a crisis is tough on any organization, but such troubles are only
compounded when a company is operating outside its comfort zone. With more and
more companies growing into multinational organizations, crises increasingly cross
national borders, requiring communication with diverse audiences with divergent
information needs, and culture-specific communication standards and values (Claeys
& Schwarz, 2016). Moving beyond its ethnocentric origins, the field of crisis
communication has the potential to provide practitioners with a truly relevant
international body of knowledge with increasing explanatory and eventually even

predictive capabilities within and across a number of national contexts.

1.1 Statement of the Problem

Crisis Communication as an academic discipline has historically been a
heavily Western-centric field of research, with a majority of the research coming from
Europe and North America. In order to align crisis communication practice and
scholarship to the reality of vast cultural differences between stakeholders across the
globe, an in-depth study of crisis communication differences across cultural settings is
essential. Crisis communication as a field is heeding this call, and a number of
scholars have started the drive to move crisis communication scholarship beyond its
Western-centric origins (Falkheimer & Heide, 2006; Schwarz, Seeger, & Auer 2016;
Ulmer & Pyle, 2016). Claeys and Schwarz (2016) recognized that any crisis
communication effort in a cross-cultural setting “would need substantial research and
knowledge about [stakeholder’s] information needs, communication habits, [and]

b

culture-specific value orientations...,” (p. 224) and emphasized the need for

international comparative research. In recent years, several prominent crisis



communication failures both by Japanese organizations abroad and international
organizations in Japan have shone a spotlight on the need for such research in the
Japanese context. The emphasis on differences between cultural approaches is not to
be taken as a dismissal of their similarities. In fact, this thesis takes the express
standpoint that communication theories should be adapted to and not reinvented for
different cultural contexts. Recognizing that Western theories are not universally
applicable does not mean they should be categorically discarded and disregarded
when considering other cultural contexts. It is, in other words, not necessary to

reinvent the wheel; one merely needs to tweak it for different territories.

1.2 Goals of this Thesis

This thesis has two primary goals. Firstly, the author hopes to show how
Japanese crisis communication reality differs from Western theory by focusing on the
differences between crisis communication strategies described and prescribed by one
of the most prominent Western crisis communication theories, Situational Crisis
Communication Theory (SCCT), and the crisis communication practices and realities
in Japan. Cultural differences between Japan and the West will be identified, and their
impact on crisis communication practices, expectations, and outcomes will be
examined. The second goal is the assessment of the impact of cross-cultural crisis
communication considerations, such as spokesperson ethnicity, language choice, and
message fit on crisis communication outcomes in Japan. With this thesis, the author
intends to contribute to the holistic body of evidence-based knowledge about crisis
communication in Japan and with Japanese audiences and aid the establishment of a

truly universal theoretical crisis communication framework.



1.3 Rationale

This thesis takes a mixed methods approach to achieving these goals. The first
section takes a qualitative and narrative approach to illustrate the relevance of culture
to crisis communication reality in Japan and in the Japan-Western cross-cultural
context. Two qualitative case studies provide real-life examples of the variable of
culture and simultaneously aid in refining the research questions and hypotheses for
the quantitative portion of this thesis. The second section takes a traditional
quantitative approach to testing the hypotheses and answering the refined research

questions established in section one.

1.4 Overview of the Thesis

Chapter 2 introduces the state of the art of crisis communication and reviews
relevant cross-cultural and international aspects of the field. Chapter 3 provides an
introduction to the main theories in which this thesis is grounded. SCCT and
Rhetorical Arena Theory (RAT) are introduced, and their theoretical underpinnings
are discussed. Chapter 4 provides an overview of the psychological, socio-cultural,
and organizational context of Japan and its effects on communication practices in
general. Chapters 5 and 6 constitute the qualitative section of this thesis and illustrate
the impact of the cultural differences identified in chapter 4 on real-life crisis
communication situations. Chapter 5 examines the case of Olympus Corporation’s
struggles with cross-cultural crisis communication differences. This chapter focuses
on a Japanese company communicating with a Western audience. Chapter 6
introduces the case of McDonald’s Japan, whose Western chief executive officer
(CEO) encountered considerable difficulties when attempting to address two crisis

situations with a Japanese audience. Chapter 7 investigates the impact of crisis type



and message content on perceived corporate reputation, while chapter 8 focuses on
the influence of spokesperson ethnicity and language choice on both spokesperson
and corporate reputational outcomes. Chapter 9 concludes this thesis with final

thoughts and future research directions.



2 Culture and Crisis Communication

Any meaningful discussion of cultural differences in crisis communication,
needs to be preceded by an attempt to define what this concept entails. This requires a
closer look at the two main elements, crisis communication and culture. This chapter
will provide a detailed introduction of both crisis communication in general and

international and cross-cultural crisis communication in particular.

2.1 Crisis Communication
2.1.1 What Constitutes a Crisis?

A first comprehensive definition was provided by Pearson and Clair (1998)
who describe a crisis as “a low-probability, high-impact event that threatens the
viability of the organization and is characterized by ambiguity of cause, effect, and
means of resolution, as well as by a belief that decisions must be made swiftly” (p.
60). W. Timothy Coombs (2014) describes a crisis as “the perception of an
unpredictable event that threatens important expectancies of stakeholders related to
health, safety, environmental, and economic issues, and can seriously impact an
organization’s performance and generate negative outcomes” (p. 3). Two key features
shared by several of the abundant and often diverse definitions of the term crisis are
its unpredictable and non-routine nature and potential for strongly negative outcomes
(For a detailed overview over the various definitions of crisis, see Pratt, 2012).

Crises have the potential to tarnish an organization’s good name and damage
the relationship with its stakeholders (Coombs, 2007a). This is especially true for
internationally active companies. Increased media interest in their actions, different
sets of public expectations, as well as differing complex economic and political

systems, expose these companies to an increased risk of experiencing a crisis. No



matter how much effort an organization puts into risk management, it is inevitable

that the organization will eventually offend someone (Hearit, 2006).

2.1.2  Defining Crisis Communication

The field of crisis communication is vast and ranges from crisis
communication by individuals on the one hand to the national level on the other. It
covers a multitude of topics, including political crises, natural disasters, health crises,
and terrorism, to name a few. This thesis will focus on the flourishing field of
organizational crisis communication. Any further discussion of the term crisis
communication will focus primarily on corporate aspects of the topic, and the
discussion of overarching theories will be limited to their applicability to
organizational crisis communication. Crisis communication is often defined as a key
element of crisis management due to its essential role throughout the different stages
of crisis management (Coombs, 2010a). Even before a crisis erupts, crisis
communication encompasses the collection of information from various sources about
potential problems, the mitigation of detected risks, and efforts to be ready if
prevention fails (Coombs, 2014). Communication, once the crisis has begun, includes
disseminating messages that help protect stakeholders from physical and emotional
harm and mitigating the crisis fallout in terms of reputational damage. In the
aftermath of a crisis, crisis communication focuses on allowing the organization to
return to normal operations while attempting to learn from what has happened
(Coombs, 2014). An effective crisis communication effort can aid victims and protect
and restore the damaged image of the offending organization. Lackluster efforts, on
the other hand, can further exacerbate the negative impact on an organization and its

stakeholders (Coombs, 2006, 2010b).



Other scholars attribute an even greater significance to crisis communication.
Hearit and Courtright (2004) assert that “crises are terminological creations conceived
by human agents, and consequently, are managed and resolved terminologically. As
such, instead of being one component, communication constitutes the quintessence of
crisis management” (p. 205). This social constructionist view of crisis communication
emphasizes that crisis meaning is negotiated through communication processes
between crisis actors (Frandsen & Johansen, 2017). If we see crisis meaning as
socially constructed, we have to take into consideration the cultural context that
defines how different audiences make sense of the world. If crisis reality is not
knowable as an absolute truth but a terminological creation, then we cannot
reasonably assume that all audiences will agree on causes of crises and make similar
attributions of responsibility. This view of crises leads us to not only examine cultural
differences in the use and evaluation of crisis response strategies (CRS) but also in the

assessment of the crisis situation itself.

2.1.3 The Development of Crisis Communication

Early research in the field of crisis communication was heavily dominated by
case study research (An & Cheng, 2010). Here, researchers focused on the
organizations, and what and how they communicated during a crisis (Frandsen &
Johansen, 2010a). These rhetorical or text-oriented studies emerged as the most
widely used approach to crisis communication during this time (Frandsen & Johansen,
2017). Application of the rhetorical approach led to the development of typologies of
crisis communication strategies such as Benoit’s Image Restoration Theory (IRT;
1995) and Hearit’s (2006) work on corporate apologia. Research on account giving
and apologia helped researchers identify strategies ranging from accommodative

rebuild strategies (compensation and apology), over diminishing strategies (excuse



and justification), to deny strategies (attack the accuser, denial, and scapegoating;
Coombs, 2007a). More recently, primarily evidence-based studies have shifted the
focus of crisis research from the organization to its stakeholders (Coombs, 2010a).
Aiming to predict audience reactions to crisis response messages and make
appropriate recommendations, this more formal approach is replacing case studies
with quantitative methodologies. Key questions posed are “(1) how people perceive
the crisis situation, (2) how they react to [CRS], (3) how they perceive the
organization in crisis, and (4) how they intend to behave toward the organization in
crisis in the future” (Coombs, 2010b, p. 721). SCCT by Coombs (2007a) draws on
attribution theory to match CRS with audience perceptions. For a detailed overview of
SCCT, see chapter 3. Other approaches are increasingly complex. For example, an
adaption of Contingency Theory to the crisis communication context (Pang, Jin, &
Cameron, 2010) utilizes a wide array of thematic contingency factors to determine
organizational conflict positioning, ranging from advocacy to accommodation.

Much work has been done to create frameworks to classify the stages of a
crisis. Three-stage (Coombs, 2010a; Smith, 1990), four-stage (Fink, 1986; Myers,
1993), and five-stage models (Pearson & Mitroff, 1993) have been developed. The
three-stage model preferred by Coombs (2010a) will be adapted to facilitate a
structured discussion throughout the qualitative section of this thesis. Coombs (2010a)
views crises as consisting of three stages: the pre-crisis phase, the crisis response
phase, and the post-crisis phase. During the pre-crisis stage, an organization should be
ever vigilant for early warning signs of a potential crisis. Crisis management teams
and crisis response plans should be prepared with the intention of preventing what can
be prevented and making the best of crises that do occur. The crisis response phase

takes place when the crisis manifests. This is a critical stage, and containment efforts



aim to minimize organizational and stakeholder damage (Coombs, 2014). The post-
crisis phase is when the organization attempts to return to normal (Coombs, 2007d).
Here crisis managers should reflect on the lessons learned throughout the crisis
(Coombs, 2014) and foster crisis resilience through organizational changes and
renewal (Ulmer, Seeger, & Sellnow, 2007). An organization should emerge from the
crisis having become different and better through a learning experience. These
changes and improvements can be a strong signal to stakeholders and the public that
the organization “gets it” (Heath, 2010), and that similar issues will not occur again.
This is especially true when corporate wrongdoing was the cause of the crisis.

While various theories exist on which crisis communication strategies best fit
which situations, crisis communication scholars agree on three key guidelines for the
crisis response phase: “(1) be quick, (2) be accurate, and (3) be consistent” (Coombs,
2007d, p. 6; 2014). If the organization fails to establish itself as a source of
information at the onset of the crisis, the news media will quickly turn to anyone
willing to speak about the crisis (Coombs, 2007d; Lerbinger, 1997). Thus, initial
crisis information could be potentially inaccurate or even intentionally inflammatory
(Coombs, 2006). The crucial first days or even hours of a crisis, which are when
many initial opinions are formed, should see the organization fulfill the public
demand for information and begin to shape audience perceptions (Sen & Egelhoff,
1991). Failure to speak up signals a lack of control and wastes an opportunity to drive
the narrative (Coombs, 2014; Hearit, 1994). Overall, crisis communicators should
keep in mind that unsuccessful crisis communication strategies can, in fact,
exacerbate negative crisis effects, while a well-executed response effort can protect

and restore a tarnished image (Coombs, 2010b).



2.2 Crisis Communication and Culture

Cultural differences can affect crisis communication efforts in several ways.
Much research has been done concerning the impact of organizational culture on how
organizations and their members communicate (e.g., Pepper, 1995; Ray, 1999).
Organizational culture, and through it, national culture, influences organizations’
communication behaviors during reputational crises (A. M. George, 2011; Ray, 1999;
Yu & Wen, 2009). Culture impacts “whether an organization takes responsibility,
offers an excuse, or places blame somewhere else” (Stephens, Malone, & Baliley,
2005, p. 395; Ray, 1999). Ray (1999) urges organizations to consider the “fit of the
organization’s culture with the culture of its external stakeholders”, emphasizing the
need for “sensitivity to cross-cultural communication differences” (p. 22).

On the message receiver side, culture can impact not only how audiences
evaluate crisis communication messages (Lingley, 2006; Takaku, Lee, Weiner, &
Ohbuchi, 2005; Tyler, 1997), but also how they assess a crisis situation in the first
place (Shaver & Schutte, 2001). In addition, audiences with different cultural
backgrounds can have diverse needs regarding the manner and form of crisis
communication messages. Conventions for media, genre, and text choices, as well as
spokesperson selection, can differ vastly across cultures (Frandsen & Johansen,
2010a). Culture is clearly relevant to the field of crisis communication, but before we
can engage in a more in-depth discussion about cultural differences in crisis

communication, we have to tackle the task of defining the elusive term culture.

2.2.1 Defining Culture
With what seems like thousands of different definitions and delineations
across and within numerous fields of research, attempting to find a universal

definition for the term culture seems impossible. Alvesson (2013) succinctly
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summarizes the problem with culture: “Culture is a tricky concept as it is easily used
to cover everything and consequently nothing” (as cited in Frandsen & Johansen,
2017, p. 123). This inherent malleability of the term culture can be both a curse and a
blessing. It allows researchers to find, within the myriad of different definitions, the
one that most closely fits their needs, or even daringly add their own to the fray.
However, that same ease of choosing a good fit for one’s own study can make
comparing culture-centered studies difficult. The following section provides a brief
and non-exhaustive overview of how the term culture is used by crisis communication
scholars, and how the term will be defined for the purpose of this thesis.

Hofstede (2001) describes culture as “the collective programming of the mind
that distinguishes the members of one group or category of people from another” (p.
9). Hofstede (2001) takes a functionalist approach to culture and defines national
cultures along five dimensions: (1) power distance, (2) uncertainty avoidance, (3)
individualism / collectivism, (4) masculinity / femininity, and (5) long-term / short-
term orientation. This approach has garnered some criticism in recent years as being
methodologically flawed and suffering from ‘“national cultural determinism”
(Frandsen & Johansen, 2017, p. 124). Nevertheless, Hofstede’s cultural dimensions
are a frequent staple of crisis communication studies focusing on cultural differences
(e.g., An, Park, Cho, & Berger, 2010; Haruta & Hallahan, 2003; Low, Varughese, &
Pang, 2011; Taylor, 2000).

Other scholars take an “interpretive or symbolic approach” to culture,
emphasizing shared meaning construction through communication (Frandsen &
Johansen, 2017, p. 125). This perspective interprets culture as a product of
communicative activities and processes within groups, which stands in contrast to the

functionalist perspective and its view of culture in terms of psychological processes
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(Frandsen & Johansen, 2017).

This thesis focuses on national culture as the unit for investigation. It goes
without saying that any investigation of culture at the national level is inherently
reductive. Nations are diverse, and even for Japan, long hailed as mono-ethnic and
culturally homogeneous (tan’itsu bunka; Tsuneyoshi, 2004)!, the national culture
level approach leads to an inevitable loss of nuance. However, having acknowledged
its drawbacks, let us move on to the defense of the investigation of culture at the
national level.

First, national culture can be seen as the background or foundation from which
other cultural contexts emerge or by which other contexts are framed. This is not to
dismiss the importance of organizational culture, or the often-considerable differences
between disparate groups within national units; rather it means to recognize the
importance of national culture as the foundation of and background for organizational
culture and attitudes (A. M. George, 2012; Kim & Kim, 2010). Organizational culture,
for example, is always influenced by the national culture of its leaders and employees.
Secondly, a focus on organizational culture or the specific cultural characteristics of
just one stakeholder group would pose considerable methodological and practical
challenges and is beyond the scope of this thesis. In conclusion, the admittedly

somewhat reductive approach of focusing on national culture does not seek to dismiss

! Japan as a mono-ethnic nation defined by cultural homogeneity is a staple of
nihonjinron (see section 4.6.2. “Japanese Cultural Identity and Perception of the
‘Other’”’). However, several scholars have begun to challenge the view of Japan as
lacking diversity (see DeVos & Wagatsuma, 1996; Hicks, 1997; Weiner, 1997, as

cited in Tsuneyoshi, 2004).
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the importance of other contextual considerations but merely aims to provide a first
step or rough framework from which more detailed investigations can be launched

and which can be refined over time.

2.2.2  Defining International and Cross-Cultural Crisis Communication

Culture is the bedrock of human communication, yet, it has only become a
true focus of communication studies within the last 50 years (Rogers, 1994). The
public relations field began to embrace culture as a relevant factor around the turn of
the millennium (Frandsen & Johansen, 2010a). And while it remains somewhat less
ubiquitous in crisis communication research, international crisis communication and
cultural context considerations are being increasingly recognized as a worthy and
fertile new avenue in the field (Coombs, 2008; Falkheimer & Heide, 2006; Frandsen
& Johansen, 2010a; Lee, 2005a; Schwarz et al., 2016). In 2005, Lee (2005a)
described international crisis communication as “underdeveloped, if not undeveloped,
[reflecting] either insensitivity or ethnocentrism in the current crisis communication
field” (p. 286). Indeed, in 2007, the second edition of one of the most influential
volumes on crisis communication, Coombs’ Ongoing Crisis Communication, made
only a single mention of culture (Frandsen & Johansen, 2010a).

A gradual shift in attitudes is, however, becoming evident (Frandsen &
Johansen, 2017). In 2010, Coombs, Frandsen, Holladay, and Johansen wrote: “Crises
are increasingly becoming international [...]. Yet we know little about the effects of
the international context on crisis communication. How does the international context
affect crisis communication?” (p. 343). In the same year, The Handbook of Crisis
Communication (Coombs & Holladay, 2010) dedicated an entire section, “Part IV
Global Crisis Communication”, to crises occurring in different cultural contexts. In

2016, Schwarz, Seeger, and Auer published The Handbook of International Crisis
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Communication Research, illustrating the rising importance of cultural context in the
field. However, despite the increasing interest in culture, “the state of research in
international crisis communication is still limited in quantity and scope” (Schwarz et

al., 2016, p. 3).

Table 2-1 Categories of International and Cross-Cultural Crisis Communication
Research based on Schwarz (2013) and Schwarz et al. (2016)

Cross-national or cross-cultural crisis communication

National and/or cultural Yes No

context as explaining

variable

Yes I. International-comparative or cross- | II. Comparative crisis communication
cultural-comparative crisis research
communication research

No III. International or cross-cultural IV. Context-specific or country-specific
crisis communication as object of crisis communication (research)
study

Schwarz (2013) classified the field of international crisis communication by
taking into consideration two aspects. The first aspect is whether “national or cultural
context factors [are utilized] as independent or explaining sets of variables” (Schwarz
et al., 2016, p.3). The second aspect is whether a cross-national or cross-cultural
component is present. Table 2-1 introduces the resulting four types of international
crisis communication research. A critical view places most existing international
crisis communication research squarely in category IV, being limited to a single
country and primarily “using some kind of framework or theory that was developed
by Western-based scholars” (Schwarz et al., 2016, p. 4). Yet, the importance of
investigating the fundamental applicability of Western theories and frameworks in
this way should not be underestimated. While some research in categories Il and IV
suggests their potentially broader applicability with some adjustments (e.g., Huang,
Lin, & Su, 2005; Romenti & Valentini, 2010; Lee, 2005b), a claim to universality
remains far from being well established. Some evidence points in the direction of a

considerable impact of cultural differences on crisis communication (e.g., An et al.,
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2010; Drumheller & Benoit, 2004; Haruta & Hallahan, 2003; Taylor, 2000) and
shines a spotlight on the need for more research. In fact, a number of scholars are in
the process of developing distinct crisis communication frameworks for the Chinese
cultural context (e.g., Hu & Pang, 2017; Wu, Huang, & Kao, 2016).

In line with Schwarz’s (2013) typology, this thesis defines cross-cultural crisis
communication as crisis communication that crosses national boundaries or involves
senders and receivers of crisis messages from different national cultures. The studies
in this thesis are primarily located in category IV with some cross-cultural elements
but without a direct comparative component. In particular, this thesis focuses on crisis
communication efforts where the senders or receivers of crisis messages are Japanese
nationals and are, therefore, thought to be dominantly influenced by the Japanese

national cultural context.

2.2.3  Culture and Crisis Communication: Japan vs. the West

The existence of vast literature on communication differences between Japan
and the West hints at Japan being an ideal environment to examine the effect of
cultural differences in crisis communication (e.g., Barnlund & Yoshioka, 1990;
Hamilton & Sanders, 1983; Ohbuchi & Takahashi, 1994; Sugimoto, 1997;
Wagatsuma & Rosett, 1986). However, research examining such crisis
communication differences between Japan and Western countries remains somewhat
rare. Pinsdorf (1991) and Haruta and Hallahan (2003), for example, contrasted the
crisis communication strategies and public reactions for major airline disasters in
Japan and the United States. Both investigations found considerable differences in
account preferences, media strategies, and liability concerns between the two
countries. A number of scholars examined the crisis communication efforts of Tokyo

Electric Power Company (TEPCO) after the 2011 Fukushima Daiichi Nuclear Power
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Plant disaster through a cultural lens or by applying Western crisis communication
theories (Choti, J. & Lee, 2017; Cotton, Veil, & Iannarino, 2015; Pratt & Carr, 2017).
Other researchers took a cross-cultural approach. Drumheller and Benoit (2004), for
example, found significant cultural effects on perceptions of crisis communication
efforts by studying the case of the collision of the U.S. Navy submarine U.S.S.
Greenville with the Japanese fishery training boat EFhime Maru. Nine Japanese
students, teachers, and crewmembers were killed in the incident. The subsequent
crisis handling by the U.S. Navy and the Greenville’s commander, in particular, was
deemed highly inappropriate by Japanese audiences who demanded an immediate
apology. The case of the Ehime Maru is a prime example of the pitfalls of cross-
cultural crisis communication and has been further examined by Hearit (2006),
Takaku et al. (2005), and Lingley (2006). As an archetypical case of a Western
multinational failing to take into account differing crisis communication standards in
Asia, the 2006 cross-cultural crisis communication failure by the Schindler elevator
company, has been examined by several researchers (e.g., Kalbermatten, 2011;
Nottage, 2006; Rothlin & McCann, 2016). Schindler’s failure to deliver an apology
quickly and sincerely as well as its use of bolstering and ingratiating crisis
communication strategies led to the company being perceived as self-important,
unreliable, and willfully blind to Japanese cultural conventions (Kalbermatten, 2011).
However, cross-cultural crisis communication failures are not limited to Western
organizations. Japanese multinationals have experienced similar challenges. A. M.
George (2012) examined communication plans implemented by Japanese automobile
manufacturer Toyota during its 2009/2010 recall crisis finding cultural differences in
the crisis management approach. The same case had previously been explored by

Johar, Birk, and Einwiller (2010) and Neufeld (2011).
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3 Theoretical Foundations

When approaching the topic of cross-cultural crisis communication, it is
essential to acknowledge and take advantage of the outstanding foundation Western
researchers have created in the field of crisis communication research. Existing
models, born from exhaustive work by Western researchers within their own cultures,
provide international scholars with an invaluable foundation from which to launch
their empirical investigations. This study will ground its investigation in one of the
most prominent crisis communication frameworks in the field, SCCT. The SCCT
framework will serve as both the theoretical underpinnings of this study as well as the
archetype of Western crisis communication practices against which the Japanese
practices will be compared. In addition, the author will draw on RAT to incorporate

various cultural differences into an expanded crisis communication framework.

3.1 Situational Crisis Communication Theory

Timothy W. Coombs began to develop SCCT in 1995 with the goal of
illuminating “how people perceive crises, their reactions to [CRS], and audience
reactions to the organization in crisis” (Coombs, 2010a, p. 38). SCCT was created to
take crisis communication research beyond its descriptive beginnings and to
empirically test the relationships found in case study research. SCCT also constituted
a shift in perspective from a primarily sender oriented rhetorical approach to a more
audience oriented social scientific approach (Coombs, 2010a). Audience oriented
crisis communication research aims to examine audience “perceptions and reactions”
in crises and how these “perceptions and reactions” can be altered (Coombs, 2010a, p.
37). Grounding his work in Weiner’s (1986) attribution theory, Coombs extended

previous work on crisis communication strategies based in apologia and account
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giving such as Benoit’s (1995) IRT. SCCT recommends that organizations should
adjust their crisis responses in accordance with how much the audience blames the
organization for what has happened (i.e., perceived crisis responsibility), as crisis
communication strategies are most effective when they match the perceived crisis
type (Coombs & Holladay, 1996; Coombs, 1998, 2014). To determine the level of
crisis responsibility likely to be attributed to the organization by its stakeholders,
Coombs utilizes a two-step approach (Coombs, 2007a).

First, the theory assigns the crisis to one of three primary clusters: (1) the
victim cluster (crises harming both the organization and its stakeholders and eliciting
weak attributions of responsibility), (2) the accidental cluster (crises arising from
unintentional actions by the organization and eliciting minimal attributions of
responsibility), and (3) the preventable cluster (crises involving intentional
inappropriate or illegal actions or risks for the stakeholders and eliciting strong
attributions of responsibility; Coombs & Holladay, 2002; Coombs, 2007a). In the
second step, touching upon Kelley’s (1973) work on covariance in attribution,
Coombs (2007b) adjusts the initial responsibility assessment by incorporating the
quality of the audience’s prior relationship with an organization (equivalent to
Kelley’s dimension of distinctiveness) and an organization’s crisis history (equivalent
to Kelley’s dimension of consistency) as intensifying factors.

After the level of perceived responsibility has been determined, CRS are
matched with crisis types through their perceived level of responsibility acceptance;
higher levels of crisis responsibility require more accommodative and responsibility-
accepting strategies (Coombs, 2007a). Table 3-1 provides a list of CRS utilized by
SCCT, and Table 3-2 summarizes the key recommendations made by SCCT.

Table 3-1 SCCT CRS (Coombs, 2007a, p. 170)
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Primary crisis response strategies

Deny crisis response strategies
Attack the accuser: Crisis manager confronts the person or group claiming
something is wrong with the organization.
Denial: Crisis manager asserts that there is no crisis.
Scapegoat: Crisis manager blames some person or group outside of the
organization for the crisis.
Diminish crisis response strategies
Excuse: Crisis manager minimizes organizational responsibility by denying
intent to do harm and/or claiming inability to control the events that triggered the crisis.
Justification: Crisis manager minimizes the perceived damage caused by the crisis.
Rebuild crisis response strategies
Compensation: Crisis manager offers money or other gifts to victims.
Apology: Crisis manager indicates the organization takes full responsibility for the crisis and asks stakeholders
for forgiveness.

Secondary crisis response strategies

Bolstering crisis response strategies
Reminder: Tell stakeholders about the past good works of the organization.
Ingratiation: Crisis manager praises stakeholders and/or reminds them of past good works by the organization.
Victimage: Crisis managers remind stakeholders that the organization is a
victim of the crisis too.

Table 3-2 SCCT Crisis Response Strategy Guidelines (Coombs, 2007a, p. 173)

Informing and adjusting information alone can be enough when crises have minimal attributions of crisis
responsibility (victim crises), no history of similar crises and a neutral or positive prior relationship reputation.
Victimage can be used as part of the response for workplace violence, product tampering, natural disasters and
rumors.

Diminish crisis response strategies should be used for crises with minimal attributions of crisis responsibility
(victim crises) coupled with a history of similar crises and/or negative prior relationship reputation.

Diminish crisis response strategies should be used for crises with low attributions of crisis responsibility (accident
crises), which have no history of similar crises, and a neutral or positive prior relationship reputation.

Rebuild crisis response strategies should be used for crises with low attributions of crisis responsibility (accident
crises), coupled with a history of similar crises and/or negative prior relationship reputation.

Rebuild crisis response strategies should be used for crises with strong attributions of crisis responsibility
(preventable crises) regardless of crisis history or prior relationship reputation.

The deny posture crisis response strategies should be used for rumor and challenge crises, when possible.

Maintain consistency in crisis response strategies. Mixing deny crisis response strategies with either the diminish or
rebuild strategies will erode the effectiveness of the overall response.

A critical point that suggests that cultural differences might lead to a

potentially limited cross-cultural applicability of the SCCT framework is its distinctly

ethnocentric origins. Grounded in two Western communication theories, apologia and

attribution theory, and developed from and supported by U.S. experimental data,

SCCT can be seen as an exclusively Western construct. Only a limited number of

scholars have attempted to apply SCCT in non-Western contexts and established
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cultural differences in the communication theories it originated from necessitate a
closer examination of the framework’s cross-cultural validity (Claeys & Schwarz,
2016).

For example, SCCT makes no mention of fundamental cultural differences in
responsibility attribution. Various scholars have identified significant differences in
mechanisms of responsibility attribution across cultures (Choi, I., Nisbett, &
Norenzayan, 1999; Hamilton & Sanders, 1996; Shaver & Schutte, 2001; Zemba,
Young, & Morris, 2006). Therefore, choosing an appropriate crisis response strategy,
which matches the perceived responsibility attribution of a given audience,
necessitates a clear understanding of cross-cultural variations in responsibility
attributions. As SCCT was refined, key elements of attribution theory were tested and
dismissed as having little influence on reputational outcomes in experimental settings.
Coombs and Holladay (2002) found the personal control dimension of attribution
theory to be isomorphic with crisis responsibility and Coombs (1998) dismissed
external control as not contributing significantly to explanations of crisis
responsibility. This dismissal, while backed with robust findings, is a dismissal based
solely on U.S. study participants and is therefore of dubitable validity when examined
through a cross-cultural lens. This raises several questions. Would empirical testing
with subjects from other cultural backgrounds have resulted in the same dismissal of
attribution dimensions as irrelevant to SCCT? Moreover, might other non-Western
responsibility attribution considerations affect SCCT? However, not only the
responsibility attribution aspects of SCCT might be subject to cultural variation. A
number of researchers have also found considerable cultural differences in account
preferences (Hamilton & Hagiwara, 1992; Itoi, Ohbuchi, & Fukuno, 1996; Takaku,

2000). Therefore, perceptions of what are considered appropriate CRS could also be

20



subject to cultural variation. This poses the question: Do cultural differences in
account giving necessitate adjustments to crisis response recommendations made by

SCCT?

3.2 Rbhetorical Arena Theory

For a well-rounded look at cross-cultural crisis communication for the
Japanese context, we have to move beyond what is considered in the SCCT
framework and examine how and by whom crisis messages are delivered in Japan.
Significant differences can exist across cultures in context, media, genre, and text
choices, as well as spokesperson preferences (Frandsen & Johansen, 2010a). Such
differences can originate from different media environments and responsibility
attribution patterns, homophily and language considerations, as well as culture
specific idiosyncrasies of crisis management conventions. RAT, a more recent crisis
communication framework, addresses these diverse communication needs.

RAT takes a multi-vocal approach to crisis communication and explicitly
recognizes the importance of cultural differences to crisis communication (Frandsen
& Johansen, 2017). When a crisis emerges, a rhetorical arena is formed, where
various groups and individuals interact and communicate. RAT aims to examine the
“communicative complexity” of the crisis arena and “to identify, describe, and
explain patterns within the multiple communication processes taking place” (Frandsen
& Johansen, 2017, p. 142). RAT uses the term arena to illustrate how various voices
“struggle with each other regarding interpretation of not only the crisis itself, but the
handling of it.” (Frandsen & Johansen, 2017, p. 142). This terminology conjures up

images of voices engaged in a metaphorical battle over definitional hegemony.
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The model differentiates between two levels of analysis, the macro- and the
micro-level. On the macro-level, RAT takes inventory of the various complex and
divergent voices speaking up throughout a crisis, allowing an observer to construct a
diagnostic map of the arena (Frandsen & Johansen, 2010a). On the micro-level, RAT
examines the “individual communicative processes between a sender and a receiver in
the rhetorical arena, showing how this process is mediated by four parameters: context,
media, genre, and text” (Frandsen & Johansen, 2010a, p. 563).

Context “consists of a specific set of internal or psychological and external or
sociological contexts that ‘filters’ each individual communicative process” (Frandsen
& Johansen, 2017, p. 150). The sociological context, in turn, consists of three sub-
units, the national cultural context, the organizational context, and the situational
context of the particular sender-receiver interaction being examined. The timing of
the message, for example, is seen as a vital component of the situational context
(Frandsen & Johansen, 2017). For the purpose of this thesis, we consider
spokesperson choice a situational factor. The media parameter refers to the “carrier”
of the crisis message, which includes not only traditional media types (e.g., legacy,
electronic, social) but also “the spoken and written word, even the human body, are
defined as media in this context” (Frandsen & Johansen, 2017, p. 152).

The third parameter is genre. RAT defines genre as ‘“a recognizable
communicative event characterized by a set of communicative purpose(s) identified
and mutually understood by the members of the discourse community(s) in which it
regularly occurs” (Swales, 1999, as cited in Frandsen & Johansen, 2017, p. 153). Text
genres commonly used by corporations in crisis include press releases and

conferences, interviews, written communication to stakeholders, or social media posts.
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The final parameter is text itself, the words and actions chosen to convey the
message (Frandsen & Johansen, 2017). This can include staging, eye contact, body
language, clothing, and many more minute details, which have the potential to
significantly impact how a message is interpreted. In some cultures, for example, a
perfectly worded apology can be ruined by not bowing deeply enough. The four
micro-level parameters constitute a framework for both the creation and interpretation
of crisis messages (Frandsen & Johansen, 2010b).

The micro-level of RAT is of particular interest to this thesis as it provides an
excellent framework for the incorporation of cultural differences in the crisis
communication process between culturally dissimilar organizations and audiences. To
summarize, RAT’s micro-level takes into consideration psychological, socio-cultural,
organizational, and situational contexts and emphasizes the importance of identifying
the aspects of these types of contexts that will have the most substantial influence on
the crisis management and crisis communication decisions of the actors involved
(Frandsen & Johansen, 2010b). In addition, the micro-level accounts for cultural
differences in the conventions for the selection of media (oral or written
communication, electronic, print or new media channels), genre (i.e., press release,
in-person address, tweet, blog, videos), and fext (i.e., verbal or visual messages)

(Frandsen & Johansen, 2010a, p. 563).

3.3 The Interplay of SCCT and RAT

Crises are infinitely complex. Communication during a crisis is a back and
forth between crisis actors in the rhetorical arena. With the comparative simplicity of
SCCT, the more nuanced view of the crisis communication process provided by RAT

is undoubtedly necessary. If we consider the crisis arena as the macro view of a crisis,

23



we can choose to utilize SCCT as a tool on the micro-level, zooming in on both the
initial assessment of the situation by the organization and the sending of that first and
all-important message to stakeholders at large. An initial public reaction, by its very
nature, cannot be deeply nuanced and will frequently be more reductive and generic
rather than brilliant. An organization may, however, aim to make its initial
communication as appropriate to its key audience as possible. Taking into
consideration a target audience’s cultural background and associated expectations and
communication practices can allow an accused organization to overcome the initial
hurdle of, at least not making things worse with an inappropriate reaction. While
SCCT, in its current form, is undoubtedly an invaluable tool in crisis communication
decision making when facing a predominantly Western audience, a culturally
substantially different audience 1is likely to need adjusted crisis response
recommendations.

In addition, the-micro level of RAT can add to SCCT an awareness of crisis
message form. Where SCCT recommends a general strategy, the micro-level of RAT
takes into consideration the culturally appropriate packaging of that strategy. Beyond
the what, we have to consider the who, when, where, and how of the message delivery

(Frandsen & Johansen, 2010b).
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4 The Japanese Context

This chapter will explore existing research on psychological, socio-cultural,
and organizational differences between Japan and the West? and discuss their
potential impact on crisis communication. Instead of structuring this literature review
by discussing typical cultural dimensions (e.g., Hofstede’s cultural dimensions), it is
structured as a collection of more specific manifestations of cultural differences
identified in the academic literature of a number of fields including social psychology,
interpersonal communication, public relations, and media studies.

This literature review will discuss more traditional cultural dimensions and
concepts as part of the psychological, socio-cultural, and organizational circumstances
that have given rise to the more specific cultural differences and idiosyncrasies in
responsibility attribution, account giving, and media environment, as well as issues of
spokesperson and language choice. This structure allows the author to focus more
succinctly on the cultural differences in the communication theories and concepts,
which form the theoretical underpinnings of Western crisis communication theories
and frameworks. We will begin with a discussion of the role of culture in

responsibility attribution.

2 To narrow its scope, this investigation will primarily, but not exclusively,
focus on comparisons between Japan and the United States, which is the birthplace of
SCCT and can be considered a prime representation of Western communication
practices and preferences. However, this focus is not to be mistaken as a dismissal of

the often-significant cultural differences between Western nations.
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4.1 Responsibility Attribution
4.1.1 Attribution Theory

Attribution theory deals with “the study of perceived causation” (Kelley &
Michela, 1980, p. 458). Attribution theory was first developed in Fritz Heider’s
(1958) seminal work The Psychology of Interpersonal Relations to explain how
regular people intuitively trace the causes of events. Over the years, Heider’s theory
was refined by Weiner (1982, 1985, 1986, 1995a, 1995b) and Kelley and colleagues
(Kelley, 1973; Kelley & Michela, 1980).

Russel (1982) and McAuley, Duncan, and Russell (1992) developed Weiner’s
findings into a causal dimension scale assessing causal perceptions in terms of locus
of causality, external control, personal control, and stability. While this scale was
originally developed for individuals, Coombs and colleagues have demonstrated that
it can be successfully applied to organizations (Coombs & Holladay, 1996). When
applied to organizational actions, stability embodies whether the cause of the event is
perceived as a one-time aberration or an overall pattern. If there is a pattern of similar
behavior the cause is thought to be stable, but if it is a unique occurrence it is
considered unstable. The personal control dimension reflects whether the cause is
controllable by the organization and the external control dimension considers whether
it is controllable by anyone else (McAuley et al., 1992). Locus of causality addresses
whether “the event’s cause is something about the actor or something about the
situation” (Coombs & Holladay, 1996, p. 281). After finding consistent similarities
between the personal control and locus of causality dimensions, Wilson, Cruz,
Marshall, and Rao’s (1993) recommended collapsing the two into a single measure.
However, little research has been done into the potential universality of these

concepts across cultural contexts.
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4.1.2 Cultural Differences in Responsibility Attribution

Western social psychologists and crisis communication scholars have found
causal attributions to be an important precursor to responsibility judgments (Coombs,
2007b; Coombs & Holladay, 2002; Schwarz, 2008; Shaver, 1985; Weiner, 1986,
1995a). Legal psychologists have argued that beyond causation, the judgment that a
duty has been violated is an additional predictor of responsibility attribution
(Hamilton & Hagiwara, 1992). A violation of a duty is a violation of one’s role
responsibility. Role responsibilities range from general behavioral expectations in
society, which all individuals should adhere to, to more specific obligations such as
what is expected from the leader of an organization (Hamilton & Hagiwara, 1992).
The degree to which both actual deeds and the more contextual role responsibilities
factor into responsibility attributions can vary across cultures. Japanese, for example,
tend to give more weight to information about what was expected of an actor (i.e.,
role responsibilities) while Americans emphasize what an actor actually did (i.e.,
deeds) (Hamilton & Sanders, 1983).

These differences in focus can be seen as linked to the fundamental
differences between collectivist and individualist societies. “In individualist societies,
people are autonomous and independent from their in-groups; they give priority to
their personal goals over the goals of their in-groups, [and] they behave primarily on
the basis of their attitudes rather than the norms of their in-groups” (Triandis, 2001, p.
909). This concept of the individual as independent and clearly separate from others
leads to a self-construal that focuses primarily on internal characteristics such as
personality traits, values, and abilities (Markus & Kitayama, 1991). Evaluations of the
actions of others reflect this view of the self, focusing on internal aspects rather than

contextual explanations when assessing perceived offenses. Collectivist societies, on
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the other hand, emphasize values that serve the group and elevate group needs over
personal goals (Ting-Toomey, 1999). Interdependence and harmonious relations are
focal aspects of collectivism (Markus & Kitayama, 1991; Triandis, 2001). This value
orientation, in turn, results in an interdependent view of the self, where “others
become an integral part of the setting, situation, or context to which the self is
connected, fitted, and assimilated” (Markus & Kitayama, 1991, p. 227). The
individual is, therefore, seen as less separate from others and more defined by the
social context resulting in evaluations of the actions of others that are primarily
context dependent. This view of the self focuses not on the individual but the self as a
part of a greater whole. The drive for uniqueness and distinctiveness of the
independent self-construal is replaced with a desire for connectedness and

interdependence. For those with an interdependent self-construal,

the unit of representation of both the self and the other will include
a relatively specific social context in which the self and the other
are embedded. This means that knowledge about persons, either the
self or others, will not be abstract and generalized across contexts,
but instead will remain specific to the focal context. (Markus &

Kitayama, 1991, p. 231)

Hamaguchi (1985, as cited in Markus & Kitayama, 1991) wrote, that for the

Japanese,

a sense of identification with others (sometimes including conflict)
pre-exists and selfness is confirmed only through interpersonal

relationships. [...] Selfness is not a constant like the ego but
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denotes a fluid concept which changes through time and situations

according to interpersonal relationships. (p. 228)

This view of individuals as being continuously redefined by their contexts is
reflected in responsibility attribution processes. Hamilton & Sanders (1992) found
that when deciding with whom to place responsibility for an offense, “Americans
concentrated on a transgressor’s deeds and state of mind [while] Japanese
concentrated on the transgressor’s social roles and the influence of other parties in the
context (including victims)” (Shaver & Shutte, 2002, p.36). This reflects findings that
those from less individualistic cultures focus more on contextual and situational
factors rather than individual disposition (Bond, 1983; Miller, J. G., 1984; Morris &
Peng, 1994). In other words, the members of collectivist cultures “are less likely to
show the correspondence bias, or a preference for explanations of behavior in terms
of traits, dispositions, or other internal attributes of the target” (Choi, I. et al., 1999, p.
47).

A second key difference between Japan and many Western cultures that arises
from the divergent views of the self in relation to others is the degree of responsibility
attribution to individuals and groups. While a manager may be held accountable for
the mistakes of his subordinates or a parent might be called to take responsibility for a
child, in general, U.S. Americans do not take responsibility for problems they did not
cause (Sugimoto, 1998). This stands in contrast to many East Asian cultures. Menon,
Morris, Chiu, and Hong (1999) suggested that East Asian audiences have a greater
tendency to attribute negative outcomes to aspects of collectives rather than individual
agents. Their survey of newspaper reporting on “rogue trader” scandals revealed that
Japanese newspapers made frequent mention of the organization, while U.S. papers

focused more heavily on the individual offender. Kashima et al. (2005) found that
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Japanese subjects attributed considerably more agency to groups than North
Americans and Europeans. Zemba, Young, and Morris (2006) referred to this
inclination as collective agency orientation or proxy logic. This strong degree of in-
group or hierarchical responsibility sharing is reflected in responsibility attributions
and subsequent account giving that can, at times, seem utterly foreign to Western
observers. In Japan, for example, it is not uncommon to see companies publicly
apologize for the actions of their employees as private individuals outside of working
hours. Organizations will, for example, apologize for employees who have caused
accidents while drinking and driving (Horita, 2006). In the United States, with the
exception of high-profile cases, the offender’s employer would have no connection to
the offense and would not be mentioned in news reports. In Japan, on the other hand,
newspaper articles and reports will regularly include the company affiliation of
offenders. In general, Japanese will be held responsible for the offenses of a much
larger circle of individuals than is typical in the United States (Sugimoto, 1998), and
causal attributions are not necessary for a Japanese audience to make a responsibility
judgment. An et al. (2010) examined post-crisis crisis reactions of both Americans
and Koreans finding that Korean subjects considered employees as part of the
corporate family, which made strategies that attempted to blame individual employees
ineffectual. This difference was attributed to the strong collective values present in
Korean society.

Extending such cultural differences to responsibility judgments in
organizational crises, we can expect to see a higher attribution of responsibility to the
organization irrespective of causal attributions, especially in the case of related-
entity/employee malicious tampering or misconduct due to the collective agency

orientation and greater emphasis on role responsibilities. Similarly, collective agency
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might pose an obstacle for attempts by an organization to frame responsibility as
residing with a single actor or group within or connected to the organization. Such
attempts would further be hindered by the comparatively greater weight of contextual
over dispositional or trait considerations. Overall, there seems to be a considerable
likelihood that a focus on context, wider circles of responsibility, and proxy logic
consideration will impact not only the initial assessment of crisis responsibility but

also the appropriateness of certain CRS.

4.2 Account Giving

Initial assessments of responsibility are not necessarily set in stone. The
accused can change the attributions made by an audience, by offering an “an
explanation or interpretation of the event” (Hamilton & Hagiwara, 1992, p. 158).
Account giving is most commonly defined as the act of giving information,
explanations, or reasons regarding unusual or offensive behavior (Hamilton &
Hagiwara, 1992; Takaku, 2000). Accounts serve to change the degree of
responsibility a target audience attributes to an offender and alter the levels of anger
and sympathy experienced by the audience (Weiner, 1995a, 1995b).

There are various types of accounts ranging from the rejection of all
responsibility to full acceptance (Takaku et al., 2005). Was the offense a one-time
mistake, an accident, a false accusation, an act of sabotage, or potential evidence of
underlying structural weaknesses? Accounts aim to frame organizational or individual
acts or failings in less negative terms (Hearit, 1994). Takaku (2000) discussed five
general types of accounts: apology, excuse, justification, denial, and avoidance.
Variations of the first four account types are shared across major crisis

communication theories (e.g., Benoit, 2005; Coombs, 2007a).
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In the first three account types, the accused acknowledges their “causal
association with the event and its harmfulness” (Itoi et al., p. 914). An apology will
also include an admission of culpability and statement of remorse for the negative
impact of the offense (Takaku, 2000). Such an admission reaffirms that the offense
was not as sign of an overall lack in moral character, but an aberration that the
offender regrets (Weiner, Graham, Peter, & Zmuidinas, 1991). In an excuse, on the
other hand, the accused attempts to diminish personal blame by attributing the offense
to causes beyond their control (i.e., “Our profit reports were being manipulated, but
we did not know about it.”’) An effective excuse will reduce feelings of anger and may
even garner sympathy for the offender (Weiner, 1995b; i.e., “One malicious worker
intentionally tampered with our products to damage our reputation.”) A justification
will either attempt to decrease the perceived gravity of the offense or avoid blame by
claiming to have followed a higher moral imperative (i.e. “We manipulated profits to
not have to lay off workers.”). A denial refuses to acknowledge a causal link between
the accused and the offense (i.e. “We did not manipulate our profit statements.”).
Lastly, avoidance is not addressing any accusations at all (Takaku, 2000). While the
sentiments expressed by these types of accounts might be universal, the relative
appropriateness and popularity of each account type can vary significantly across

cultures.

4.2.1 Cultural Differences in Account Giving

A number of researchers have found considerable cultural differences in
account preferences (e.g., Hamilton & Hagiwara, 1992; Itoi, Ohbuchi, & Fukuno,
1996; Takaku, 2000). Collectivist cultures, such as Japan, tend to show a preference

for apologies while individualistic cultures like the United States prefer to deny,
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challenge, explain, or justify their behavior (Hamilton & Hagiwara, 1992; Takaku,
2000; Wagatsuma & Rosett, 1986). Americans are more likely to accept excuses and
justifications when there has been a transgression, while Japanese overwhelmingly
demand apologies (Ohbuchi, 2015). In Japan, if you have inconvenienced someone,
you apologize even if it was not your fault (Hayashi, 2015). Even when choosing to
apologize, Americans often incorporate explanations and mitigating circumstances to
clarify that the offense will not be repeated or was not intentionally committed
(Barnlund & Yoshioka, 1990; Sugimoto, 1999; Wagatsuma & Rosett, 1986). By
offering truthful information about the circumstances that contributed to the offense,
U.S. apologizers can reinforce that the offense was not intentional or malicious
(Sugimoto, 1998). In Japan, these excuses and justifications are not well received and
are likely to be perceived as “anti-apology” markers (Sugimoto, 1999).

The comparative popularity of apologies in Japan can be attributed to various
cultural differences between Japan and the United States in the occasion, meaning,
function, and form of apologies (Ju & Power, 1990; Lingley, 2006; Ohbuchi, 1999;
Sugimoto, 1999; Takaku et al., 2005; Wagatsuma & Rosett, 1986). In Japan,
apologies are an integral part of resolving any conflict (Wagatsuma & Rosett, 1986).
In the United States, on the other hand, apologies are most heavily associated with the
admission of guilt (Maddux, Kim, Okumura, & Brett, 2012). The implication of
admission of guilt in an apology is so strong that some lawyers discourage apologies
as they might lead to litigation and subsequent legal repercussions (Fitzpatrick, 1995;
Hamilton & Sanders, 1992; Tyler, 1997; Wagatsuma & Rosett, 1986). Accordingly,
the prevalent frameworks of crisis communication strategies classify the apology as

an admission of responsibility to be utilized primarily in situations where the
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company “knowingly placed people at risk, took inappropriate actions or violated a
law/regulation” (Coombs, 2007a, p. 168).

In Japan, in line with the collective agency approach to responsibility
judgments, apologies are less associated with guilt. Apologies can serve to restore
social harmony after an upset and to express concern for the problems or distress of
others. Admitting responsibility and apologizing are connected to recognizing “the
basic rule that has been violated and reaffirm[ing] that the transgressor values that
rule” (Darby & Schlenker, as cited in Weiner et al., 1991, p. 284). This results in a
more favorable assessment of the offender as the transgression is seen as less
indicative of the offender’s overall character (Blumstein et al., 1974; Weiner et al.,
1991). Ohbuchi (1999) attributed the Japanese willingness to accept responsibility
even in the absence of guilt to an interdependent self-identity where the act of
apologizing portrays a close connection to the larger group and ‘“the person is
perceived as someone who would protect the group at the expense of her or his own
well-being” (p. 42).

Not only the meaning of and occasion for an apology can differ across cultures.
Apology timing is also of great significance. Researchers have found considerable
cultural differences between the West and Japan. Tavuchis (1991) wrote about
Western apologies, that if an apology is issued too early or easily, it may be perceived
as patronizing, self-serving, or a mere courtesy. “The idea here is that a ‘meaningful’
apology comes only after reflection on the wrong that was perpetrated” (Hearit, 2006,
p- 33). This stands in contrast to the Japanese practice of issuing apologies without
delay (Ito, 2015; Otake, 2009). In Japan, a delayed apology can give the impression
that the issuer is insincere in their apology and that they care little for the stakeholders

they have harmed.
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In the Western world, to be effective, an apology has to be perceived as
sincere. However, using the Anglo-American notion of sincerity to evaluate a
Japanese apology is inherently flawed, as the term is imbued with culture-specific
meaning. In her survey of Japanese etiquette manuals, Sugimoto (1998) found that the
ideal form of a Japanese apology is described as being sunao. The terms “sunao” and
“sincere” do differ significantly. While both words imply truthfulness, a sunao
apology includes adjusting one’s description of the damage to that of the victim and
humbling oneself to a degree adjusted to the victim’s assessment of the situation, not
one’s own (Sugimoto, 1998). In other words, by validating the victim’s view of the
situation, a Japanese apologizer performs the right external act and reaffirms their
commitment to the social order.

One prime example of how cultural differences in the use of apologies can
profoundly impact cross-cultural communication efforts is the case of the collision
between the U.S.S. Greenville and Ehime Maru. The submarine’s commander waited
nearly one month to make an apology, which also failed to meet the minimum
standard for a “formal” Japanese apology due to its lack of both an admission of
“personal responsibility and self-blame” (Takaku et al., 2005, p. 40). Even volumes
espousing the values of apologizing in crisis communication recognize that an
apology is not always recommended in the Western context. In his book Crisis
Management by Apology, for example, Hearit (2006) recommended against making
an apology whenever determining the level of financial liability is difficult,
reinforcing the Western synonymy of apology and admission of guilt. He addressed
an example where a large number of people were harmed by a crisis and
acknowledged that an apology may “be used as proof as [sic] culpability. Such a

decision to apologize would be likely to set in motion a chain of events that would
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result in a substantial negative judgment that would, in effect, bankrupt the
organization or institution” (Hearit, 2006, p. 55).

In conclusion, the cultural variations in account giving discussed lend further
support to the suspicion that several of the recommendations made by SCCT are a
poor fit for the Japanese context. While Coombs (2007a) warns that in a Western
context “using overly accommodating strategies when unnecessary, actually can
worsen the situation” (p. 173), Japanese audiences might require a more extensive use
of accommodative rebuild strategies. The next subsection moves beyond mere
message content and attempts to examine cultural differences in message delivery.
National-cultural (e.g., practices, norms, and the media environment), organizational
and situational context (e.g., spokesperson, location, and timing), media, genre, and
text’, all mediate the crisis communication process and impact both the creation as

well as the interpretation of crisis messages (Frandsen & Johansen, 2017).

4.3 High vs. Low Context Communication

One key contextual factor that can significantly impact crisis communication
efforts is the existence of vast differences in communication styles. In highly uniform
societies, like Japan, common cultural roots result in a high degree of mutual
understanding about the meanings and patterns that underly social interactions. Such
societies share a host of symbols, nonverbal communication patterns, and subtleties in
the use of language that are easily understood by its members but often hard to

decipher for outsiders (Ju & Power, 1998). Hall (1976) referred to this style of

3 For a detailed discussion of the parameters of the micro component of RAT

see section 3.2. (“Rhetorical Arena Theory™).
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communication as ‘“high context”. In high context -cultures, like Japan,
communication, in general, relies heavily on implicit meaning, with a much smaller
proportion of the information being conveyed directly. Sellnow, Ulmer, Seeger, and
Littlefield (2009) provided a concise summary of Ting-Toomey and Chung’s

classification of the high and low context communication patterns:

High context patterns reflect collectivist values (all understand),
spiral logic (all thought is connected), indirect verbal style (no need
to speak the obvious), understated or animated tone (nonverbal
communication dominates), formal verbal style (demonstration of
respect), and verbal reticence or silence (unwillingness to
confront). Low context patterns include individualistic values (self-
focused), linear logic (one step follows another), direct verbal style
(willing to ask and tell), matter-of-fact tone (common expectation to
get more information), informal verbal style (no one commands
more respect than another), and verbal assertiveness or
talkativeness (behavior demonstrates demand for information). (p.

42)

Japanese communication requires a high level of shared context as much of
the message comprehension depends on making inferences about the intended
meaning. Western communication, in contrast, relies on explicit messages that include
all necessary information in the spoken words and are straightforward and
concise. Japanese communication, on the other hand, values non-verbal elements of
communication and uses less direct speech (Okabe, 1987). “While the Japanese prefer
verbal restraint and periods of silence, Americans regard reticence to talk as a

weakness, and periods of silence as a vacuum that must be filled” (De Mente, 2004, p.

37



14-15). Hear one, understand ten (ichi wo kiite jii wo shiru) is a popular way of
describing the Japanese communication style (Gundling, 1999). This implies that
when a speaker explicitly states only one tenth of an intended message, the listener
will be able to infer the remainder utilizing unspoken message cues and shared
background knowledge. Consequently, from a Japanese perspective, Western
stakeholders require more elaborate and detailed explanations far beyond what is
typical for a Japanese audience.

High context communication implies that the majority of the information
conveyed is “either in the physical context or internalized in the person, while very
little is in the coded, explicit, transmitted part of the message” (Hall, 1976, p. 91). In
low context countries like the United States, on the other hand, one “cannot tell a
great deal from the context, the surroundings, the clothes or the occasion” (Ju &
Power, 1998, p. 62). The view of crisis rhetoric as a social drama or public ritual
(Hearit, 2006) can be beneficial when examining public apologies in Japan. The
question of how a message is delivered and who delivers the message is just as
important as the message content itself. For example, when Japanese apologize,
particularly in a public or official setting, the physical context and the position of the
spokesperson making the apology are of great significance. An excellent example for
the intricate performance required for a skillful public apology is the Japanese

apology press conference, shazaikaiken.

4.3.1 The Apology Press Conference

A shazaikaiken, when performed correctly, sends the message that an
individual or company feels sorry for the pain, concern, or anger that was caused and
wishes to repair the damaged relationship with its stakeholders (T. Tanaka, 2006). On

the surface, one or more individuals utter words of apology and bow deeply in front
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of an audience of reporters. Yet, these carefully orchestrated dramas are packed with
implicit meaning. In a corporate setting, for example, minute meaning lies in the
positions of those chosen to make the apology (CEO or lower-level management), the
length and depth of the bow (a 90-degree angle is reserved for the heaviest of
offenses), and even the attire and manner of those apologizing (Nakajima, 2007).
While an apology press conference does constitute the acceptance of moral or social
responsibility, it does not, however, necessarily imply the acknowledgment of legal
responsibility. Kovacs (2011) noticed that the Japanese media tends to pay particular
attention to inadequate apologies and writes: “When a crisis happens, make a proper
apology to the media and they will forget quickly and pay little attention to you”
(p.149). While a well-executed shazaikaiken is in no way a “get-out-of-jail-free” card,
it can go a long way in repairing a reputation and speeding up the resolution of a crisis

(T. Tanaka, 2006).

4.4 In-group Loyalty

A further contextual factor that can affect how individuals and organizations in
crises act and are perceived is the relative importance of group affiliations. While
traditional cultural dimension theories are slowly falling out of favor, they continue to
provide several useful insights into how individuals communicate and interact with
each other. Hofstede (2001), for example, described Japan as defined by collectivism,
which implies a society defined by strong affiliations with in-groups that will take
care of their members “in exchange for unquestioning loyalty” (p. 225). Consequently,
Japanese individuals have traditionally defined themselves in terms of their

connections with others, such as family relationships or organizational affiliations
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(Gundling, 1999; Wokutch, 1990)*. The comparative importance of group affiliations
in Japan has led to a strong in-group and out-group thinking (Wokutch & Sheppard,
1999). Stephen Harner (2012), a journalist with Forbes magazine, described the effect
of in-group loyalty in respect to crisis management: “Strict legality is one thing,
responsibility to one’s ‘family’—still how most Japanese view the companies that
employ them—is quite another. There is no doubt to which an honorable man owes his
loyalty.” Wokutch (1990) compared this modern loyalty to the company to the loyalty
to one’s lord in feudal times and stated that this loyalty can take “precedence over
other duties even to one’s family and (in extreme cases) to following the law” (p. 63).
In Japan, “internal restraint” is an integral element of everyday social
interactions (Gundling, 1999, p.5). The public airing of problems and direct and open
conflict are avoided in favor of indirect conflict resolution that ensures mutual face
saving (De Mente, 1993; Gundling, 1999; Ting-Toomey, 1999). Fear of loss of face
can be seen as a driving force behind the seeming reluctance of Japanese companies
to admit mistakes or discuss problems publicly (A. M. George, 2012). A desire to
avoid issues or deal with them in-house leads to a preference by organizations for
cover-ups or simple inaction in the face of potential crises (Chen, 2008; Inoue, 2010).
This reluctance to share information with outsiders can be seen in the lack of
transparency that has defined such crises as the Fukushima nuclear disaster (e.g., I.
Suzuki & Kaneko, 2013, Pratt & Carr, 2017) or the Toyota recalls (e.g., A. M. George,

2012; Neufeld, 2011).

4 See section 4.6.2. (Japanese Cultural Identity and Perception of the “Other”)

for a more detailed discussion of Japanese identity construals.
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Further evidence for the Japanese dislike for public disclosure can be seen in
how some Japanese politicians handle image crises. “Once they are involved in a
scandal, instead of taking active measures in crisis communication and management,
they tend to resign, usually with an open apology,” in some cases, even deciding to
end their lives (Chen, 2008, p. 149). Chen (2008) cited two illustrative examples: the
cases of Toshikatsu Matsuoka, a Japanese Minister of Agriculture, Forestries, &
Fisheries, who committed suicide right before he was to address financial
improprieties in front of the Diet, and Fumio Kyuma, a minister of defense who
stepped down after facing media scrutiny due to questionable comments regarding the

atomic bombings (p. 149).

4.5 The Media Environment

How Japanese corporations choose to communicate in crisis is affected by
Japan’s media context. Japan’s media environment is vastly different from the
Western model. While Japan has a number of respected publications, both daily and
weekly, the investigative journalism dominant in most Western countries is largely
absent from Japan’s major media outlets (Farley, 1996; Winfield, Mizuno, &
Beaudoin, 2000). In many cases, the mainstream Japanese media seems to fulfill more
of an information transmission and dissemination rather than an information
discovery function. The main forms of information dissemination are press releases
and press conference, and so-called kisha clubs (press clubs) smoothly facilitate the
relationship between the media and organizations. These informal associations of
journalists “function as communication channels for officials in government, political
parties, law-enforcement, large companies and other important news sources”

(Winfield et al., 2000, 344).
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Club membership is often limited to members of large news organizations,
which can restrict access to information for independent journalists and foreign news
outlets. Kisha clubs are also frequently criticized for the formation of close ties to
their news sources and uniformity in their reporting (Farley, 1996; Suzuki as cited in
Winfield et al., 2000). Close relationships can act as a deterrent to investigative
reporting that portrays organizations in a negative light (Chen, 2008). Articles in
major publications often adhere closely to the information provided by companies or
organizations. This means the mainstream Japanese media does not cover the
“watchdog” function over businesses and government that is prevalent in many
Western countries (Farley, 1996). The Japanese media may more closely resembles a
“guard dog”, which does nothing to uncover a scandal but will pursue the culprit after
they have been revealed (Farley, 1996; Krauss, 2000). Along these lines, official news
conferences rarely see more critical questioning by journalists who are intent on
uncovering a hidden story, illustrating that investigative journalism by the mainstream
media remains in its infancy in Japan (Chen, 2008). Greenslade (2015) cited an
editorial by The Guardian: “Mainstream Japanese journalism is not corrupt, but it is
respectful, like the culture around it. Anglo-Saxon journalistic traditions are not, at
their best, respectful of anything.”

These differing media environments have to be taken into consideration as an
important contextual factor when communicating across cultures. Schranz and
Eisenegger (2016) provided an in-depth discussion about the media’s impact on crisis
communication. Coombs (2007a) wrote: “In most cases, the news media is the final
arbitrator of the crisis frames. The frames used in the news media reports are the
frames that most stakeholders will experience and adopt” (p. 171). If this assertion

holds true in Japan, the nature of the Japanese media environment seems to provide
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organizations with a clear opportunity for asserting their crisis frames. For example,
in the case of Olympus Corporation’s 2011 accounting fraud scandal (chapter 5), the
Japanese press was slow to repeat a narrative or frame for the crisis that disagreed
with Olympus, until the international media coverage itself became newsworthy.
Extant research suggests that the Japanese media is more likely than the Western
media to honor an organization’s chosen frame for a crisis and less likely to feature
dissenting voices in the rhetorical arena. However, an organization’s CRS should be
in line with cultural and societal expectations. Should an organization fail these
expectations, as in the case of McDonald’s Japan 2014 food safety crisis (chapter 5),

the response itself is in danger of becoming the story.

4.6 Spokesperson Ethnicity

While cultural differences in “what to say” and “how to say it” have received
some attention by researchers in the crisis communication field, the question of who
should deliver crisis messages in a cross-cultural context remains virtually unexplored.
Littlefield and Cowden (2006) recognized that “using multiple spokespeople who
represent and speak in patterns similar to intended audiences, and using language
representative of the target audience, are topics meriting further investigation” (p. 7).
They recommend the use of cultural agents who present adjusted crisis messages to
the members of their respective audiences. In relatively homogeneous countries, this
seems clear cut. It would seem the logical choice to choose a spokesperson from the
host country to avoid the potential negative effects of using a spokesperson who could
be perceived as significantly different from the target audience.

However, this might not always be possible. A peculiarity in Japanese crisis

management, for example, often requires a company’s CEO and upper management
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to present the company’s crisis response. Zemba, Young, and Morris (2006) attributed
this need for leaders to handle crisis communication to the Japanese tendency toward
collective-level causality, which can extend blame for an incident from a member of
an organization, first to the organization and then to organization’s leadership through
proxy logic. Consequently, any foreign organization operating in Japan runs the risk
of finding its CEO in the role of crisis spokesperson, a role that can be difficult to
master without extensive cross-cultural knowledge. One prominent case of a foreign
CEO struggling in the role of crisis spokesperson is that of McDonald’s Japan. In
2014, the company suffered considerable reputational damage after a tainted chicken
meat scandal, when its Canadian CEQO, Sarah Casanova, first failed to address the
issue herself, and later delivered a lackluster non-apology to its Japanese costumers
(“2014 nen wasuto”, 2015). While McDonald’s CRS themselves were clearly
misaligned with Japanese expectations, Casanova and her performance at a key
apology press conference received considerable negative media attention (chapter 6).
This raises the question of whether spokesperson ethnicity and language choice affect
a Japanese audience’s assessment of an organization’s crisis communication efforts.
This section will review relevant research and discuss source credibility, ethnicity,
and language considerations from a general communication perspective and, more

specifically, in their application to crisis communication practice.

4.6.1 Source Credibility and Homophily

Source Credibility has long been established as a key component of persuasion
(Pornpitakpan, 2004). Research on source effects on persuasion had its beginning in
the work of Hovland and the Yale Communication and Attitude Change Program,

who established that communication effectiveness is dependent on how an audience
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thinks and feels about the sender of a message (Hovland & Weiss, 1951; Hovland,
Janis & Kelley, 1953). Homophily, or the perceived degree of similarity between
audience and message sender, has emerged as having the potential to have a
significant impact on source credibility (Berscheid, 1966; Brock, 1965). While such
dimensions as ideological similarity or status similarity have received significant
attention, cultural or ethnic similarity remains much less ubiquitous (Arpan, 2002).

Simons, Berkowitz, and Moyer (1970) suggested that the relationship between
similarity and source credibility is not necessarily clear-cut. While similarity can lead
to higher levels of “safety credibility”, for example, the perception of expertness or
“qualification” often necessitates a certain degree of dissimilarity between message
sender and receiver (Rogers & Bhowmik, 1970). In addition, the impact of homophily
with a message source on credibility can also vary depending on whether the message
receiver perceives the membership group of the sender as inferior or superior to their
own membership group (Arpan, 2002). Similar sources could engender more “trust
and respect”, or a group member could simply conclude that, in a particular context,
“representatives of [...] dissimilar, high-prestige, outgroups could be expected to have
greater competence, dependability, etc., than ingroup representatives” (Simons et al.,
1970, p. 8).

Simons et al. (1970) also argued that the impact of source similarity on
persuasion and credibility depends on whether given similarities, or differences, are
perceived as relevant to the message and its context. Previous studies in marketing
and public relations have found evidence for the significance of homophily for the
impact of spokesperson messages with a target audience (DeShields & Kara, 2000).
Wang and Arpan (2008) found race to be a powerful predictor for spokesperson

evaluations by African Americans in the health advertisement context. Hong and Len-
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Rios (2015) examined the impact of the race of organizational crisis spokespersons on
an audiences’ evaluations of both the spokesperson and the crisis situation.
Comparing white and black spokespersons in two crisis scenarios in the United States,
they found race “to matter as a heuristic cue only if more relevant information, such
as an organization’s past behavior, is absent” (Hong & Len-Rios, 2015, p. 78).

Arpan (2002) tested the applicability of such mechanisms for cross-cultural
crisis communication and found that matching the ethnicity of a crisis spokesperson
to the audience can impact audience perceptions. Her paper revealed that perceived
ethnic similarity did affect the spokesperson’s perceived credibility and, consequently,
crisis communication success. The degree of perceived similarity, in turn, was
influence by how close participants felt to their own ethnic group. Arpan (2002)
recommended that “among audiences where ethnic identity is thought to be strong, a
spokesperson considered by members of the public to be similar to themselves should
be considered” (p. 333). Such advice is supported by Littlefield and Cowden (2006)
who conducted a review of intercultural communication literature and recommended
matching spokespersons to their target audiences to ensure that both message content
and delivery are culturally appropriate. Liu and Pompper (2012) found that a number
of crisis communication practitioners in the United States favor this type of
spokesperson-audience matching due to a “greater likelihood of mutual trust based on
shared cultural value systems, character traits, ‘code,” and history/context” (p. 137).

However, most of the previous research in this topic area has focused on
ethnic minorities in the United States or examined the reactions of U.S. audiences to
foreign spokespersons. This raises the question to what extent these findings are

applicable to the Japanese context. To identify the degree of homophily a Japanese
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audience is likely to feel with a non-Japanese spokesperson, we first have to delve

into an examination of the Japanese cultural identity and perception of the “other”.

4.6.2 Japanese Cultural Identity and Perception of the “Other”

In terms of cultural identity, Japan is dominated by a clear division between
the Japanese and foreigners, who are often referred to as gaijin or outside people in
Japanese. A number of scholars see the term gaijin as emblematic of the strong in-
group/out-group mentality that defines Japanese social identity construction (Befu,
1983; Fujimoto, 2002; Woronoff as cited in Fujimoto, 2002; Kumagai & Keyser,
1996). Lie (2000) explains that the Japanese tend to view non-Japanese as their polar
opposite, not only in terms of ethnicity but also culture and class, which reinforces the
idea of Japanese uniqueness. This active concern with the “uniqueness of Japanese
society, culture, and national character” has given rise to a multitude of writings on
the topic, often collectively labelled nihonjinron (theories about the Japanese;
Yoshino, 1992, p. 2; Yoshino, 1998; for a critical view on the topic see Yoshino,
1992).

In the nihonjinron approach, “culture is seen as infrastructural, and social,
political, and economic phenomena are viewed as manifestations of a cultural ethos
considered unique to the Japanese” (Yoshino, 1998, p. 16). Nihonjinron assign special
meaning to two characteristics of Japanese culture, high context communication, and
collectivism (see Befu, 1993). In Japan, culture is closely intertwined with race, and
non-ethnic Japanese are seen as incapable of ever fully becoming Japanese. Yoshino
(1998) wrote: “The main attribute of the Japanese uniqueness is possessiveness.
Exclusive ownership is claimed upon certain aspects of Japanese culture” (p. 21).

When examining attitudes of educators and businessmen, Yoshino (1992) confirmed
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the strong belief that Westerners are incapable of learning to think and act like
Japanese. Yoshino (1998) called this perception of foreigners racialist rather than
racist. However, the ever-increasing number of foreign residents and naturalized
citizens in Japan who have acquired a high degree of linguistic and behavioral
adaption, has begun to demythologize the traditional idea of what it means to be
Japanese. This trend, away from the belief that Japaneseness somehow resides in the
blood (nihonjin no chi), is also reinforced by returning ethnic-Japanese children, born
abroad or moved there by their parents at a very young age (kikokushijo), whose
language use and behavior are distinctly un-Japanese (Iwabuchi, 1994; Yoshino,
1998).

Nevertheless, with the Japanese conflation of ethnicity and cultural identity,
the two homophily dimensions of attitude and ethnicity should become virtually
indistinguishable. A foreigner simply by virtue of not being Japanese is considered to
be significantly different in attitudes, behavior, and worldview. In Japan, therefore,
ethnicity can be considered a virtual proxy for out-group status. Considering the
Japanese identity construction and belief that non-Japanese have difficulties
understanding the Japanese ways, we can expect an overall lower perceived
homophily between Western spokespersons and Japanese audiences, resulting in
potentially lower credibility and company image outcomes. However, while social
identity theory (Tajfel & Turner, 2004) confirmed the existence of definite in-group
bias, Brewer (1999) reminded us, that “findings from both cross-cultural research and
laboratory experiments support the [...] view that ingroup identification is
independent of negative attitudes toward out-groups” (p. 429).

Some work has been done on exploring the potential positive effects of

invoking group affiliation to elicit identification with a speaker. Einwiller, Laufer, and
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Ruppel (2017) found that identification with a CEO acting as a spokesperson can have
a positive effect on crisis communication effectiveness. If the group is too “large and
heterogeneous”, however, affiliation is not distinctive enough to have an impact
(Einwiller, Laufer, & Ruppel, 2017, p. 1007). Little attention has been paid to
situations where a speaker is a clear member of an out-group. Ethnicity and
subsequent out-group status are inferred from skin and hair color, facial features,
names, or accents, none of which a corporate spokesperson is able to hide.> Some
work exploring out-group status has been done by Arpan (2002) who concluded that
rather than thinking of ethnically dissimilar spokespersons simply as outsiders,
perceptions about their individual countries of origin should be considered. Arpan and
Sun (2006) found that the overall impression of the country of origin of an
organization rather than its out-group status alone influenced audience perceptions of
an organization in crisis. Extending these findings to our considerations about
spokesperson ethnicity, we have to take into consideration the status of different out-
groups in Japanese society. The next section will review the literature on Japanese

perceptions of different groups of foreigners.

4.6.3 Perceptions of Non-Japanese in Japan

In Japan, not all foreigners are perceived or treated equally. Despite an ever-
increasing drive towards internationalization and globalization, inequalities persist.
The definition of the desirable foreigner, that perfect imagined ‘“other” for

intercultural communication, is narrow: white and a native speaker of accent-free

3> In Japan this out-group status due to ethnicity remains salient even when

evidence to the contrary is present.
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English (Fujimoto, 2002). Darker skin or failing to speak English seem to
immediately lower a foreigner’s prestige. “Although the discourse on
‘internationalization’ and ‘global citizens’ has gained wide currency, it often hides the
general public’s discrimination against foreign residents of the same or darker color
or English speakers with an ‘accent’ (Kobayashi, 2010, p. 324). Kobayashi (2010)
argued, that while perceptions of white foreigners might be positive, many others
experience significant discrimination. Much research has been done examining the
attitudes of Japanese English language students towards English language teachers
and fellow English language students from other countries®. For example, when
studying overseas, Japanese students felt a “sense of solidarity” with Korean students
due to physical and cultural similarities, while they showed a clear preference for
interactions with Caucasian foreigners in their home context (Kobayashi, 2010, p.
323). Finding a similar feeling of solidarity with fellow Asian immigrants among
young Japanese living in London and New York, Fujita (2009) argued that study
participants nevertheless experienced a reinforced sense of national identity.
Examining the experiences of South American students in Japan, K. Tanaka (1997)
found that over half of those surveyed had encountered some form of prejudice
against darker skinned individuals.

Applying the above findings to our considerations on spokesperson ethnicity
in crisis situations in Japan, we can hypothesize that being Japanese will be a relevant
similarity as it implies at least a certain degree of shared understanding of the

audience’s point of view as well as relevant social obligations. However, rather than

6 See Kobayashi (2010) for an overview of relevant research in the language

learning context.
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expecting a positive effect from group membership when the group is too large and
diverse in terms of gender, age, occupation, and social status, we posit a negative
effect of distinct out-group membership. This negative effect, however, could be
significantly reduced by the positive image and high status of white native English-
speaking foreigners in Japan. Indeed, white Westerners seem to be “more welcome
than other foreigners” (Simmons & Chen, 2017, p. 233). Hagiwara (2004) stated that
the perception of foreigners by the Japanese is primarily shaped by the media rather
than personal interactions and that white foreigners are the most frequently
represented group. Fujimoto (2002) argued that the Japanese media mirrors U.S. race
relations, favoring white people over people of color.

Overall, the Japanese media portrays white foreigners in a positive light.
Fujimoto (2002) saw in Japan a trend towards “identifying with white Westerners and
privileging white bodies” (p. 2). Other researchers have found a paradoxical
“tendency for Japanese people to admire Western elements as long as they are
‘outside’ but to consider them harmful when they come too close” (Torigoe, 2012, p.
87). However, the use of foreign, in particular, white spokespersons and models is a
common practice in Japanese advertising and entertainment. On the surface, white
foreigners are perceived as stylish and cool. However, while they are overwhelmingly
portrayed in a positive light, they are often stereotyped in advertisements and TV
programs in a fashion that reinforces their otherness and sets them apart from the
Japanese (Hambleton, 2011; Prieler, 2010). This differentiation can be seen as
reinforcing the idea of Japanese uniqueness and the value of being Japanese
(nihonjinron; Creighton, 1995).

Rogers and Bhowmik (1970) wrote that while in any communication situation

message sender and receiver can never be homophilous on all variables, “they should
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be homophilous on as many as are relevant to the situation, in order for effective
communication to occur, and they may be heterophilous on all others” (p. 531). In
Japan, being Japanese seems to be considered a requirement for truly effective
communication. When that ideal is unattainable, and a foreign spokesperson has to
address a Japanese audience, the question of language arises. Should a translator be
used, or should the foreign spokesperson speak in Japanese? The next section will
review the literature on language effects and examine the perception of the English

language in Japan as well as the perception of Japanese speaking foreigners.

4.6.4 Language Choice and Language Perception

Hosman (2002) wrote: “The assumption is that language variation affects the
impression formation process, and in a persuasion context an important impression
affected is that of the speaker. Language variations may affect listeners’ judgments of
a speaker’s source credibility, attractiveness, likability, and/or similarity” (p. 372).
With language choice clearly being an important element of communication outcomes,
we now have to turn our attention to how different languages are perceived in Japan.
Of particular interest to this thesis are the perceptions of non-native Japanese as well
as native and non-native English. While the number of foreign speakers of Japanese is
steadily rising, foreigners are primarily assumed to be “unable to communicate
fluently in Japanese, and unknowledgeable about Japanese culture and society”
(Yamashiro, 2013, p. 151). Some scholars even conclude that most Japanese prefer
this linguistic incompetence. Miller (1977) found that while the Japanese are quick to
praise the most rudimentary efforts made to speak their language, true Japanese
fluency by foreigners constitutes an “extremely serious invasion of sociolinguistic

territorial interests that are to be defended” (p. 82). Yoshino (1992) identified a
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similar sense of unease with linguistically competent Westerners and theorized that
such role inconsistencies can feel like a threat to the Japanese cultural identity. More
recently, however, Azuma (2010) found that Japanese participants welcomed the
linguistic efforts of advanced Japanese language learners, which resulted in a more
favorable evaluation compared to a native speaker. This positive effect extended to a
greater tendency to forgive linguistic mistakes when they were made by foreigners
rather than Japanese. These findings lead us to posit that a Japanese audience may be
more forgiving of cultural misalignments in the content of crisis messages when they
are delivered by a foreign speaker. This should be especially true when the
spokesperson delivers the message in Japanese rather than English.

Turning now to Japanese audiences’ perceptions of English, research seems to
indicate that the different varieties of English can elicit considerably different
responses. Many Japanese seem to display a preference for native varieties of English.
McKenzie (2008) found that Japanese university students perceived speakers of U.K.
and U.S. varieties of English as significantly more competent than speakers with a
Japanese accent. Similarly, Takahashi (2012) explored Japanese students’ perception
of native and non-native varieties of English. She found that both Japanese and
Chinese English were ranked higher in solidarity but significantly lower in terms of
status than the U.S. variety of English. Clearly, the quality of English can affect how
an audience perceives messages.

To summarize, while some believe that most Japanese would react poorly to
Japanese speaking foreigners, more recent findings suggest a positive effect of
making the effort to speak in Japanese. In addition, native-level English seems to be
preferred over accented varieties. However, research on Japanese audiences’

perceptions of Japanese individuals speaking English is rare, and we cannot make a
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clear prediction for the impact of English language messages delivered by Japanese
spokespersons.

Overall, while some of the concepts and considerations above are hinting at
potential trends in the impact of ethnicity and language considerations on crisis
communication efforts, the author does not feel comfortable with making predictions
based on the literature review alone. The impact might also vary considerably person
to person and could be affected by racial bias.

In the next section, the information gleaned from the review of relevant
literature will be augmented by qualitative research to gain a clearer picture of the
real-life impact of these considerations, and to aid in the establishment of meaningful
hypotheses for the quantitative portion of this volume. While the review of the
existing literature has shown that considerable cultural differences exist in
communication practices between the West, in particular the United States, and Japan,
these findings are predominantly gained from interpersonal communication and
public relations research.

This raises the question as to whether these findings apply to corporate crisis
communication theory. Chapters 5 and 6 introduce the cases of Olympus Corporation
and McDonald’s Japan as examples of the impact of communication differences on
real-life crises. The cases illustrate both the impact of misalignments in CRS as well
as the power of additional contextual factors. The case study approach has been
utilized to study a wide variety of phenomena from the personal or group level to the
organizational or societal level (Yin, 2009). Particularly in the field of crisis
communication, case studies have been, and still remain today, an indispensable tool
for understanding real-life crises within their diverse contexts (An & Cheng, 2010;

Yin, 2009). One of the key strengths of the case study approach is its inclusion of a
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wide variety of sources to gain insight into a particular situation. Sources can include
textual materials (i.e., newspaper articles), online materials and resources, interviews
and official statements, and media accounts, to name only a few (Sellnow et al., 2009,
p- 56). The next chapter introduces the case of Olympus Japan’s crisis communication

performance in the international arena.
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5 The Case of Olympus Corporation

This chapter utilizes Frandsen and Johansen’s (2017) RAT to frame an
analysis of Japan’s Olympus Corporation’s crisis communication efforts during its
2011 financial fraud crisis. While the Olympus case is in no way an example of
Japanese crisis communication best practices, it offers a number of insights into how
the cultural differences identified in chapter 4 can affect not only CRS but also media,
genre, and text choices made by the various voices in a rhetorical arena (Frandsen &
Johansen, 2010b). Content analysis is utilized to systematically examine a large
corpus of Olympus’s press releases and Western press coverage to assess the
rhetorical arena and its communication processes. The purpose of this case study is
twofold, to identify key voices and their impact on the arena and to situate Olympus’s
crisis communication efforts in a cultural context. This chapter constitutes the first of
two attempts to give real-life examples of how cross-cultural crisis communication
can be affected by cultural differences between senders and receivers of crisis
communication messages. This case study adopts a social constructionist approach to
crises, which emphasizes that crisis meaning is fluid, uniquely constructed in a given
cultural context (Falkheimer & Heide, 2006), and can be influenced by prominent
voices leading an audience’s sense making efforts (Heath, 2004). When a crisis
occurs, an immediate demand for information is created (Lerbinger, 1997). In a
Western media context, the news media will quickly turn to anyone else that is willing

to discuss the crisis if the organization does not speak up (Coombs, 2007d).

5.1 The Olympus Loss Hiding Scandal
A case of financial statement fraud spanning nearly two decades at Olympus

Corporation began to unravel in mid-2011. After the company’s former CEO and
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president, Michael Woodford, blew the whistle on questionable advisory fees for
several major acquisitions, a third-party investigations committee revealed major
accounting irregularities. On November 8, 2011, approximately one month after
accusations had first surfaced, Olympus admitted to having settled deferred losses
stemming from the 1990s through fraudulent mergers and acquisitions (M&A)
activities (Olympus Corporation, 2011a). Two days later, Olympus’s market value
bottomed out at only JPY460 per share, a mere 18.5 percent of what its price had been

only one month earlier.

5.2 Method

The question arises, how do we gain insight into a rhetorical arena. This study
uses a qualitative mixed-methods approach, drawing on multiple sources to achieve a
well-rounded look at the crisis. A mosaic approach is utilized, combining findings
from the analysis of various sources into a cohesive final narrative (Bazeley & Kemp,
2012). A combination of primary and secondary sources was selected to make up the
mosaic design. Newspaper articles, press releases, transcripts and videos of press
conferences, and a first-person account about the case were consulted to gain a
nuanced understanding of the rhetorical arena.

For the Olympus case, the Western press mediated the majority of crisis
communication processes. Therefore, this paper utilizes articles in the Western press
to provide a detailed look at the rhetorical arena and its key themes from a Western
perspective. This study explicitly focuses on the Western perceptions and
interpretations of the Olympus case. The Japanese perspective, focusing primarily on
risk management and corporate governance aspects, has been discussed by a number

of scholars and lies beyond the scope of this study (e.g., Adachi, 2012; Ohira, 2013;
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Ohira, Higuchi, & Sato, 2013). This paper does not view “the media as mere
transmitters of information that represent or reconstruct reality”; instead, it recognizes
the interpretive function of “the media as story makers that contribute to the
construction of social reality” (Frandsen & Johansen, 2017, p. 179; Lerbinger, 1997).
The author believes that the media’s interpretation or framing of a crisis is a good
reflection of which communicative strategies resonate within a certain cultural
context. An inductive qualitative content analysis was performed on 273 articles
published during the first six months of the Olympus crisis by one U.S. daily
newspaper, The New York Times, one British daily newspaper, The Times, and two
international financial publications, The Financial Times and Bloomberg News. The
timeframe of seven months was chosen to cover the entirety of the crisis from its
earliest public eruption to when media interest eventually faded. See Table 5-1 for an
overview of the articles analyzed. The publications were selected due to their
excellent reputations and high circulation both in their respective countries and

worldwide.

Table 5-1 Corpus of Western press coverage of Olympus crisis for content analysis

Source Number of Articles Method of Retrieval Date Range
The New York Times 41 LexisNexis
The Times 47 LexisNexis

October 2011 — April 2012
The Financial Times 90 ProQuest
Bloomberg News 95 Bloomberg News Website

Only articles with more than 50% Olympus case-related content were included
in the corpus. The resulting corpus was analyzed through an inductive qualitative
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content analysis method (Neuendorf, 2002). Content coding was performed with the
QDA Miner software by Provalis. In the first phase of the content analysis, the texts
were reviewed, and initial codes were assigned. The next step consisted of grouping
the codes and creating categories and themes. In the third step, a finalized codebook
was created, and all texts were recoded with the finalized codes. See Appendix Al for
the full codebook. Key themes included voices, specific narratives, positive and
negative frames, overarching context, key concerns, and mentions of Olympus’s CRS.
A second coder coded ten percent of the articles, with inter-coder reliability of 0.91
(Krippendorff’s Alpha).

The second piece of the mosaic was a corpus of 62 press releases published
within the same timeframe as the analysis above. These texts gave insight into the
company’s crisis communication efforts. The press releases were downloaded from
the official company website and constituted the only English language crisis
communication issued by the company’. In fact, all press releases were translations of
identical press releases issued in Japanese. Qualitative content analysis was utilized to
analyze the corpus. This process was primarily deductive and was theoretically
grounded in Coombs’ (2007¢) ten CRS. The coding process followed the same steps
as above. Emergent key themes consisted of CRS and reactions to stakeholder
demands and criticisms. See Appendix A2 for the full codebook.

The third piece of the mosaic consisted of a review of the transcripts and

videos of five key press conferences given by Olympus and one press conference

7 Press conferences regarding the crisis were conducted exclusively in Japanese.
No official translations were provided by Olympus and only short summaries were

issued in form of press releases.
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given by Michael Woodford to the Japan National Press Club (JNPC). For a list of the
materials reviewed, see Appendix A3. The transcripts were read and reread, paying
particular attention to CRS and overall rhetoric, as well as references to cultural
differences in the case of Woodford’s press conference. The transcripts and videos
were not formally coded but annotated by hand.

Lastly, the author drew on the 2012 book Exposure: Inside the Olympus
Scandal by Michael Woodford. The book gives valuable insights into the internal
crisis communication aspects of this case as well as the early rhetorical arena and
adds an additional piece to the mosaic picture of this crisis case. While the book
might be considered a questionable source, this study treats the contents of the book
as a first-person account by an involved party. While the contents are inherently
subjective, they do contribute to our overall understanding of the Western view of the
Olympus crisis. It should also be noted that the contents of the book were never
officially disputed by Olympus or other involved parties. A thematic analysis was
conducted on the book. Passages addressing communication between the actors in the
arena were identified and coded for voices, content of interactions, and cultural
misalignments. Coding for cultural misalignment moved beyond the manifest to the
more interpretive latent level of analysis (Boyatzis, 1998) and attempted to address
underlying and implicit concepts.

Due to the lengthy nature of the Olympus case, the findings and discussion
will be presented concurrently to preserve the flow of crisis development and allow
for a thick description that provides relevant interpretations in close proximity to
actual findings. In line with reviewer suggestions, some quantitative data from the

qualitative content analysis was included to strengthen the credibility of the findings.
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5.3 Findings and Discussion
5.3.1 The Pre-Crisis Phase — A Small Arena

An article by the small Japanese investigative magazine FACTA in August
2011 opened the rhetorical arena for what was to become one of the largest financial
fraud cases in Japanese history (Yamaguchi, 2011). Even though the FACTA article
had provided excellent documentation of its accusations and could have been easily
fact-checked by larger publications, the story was not picked up by any major
Japanese news outlet. At this point, Olympus was facing a single but persistent voice
in the crisis arena, Michael Woodford, its, at the time, brand new CEO. A friend had
provided Woodford with a translation of the FACTA article, which questioned
exorbitant advisory fees paid for M&A activities. However, Woodford’s inquiries
with the board of directors were rebuffed with vehement denials.

When examining Olympus’s crisis communication efforts during the early crisis
phase through a cultural lens, some of the behaviors exhibited become more
understandable. The top management was choosing a denial/no comment strategy to
save face not only for the company but also for respected former executives and was
following Japanese cultural conventions by trying to prevent the issues from
becoming public knowledge. It should be mentioned here that the Olympus corporate
culture had amplified certain collectivist values to an unhealthy degree and far beyond
general cultural norms—a known risk of the Japanese tendency towards in-group
loyalty in the family-style (community model) corporation (Ishikawa, 2016).

Also, had the situation been virtually confined to Japan, we could have
reasonably expected a very different outcome to the situation considering the press
environment and tendencies for in-group loyalty. Woodford (2012) cited high-ranking

journalists as having called the topic too hot to handle. This initial refusal of the larger
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Japanese media outlets to cover the topic illustrates a reluctance to move against
major companies. In most Western countries, the publication of the first article in
FACTA would have been enough to make the crisis fully erupt. However, the
Japanese media environment let Olympus ignore these first accusations and employ a
denial/no comment strategy successfully.

Olympus had an excellent opportunity to get ahead of the story and break the
news to the international press themselves before Woodford blew the whistle. They
had ample warning that the risk of discovery was increasing exponentially, first
through the articles in FACTA, then through the repeated inquiries by Woodford
(Woodford, 2012). The company had the opportunity to employ a stealing thunder
strategy (Arpan & Pompper, 2003). Research has shown that the reputational impact
of a crises can be mitigated to a certain extend if the organization discloses the crisis
voluntarily before being found out by an outside party (Arpan & Pompper, 2003;
Claeys & Cauberghe, 2012). With Woodford as a charismatic spokesperson for the
company, voluntary disclosure of the details could have potentially resulted in a more

favorable overall outcome, at least for the company’s image, if not for all stakeholders.

5.3.2 The Active Crisis Phase: Part 1 — The International Arena

On October 14, 2011, the Olympus board of directors dismissed Woodford
from his position as CEQ, citing cultural differences in management styles for the
decision. This, in turn, prompted Woodford to blow the whistle and disclose all he
knew to a journalist with The Financial Times. The ensuing article entitled “More
Than a Clash of Cultures at Olympus,” written by Jonathan Soble (2011a), was the
spark that ignited this crisis and expanded the rhetorical arena to an international level.

During the first two days, press inquiries were left unanswered, and Olympus
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remained silent. Content analysis revealed that the first days of the crisis were
dominated by Woodford establishing his side of the story—he had been fired because
he had raised questions about unusually high M&A fees (see Table 5-2). His charges
of “calamitous errors and exceptionally poor judgment” were quoted across all four
analyzed sources (e.g., Lewis, 2011a; Soble, 2011b). Over the next weeks, the
Western press overwhelmingly featured Woodford’s accusations (see Table 5-3), only
giving cursory attention to Olympus’s version of events. During October 2011, less
than 10% of the total word count of the articles analyzed addressed Olympus’s CRS,
which in the early phase, consisted of claims that Woodford’s firing had been due to
cultural differences (denial strategy). See Table 5-4 for an overview of the crisis
communication strategies employed by Olympus and Figure 5-1 for the word
percentages of the articles analyzed that mentioned these strategies. On October 17,
2011, Olympus addressed the accusations by the Western press in a Japanese only
press brief restating that Woodford’s firing had been due to management differences,
all M&A activities were beyond reproach (continued denial), and that legal steps
against Woodford were being considered. During the following weeks, Japanese press
releases were translated into English and posted on the company’s international

website. Company spokespersons made no statements in English.
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Table 5-2 Code: Source - Word Percentages Week 1

Table Content - Code Category: Source, Count: Percentage of Words, Display: Column Percentage

o o o o o o o o
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o o o o o o o o
Woodford, M. 65.90% | 58.40% | 81.50% | 68.50% | 67.70% | 65.20% | 27.80% | 65.50%
Investors 3.40% | 0.00% | 0.00% | 0.00% | 0.00% | 2.30% | 25.00% | 12.90%
Olympus Management 30.80% | 41.60% | 18.50% | 31.50% | 30.90% | 23.20% | 47.20% | 16.30%
Investigative Committee 0.00% | 0.00% | 0.00% | 0.00% | 0.00% | 0.00% | 0.00% | 0.00%
Investment professionals 0.00% | 0.00% | 0.00% | 0.00% 1.40% | 9.30% | 0.00% | 0.00%
TSE 0.00% | 0.00% | 0.00% | 0.00% | 0.00% | 0.00% | 0.00% | 5.30%
Japanese politicians 0.00% | 0.00% | 0.00% | 0.00% | 0.00% | 0.00% | 0.00% | 0.00%

Table 5-3 Code Category. Key Issues — Word Percentages by Month

Table Content - Code Category: Key Issues, Count: Case Occurrence, Display: Column Percentage

Oct 11 Nov 11 Dec 11 Jan 12 Feb 12 Mar 12 Apr 12
Firing Woodford 15.7% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Accusations 84.3% 11.1% 0.0% 0.0% 0.0% 0.0% 0.0%
Issues in Japan 0.0% 14.8% 5.7% 10.5% 10.0% 0.0% 14.3%
The Revelation 0.0% 70.4% 25.7% 0.0% 0.0% 0.0% 0.0%
Background 0.0% 1.9% 5.7% 0.0% 0.0% 50.0% 0.0%
Recovery 0.0% 1.9% 62.9% 89.5% 90.0% 50.0% 85.7%

Table 5-4 Code Category: Olympus CRS — Case Occurrence by Month [Olympus

Press Releases]

Table Content - Code Category: Crisis Response Strategy, Count: Case Occurrence, Display: Column

Percentage

Oct 11 Nov 11 Dec 11 Jan 12 Feb 12 Mar 12 Apr 12
Denial 44.40% 0.00% 0.00% 0.00% 0.00% 0.00% 0.00%
Attack Accuser 22.20% 0.00% 0.00% 0.00% 0.00% 0.00% 0.00%
Apology 0.00% 36.40% 25.00% 0.00% 25.00% 50.00% 40.00%
Shifting Blame 22.20% 0.00% 0.00% 0.00% 0.00% 0.00% 0.00%
Corrective Action 11.10% 45.50% 50.00% 100.00% 50.00% 50.00% 60.00%
Bolstering 0.00% 9.10% 0.00% 0.00% 0.00% 0.00% 0.00%
Differentiation 0.00% 9.10% 25.00% 0.00% 25.00% 0.00% 0.00%
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Figure 5-1 Code Category.: Olympus CRS — Word Percentages by Month

Word Percentage addressing Olympus' CRS by Month

Percentage of Total Article Word Count
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Olympus’s initial crisis response strategy is described in the Western press as
“Deny, deny, deny” and on November 4, 2011, Stuart Biggs and Mariko Yasu quoted
David Herro, a “Chicago-based chief investment officer for international equities” as
saying, “They just keep denying that anything illegal or excessive has happened, [...]
Clearly they’ve done something excessive” (Yasu & Biggs, 2011) . This feeling of
suspicion, together with a critical tone is reflected in a majority of Western articles
analyzed around this time frame. In fact, for the month of October, 18.36% percent of
the total article words were coded as representing an overtly negative frame.

On October 21, 2011, under pressure from a steadily declining stock price,
Olympus announced the formation of an independent third-party committee to
investigate the accusations, a common practice by Japanese companies in cases of
matters that need clarification. A few days later, Tsuyoshi Kikukawa stepped down as
president and CEO, in what was perceived in the West as a gesture “intended to
appease investors”, who had caused the stock price to fall by over 50% since the crisis
first erupted (Soble, 2011d). The stepping down of the head of an organization during

a crisis is a long-standing Japanese tradition, which is reminiscent of the ritual
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suicides by samurai who had become disgraced. Yet, this did little to appease Western
stakeholders, and one article quoted Woodford as saying: “They’ve just got somebody
else standing up saying the same thing, not answering the question about this huge
amount of money. It’s just extraordinary” (Soble, 2011d). Olympus continued its
denial strategy even under mounting pressure from various voices in the arena (see
Table 5-4).

Olympus broke a further tenant of good crisis communication when it failed to
speak with one voice (Coombs, 2007d) when an internal memo penned by Kikukawa
was leaked to The Financial Times. In what the Western media called a “diatribe” and
“vitriolic” Kikukawa leveled various accusations at Woodford, ranging from “being
something of a control freak” to “poor temper control, lack of respect for reporting
lines and overly indulgent use of private jets” (Clark, 2011; Mure, 2011). In the most
personal attack, Kikukawa accused Woodford of disliking Japan (Soble, 2011c). The
Financial Times, in turn, quoted Woodford as calling Kikukawa’s words “a desperate
ploy to buy time” (Soble, 2011c). Considering the overwhelmingly positive attitude
towards Woodford by the Western press and international stakeholders, this attack
seemed ill-conceived. Even if the memo was intended for employees only, Olympus
should have anticipated the possibility of this memo reaching the public. While the
company had been employing an attack the accuser strategy alongside its efforts to
deny any wrongdoing (see Table 5-4), the personal nature of the attack led to
Kikukawa being perceived as desperate and petty (Mure, 2011).

Considerable cultural differences between Olympus as the message sender and
the Western message receivers, hindered Olympus’s narrative and attempts to shape
the conversation. Woodford emerged as the dominant voice of the crisis (see Figure

5-2). His narrative, media, genre, and text choices resonated with Western audiences.
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While Olympus primarily communicated to its stakeholders, Woodford
communicated with them. He gave frequent interviews, appeared on television, and
gave a compelling narrative presented through colorful and descriptive language. He
became a vocal representative for Western stakeholders and provided the news media
with entertaining sound bites. In contrast, Olympus offered clinical sounding press
releases that found little representation in the media (see Figure 5-1) and traditional
Japanese press conferences that did little to satisfy the Western demand for
explanations and justifications. In fact, Olympus crisis communication strategies, as
well as media, genre, and text choices, were adjusted mainly to its own socio-cultural
and organizational context. However, it should be noted here that Olympus’s

extended denials were also viewed critically by many Japanese observers.

Figure 5-2 Code: Source — Word Percentages by Month
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5.3.3 The Active Crisis Phase: Part 2 — The Arena Expands
On November 8, 2011, the much-debated question of what exactly had
happened at Olympus was finally answered. Nearly one month after the crisis had

begun, the newly appointed CEO and president Shuichi Takayama stepped before
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cameras at a specially appointed press conference and admitted to a loss-hiding
scheme that had spanned decades. The announcement, however, was again delivered
solely in Japanese. This admission marked a definite shift in Olympus’s CSR away
from denial. At the press conference, Takayama bowed frequently in a traditional
Japanese apology. He claimed not to have known about the loss hiding until the
previous night, a statement that was met with derision by Woodford, who stated in a
telephone interview later that day that, “it’s beyond belief that Mr. Takayama claims
he only found out about it last night. If he didn’t know before I started [my inquiries],
then he should have known after” (Yasu & Fujimura, 2011).

Takayama’s traditional Japanese apology received much criticism in the
Western press. He provided no additional information and little in the way of an
explanation. He did not address why a number of former and current Olympus
executives had perpetrated such an elaborate fraud. Olympus did, however,
complement its apology with an attack the accuser strategy. Takayama explained
during the press conference: “the reason why shares fell so much is because Mr.
Woodford gave that important information including things we didn’t even know.
[...] If it wasn’t for Mr. Woodford, we would still be well placed in the market, and
our business would be healthy” (Farrell, 2011). This statement was not well received
by the Western press, which primarily echoed colorful assessment of the claims by
Woodford, who stated in an interview with Bloomberg’s Lisa Murphy: “What a
ludicrous, idiotic statement, [...] it’s offensive” (Farrell, 2011). This attacking the
accuser strategy was clearly designed to resonate with the Japanese press and public,
which, at least theoretically, share a cultural dislike for disloyalty.

After the revelation of the large-scale loss hiding activities, the focus of the

rhetorical arena now shifted from questions of what had happened, to why and how
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this could have happened (see Figure 5-3). The question of why can be vital in
establishing a compelling narrative for a crisis. In the case of Olympus, the absence of
an explanation, which, while rather typical for a Japanese apology, allowed for a
narrative spearheaded by Woodford and highly critical of the Japanese ways to
dominate the rhetorical arena. Olympus permitted a narrative to emerge that told the
story “of the morally upstanding Western executive uncovering the fraud by a corrupt
Japanese board” and the reputational damage began to spread far beyond Olympus
itself. Headlines read: “Focus Should Not Be Solely on Olympus” (King, 2011),
“Japan Tries to Limit Olympus Fallout” (Nakamoto, 2011), and “It’s No Good
Pretending This Is an Isolated Case” (Lewis, 2011b). The now dominant narrative
framed the crisis in terms of general weaknesses in Japanese corporate governance,
which caused a further expansion of the rhetorical arena. Now, corporate governance
experts, Japanese regulators, and politicians were frequently represented in the media
(see Figure 5-2). The case was increasingly being discussed in terms of wider
implications. In the week beginning November 7, 2011, 12 articles discussed the
Olympus case in terms of the overarching context. Codes included Corporate
Governance (N = 5), Japanese Business Culture (N = 4), The Regulatory Environment
(N =4), and Japan (in general) (N = 7). Leo Lewis (2011a) succinctly summarized the

overall sentiment:

In coming days, the great effort by the government, regulators,
prosecutors, and corporate Japan will be to pretend that everything
horrible still washing up from the 1980s is specific, rather than
systemic, that Olympus was unique. It was not. [...] Japan, not just

Olympus, has again been caught in a spectacular scandal.

Japanese financial service minister, Shozaburo Jimi promised sweeping changes:

69



It is troubling to see investors, both domestic and abroad, question
the fairness and transparency of the Japanese markets. I am
determined to take every measure necessary, if any issues for
improvement [of fairness and transparency] were to be identified

through untangling of this case. (Nakamoto, 2011)

Japan’s Prime Minister at the time, Yoshihiko Noda, reinforced Japan’s commitment

to strict regulatory action: “We have to address it sternly when such an inappropriate

case surfaces. By doing so, I would like to secure confidence in Japan’s financial

market” (Mure & Nakamoto, 2011).

Figure 5-3 Code Category: Key Concerns — Code Occurrence per Month
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The release of the third-party committee report on December 6, 2011, ended

most discussion about the why and how of the actual loss hiding scheme (see Figure

5-3), and was highly damning for Olympus. The document contained a detailed

description of Olympus’s accounting scheme and sharply worded criticism of the
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company management and board of directors. Olympus provided an unofficial
English translation of the report as well as a shorter summary report on its website,
both were accompanied by an apology and a promise for corrective action.
Differences in translations between Olympus and the Western press illustrate how
language can be used to emphasize a point of view. For example, the Japanese “keiei
chiishin bubun ga kusatte ori, sono shithen bubun mo osen sare” (Olympus
Corporation, 2011a, p. 179) was translated by Olympus as “the core of management
was corrupted, and the periphery was also contaminated” (Olympus Corporation,
2011b, p. 179), while the media quickly spread the much more imaginative phrase
“rotten to the core.” This is, while not a mistranslation, a somewhat stronger meaning
than the original Japanese phrase implied. As no official translation was provided,
The New York Times wrote: “The management was rotten to the core, and infected
those around it, said the report, which ran more than 200 pages, with appendixes”
(Tabuchi & Bradsher, 2011). While The Financial Times chose the somewhat tamer
“rotten at the core”, both Bloomberg News and The Times echoed the more colorful
“rotten to the core”, which quickly became a defining image of the scandal (see Table
5-5).

Ho, Pang, AuYong, and Lau (2014) described how a photograph or a phrase
can become enduring representations of a key moment of a crisis. Such “[a]n
enduring image constitutes a prime representation of the accused in a given crisis”
(Ho et al., p. 519). These representations are full of “symbolic potential” and become
permanently embedded in the public consciousness (Ho et al., 2014, p.519). The
emergence of the “rotten to the core” narrative and image could have been mitigated,
if not prevented, through the use of a strong, quotable, and widespread translation of

the report by Olympus. While Olympus provided an unofficial English translation of
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the report, this translation initially® appeared on its website in the form of a low-
quality photocopy in PDF format, in conjunction with a press release. A strong
spokesperson giving television interviews could have potentially spread the preferred
translation, avoiding the emergence of the evocative “rotten to the core”. However,
considering the Japanese media environment where newspapers will often echo a
company’s press releases without much editing, Olympus’s unpreparedness for
communication with the Western press in English is not surprising. Clearly,
Olympus’s communication processes with its Western stakeholders continued to
suffer from poor cultural alignment in media, genre, and text. Olympus’s
communication efforts in English remained limited to straight translations of Japanese
language press releases, which further proves a lack of awareness of contextual

differences between the many voices in a cross-cultural rhetorical arena.

Table 5-5 Code Category: Translation (Rotten Narrative) — Case Occurrence by

Source

Table Content - Code Category: Translation, Count: Case Occurrence, Display: Count

The Times (London) | The New York Times | The Financial Times | Bloomberg News
“rotten at the core” 4
“the core was rotten” 1
“rotten to the core” 2 4 5
“rotten core” 5

5.3.4 The Post-Crisis Phase: The Power of Quiet Voices

The weeks after the release of the third-party committee report spelled the

beginning of the post-crisis phase. Ill-adjusted communication processes had dragged

8 The bitmap style PDF file was later replaced with a version that could be

searched and copied.
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out the active crisis phase for nearly two months. The release of the committee report
on December 6, 2011, had yet again sparked massive press coverage (see Figure 5-4),
but Olympus’s clearly structured reform plans, combined with investigations into
executive and non-executive liability, constituted a solid recovery strategy that
resonated with the Western press. Content analysis of Olympus’s press releases
revealed that managerial reform through corporate governance changes and corporate
restructuring made up the key message of renewal and rebirth that Olympus had
chosen as the frame for its recovery efforts (see Table 5-6). These messages were
widely reflected in the Western media. Bloomberg cited Takayama as saying, “we’ll
be reborn as new Olympus so that we can provide value to all our stakeholders
including shareholders, customers, banks and our employees” (Yasu, 2011). Yet,
content analysis showed that the post-crisis phase was defined by three major points

of contention (see Figure 5-5).

Figure 5-4 Total Articles in Corpus (N=273) per Week
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Table 5-6 Code Category.: Key Messages of Olympus’s Corrective Action Strategy —

Case Occurrence by Month [Olympus Press Releases]

Table Content - Code Category: Key Messages of Olympus’s Corrective Action Strategy, Count: Case
Occurrence (Cases), Display: Count

Nov 11 Dec 11 Jan 12 Feb 12 Mar 12 Apr 12

Management Reform 2 5 2 1 1
Corporate Governance Reform 1 4 2 1 1

Company Structure Reform 1 3 1 1
Use of Nomination Committee 2 1

Release of Corrected Financial Statements 8 3
Board Resignation 1 2 3 1

Business Alliance

Submission of Financial Results and

Forecasts 1 1 1
Extraordinary Shareholders’ Meeting 2 2 1 1

Lawsuits

New Board Selection 1 1 2

Figure 5-5 Code Category: Points of Contention — Code Occurrence by Month
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First, problems began to arise in the different approaches to executing reform
plans. While foreign voices, led by Woodford, demanded the immediate resignation

of the board, this did not happen. Olympus announced that the board would continue
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to perform its duties until an extraordinary shareholder’s meeting could be called to
ensure smooth crisis management and a successful handoff of responsibilities.
Woodford, on the other hand, strongly opposed allowing a “tainted and contaminated”
board to continue to lead the company (Mure, 2012).

A further point of contention was the return of Woodford to lead the company.
This move, while popular with international investors, did not find support with
Japanese institutional investors and Olympus’s main bank, Sumitomo Mitsui Banking
Group (SMBC). The bank, along with the Japanese Bankers Association, had pledged
its continued support for Olympus after the company avoided delisting from the
Tokyo stock exchange in mid-December (S. Sato & Taniguchi, 2011), Woodford
lamented the lack of support from Japan’s institutional investors as he abandoned his
attempts to rejoin Olympus in January 2012 in favor of suing the company: “The
Japanese institutional shareholders have not spoken one single word of criticism, in
complete and utter contrast with overseas shareholders, who were demanding
accountability” (Tabuchi, 2012).

Media attention had decreased, and while Western stakeholders and Woodford
remained loud proponents of change, a hereto-quiet stakeholder was gaining
importance. Japanese institutional investors began to shape the post-crisis landscape.
Olympus now began addressing this hereto-quiet voice. The perceived lack of support
by Japanese institutional investors for the sweeping changes demanded by Western
stakeholders soon emerged as the third major point of contention (Code:
Bank/Institutional Shareholders). The influence of the Japanese institutional investors
and major creditors culminated in a roster for Olympus’s new board of directors that
found little support in the West. Olympus had made some concessions to Western

voices. More than half of the new 11 person board were outside directors in an effort
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to satisfy Western demands for strengthened corporate governance structures, but
efforts to place a Western director on the board had failed. As chairman, shareholders
voted in 63-year-old Yasuyuki Kimoto, a former executive at SMBC, Olympus’s
main lender. Hideaki Fujizuka, a former executive of the Mitsubishi UFJ bank,
another Olympus creditor, was also elected to the board. These placements are
reminiscent of the main bank’s authority to intervene during periods of financial
distress, which was popular during the heyday of relational monitoring (Y. Suzuki,
2011). The proposed board was accepted at the meeting of shareholders with a clear
majority. The Western press was not pleased and overwhelmingly agreed with
Woodford, who dramatically exclaimed: “A new start at Olympus? How dare you?
Shame on you, [...] Do you not realize how that looks to the world” (Tabuchi &
Inoue, 2012).

Clearly, Olympus’s efforts to utilize corrective action as a crisis
communication strategy failed in the execution and follow-through in the eyes of
international stakeholders. However, Olympus’s crisis communication strategies in
the post-crisis phase satisfied its most salient stakeholders at the time, Japanese
institutional investors and banks. While the Western press, as a loud and aggressive
opinion shaper was the most dominant voice in the rhetorical arena during the active
crisis phase, Japanese institutional investors became increasingly important during the
post-crisis phase. While this stakeholder group held little definitional power in the
publicly visible rhetorical arena, it held considerable real-life power. This suggests
that as an arena loses importance and a crisis draws to an end, rhetorical dominance
does not necessarily equal influence over eventual organizational outcomes.

While the Western view of Olympus as a deeply corrupt organization

dominated the rhetorical arena, the sweeping corporate governance changes
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demanded by these dominant voices were not achieved due to the strong influence of
a quieter voice with whom Olympus’s crisis communication efforts had clearly had
the desired effect. This analysis suggests that while Olympus failed in its
communication efforts with Western stakeholders, its recovery strategies were
somewhat more successful with Japanese institutional investors. The subsequent
recovery of the Olympus share price—by May 2013 Olympus had recovered its pre-
crisis share price and by November 2015 company shares attained near record
levels—and the current overall performance of the company prove that the company’s
refusal to accede to the demands of the dominant voices in the rhetorical arena did not
have lasting effects on the company’s future.

This study does not seek to dispute the fact that a crucial factor in the recovery
of Olympus was its near monopoly position in the world-wide endoscopy market.
However, without the continued support of its major Japanese creditors and
institutional investors, the company would have been unlikely to survive as an

independent entity.

5.4 Conclusion

This case study has demonstrated that cultural differences in cognitive
schemes (collectivism and high context communication), socio-cultural norms
(apology practices and in-group loyalty), and organizational context (media
environment) can have a significant impact on the appropriateness and effectiveness
of crisis communication efforts in a cross-cultural arena. The Olympus case has
shown that when an organization is ill-prepared to communicate effectively in a
diverse multi-vocal rhetorical arena, unfriendly voices can emerge as a dominant

force and compound the reputational damage of a crisis.
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A key take-away for Japanese companies conducting crisis communication in
a Western context is the importance of a quick and thorough response. While the
Japanese media might accept initial denials, and Japanese society may allow for
public apologies with vague explanations, this is unlikely to work in a Western
context. A further important point is the need for an English-speaking spokesperson
with a strong media presence. An effective spokesperson can mitigate some of the
damage done by the negative narrative established by the opposition by providing an
alternative frame for the situation as well as giving the press a strong source of
information. While not every crisis will entail as prolific a voice for the injured parties
as Woodford, having a highly visible spokesperson that ensures that the company is
speaking with one voice is clearly important. Additionally, the establishment of a
cross-culturally competent crisis management team that can create, translate, and
deliver a culturally adjusted frame through appropriate choices of media, genre, and
text for a culturally diverse arena is of the essence.

While the scope of this analysis was limited, and conclusions were based on a
single case study, the findings illustrate the potential impact of cultural differences in
a diverse rhetorical arena and highlight the need for the quantitative investigation in
the second part of this thesis. Chapter 7 will attempt to confirm and validate the effect
of cultural differences on crisis communication in an experimental setting and
formalize the findings of this admittedly highly anecdotal inquiry. While the Olympus
case focused on the crisis communication failure by a Japanese company, the
following chapter will introduce the case of McDonald’s Japan, as an example of an
essentially Western company failing to communicate effectively with its Japanese

stakeholders.
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6 The Case of McDonald’s Japan

This chapter utilizes the case of two consecutive food safety crises at
McDonald’s Japan, hereinafter referred to as McDonald’s, to illustrate the impact and
relevance of cultural differences in both responsibility attribution and account giving
on crisis communication outcomes. Coombs’ (2007a) SCCT was chosen as the
theoretical framework for this study due to its audience-oriented approach to crisis
communication and its strong foundation in both attribution theory and account giving
research. McDonald’s faced two major food safety crises consecutively in 2014 and
2015. The company faced considerable reputational threats from first a tainted
chicken meat scandal in July 2014 and then a string of foreign objects discovered in
McDonald’s dishes in January 2015. McDonald’s crisis communication efforts,
particularly during its first crisis in 2014, were not well received in Japan and were
widely blamed on a poor cultural fit between the communication strategies of the U.S.
fast-food giant and the expectations of its Japanese customers. This case aims to
identify the specific shortcomings of McDonald’s crisis communication strategies and
situate them in the larger theoretical context of cultural differences in account giving
and attribution theory. The study provides a real-world example of key differences in
crisis communication practices and conventions between the North America and

Japan.

6.1 Method and Procedures

This study draws upon a number of different sources to gain insight into the
two McDonald’s cases. Video recordings of three key McDonald’s press conferences
were consulted to ascertain the company’s CRS, and 204 texts from various sources

(daily newspapers, business and specialty publications, and popular websites and
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blogs) were assessed for public reactions to the CRS employed by McDonald’s. A
pilot review of Japan’s most significant daily newspapers’ reporting on the two
McDonald’s crises had revealed a limited number of useful findings due to the
Japanese tendency towards respectful and uniform reporting (Chen, 2008; Winfield et
al., 2000). This led to the decision to include business and industry publications as
well as blogs and general web content, which constitute a rich source of editorial-type
reporting and opinion pieces. See Table 6-1 for a detailed overview of text sources.
The author believes these types of sources to be an adequate reflection of overall
public sentiment. While the degree of respectability of these sources clearly varies,

this variation was intentional to give the analysis depths and range.

Table 6-1 Text evidence for analysis

Source Retrieval Method # of Texts
Asahi Shinbun Kikuzou II Visual 18
Mainichi Shinbun Mainichi News Pack 20

Nishi Nihon Shinbun Papyrus 15

Nihon Keizai Shinbun Nikkei Terekon 21 22

The Japan Times (English) Website 16
Nikkei Business Website and physical library 7

Toyo Keizai Website 3
KouhouKaigi Website and physical library 42
Webnews/Websites/Blogs/ Google search (first 10 pages) 61

Matome sites’

Total: 204

? Matome sites are popular Japanese websites that aggregate social media posts

about a topic from Twitter, Facebook, and similar services.
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An initial review showed that the Japanese search string “makudonarudo
AND shazai” [“McDonald’s AND apology”] returned the most relevant texts (i.e.,
discussions of and reactions to McDonald’s crisis communication efforts). The
analysis focused on texts published during the period from July 20, 2014, day one of
the first crisis, to January 5, 2016, exactly one year after the revelation of the second
crisis. This timeframe was chosen to obtain a balanced cross-section of primary and
secondary reactions as well as sentiments maintained over time for both cases. The
author believes that an overreliance on immediate reactions might over-represent
initial anger and outrage at the situation itself as opposed to reactions to the
company’s crisis communication efforts. All texts which were returned for the search
string in the set time frame and which had a primary focus on either case were
included in the corpus.

While the massive loss in patronage and revenue for the company clearly
indicated that its crisis communication performance was sub-par, a thematic analysis
was used to uncover specific sentiments towards and potential cultural misalignments
in strategic choices. The thematic analysis format was chosen as the method of
analysis because it lends itself to the task of discovering how audiences make sense of
events and complements the exploratory nature of this inquiry. The video footage of
the press conferences was watched and rewatched, and coded passages were
transcribed. Coding for the audiovisual materials was applied at the sentence level and
was strongly theory-driven (deductive), reflecting Coombs’ (2007) 10 primary CRS.
See column two of Tables 6-2 and 6-3 for example content for each code.

The analysis process for the text data was considerably more open. While it
could not be called entirely inductive because it was driven by a clear research

question, codes were not predefined and guided by the text itself (Braun & Clarke,
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2006). The analysis was conducted at the latent or interpretative level'?, which “goes
beyond the semantic content of the data, and starts to identify or examine the
underlying ideas, assumptions, and conceptualizations - and ideologies - that are
theorized as shaping or informing the semantic content of the data” (Braun & Clark,
2006, p. 84). It also seems appropriate here to reiterate the overarching social
constructionist perspective of this thesis. Meaning rather than being seen as fixed is
understood to be context dependent and socially produced (Burr, 1995). Therefore,
this study will not focus on the individual level but instead aims “to theorize the
socio-cultural contexts, and structural conditions, that enable the individual accounts
that are provided” (Braun & Clark, 2006, p. 85).

The overall analysis followed the six steps for thematic analysis laid out by
Braun and Clarke (2006). In the first step, all texts in the corpus were carefully read
and reread, paying close attention to both discussions of McDonald’s crisis
communication efforts as well as audience perceptions and criticisms thereof. In the
second step, all texts were annotated with preliminary notes and codes that described
the relevant content. Then, patterns of codes were evaluated for emergent themes. In
phase four, the candidate themes were reviewed and refined, and sub-themes were
established where necessary. At this level, all code elements were reviewed for
consistency, and illustrative quotations were collected from the texts to enrich the
discussion. After establishing a clear thematic map, themes and sub-themes were
named and finalized, and the report was written up. See Appendix Bl for coding

examples with subthemes and themes.

10 For a detailed discussion of the differences between the manifest or semantic

level, and the latent or interpretative level see Boyatzis (1998).
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6.2 Findings
6.2.1 Casel

In July 2014, Shanghai Husi Foods, a major supplier of chicken to
McDonald’s, was exposed as having used expired and otherwise tainted chicken meat
in its production. McDonald’s, in a press release on its corporate website, quickly
announced that it had stopped all sales of potentially affected items and apologized
for any worry and concern it may have caused its customers. One day later, on July 23,
2014, Family Mart CEO, Isamu Nakayama, bowed and apologized for having sourced
products from the same company with the words: “We are deeply sorry to have
betrayed our domestic customer’s trust” (“Chugoku kigyo ga”, 2014). McDonald’s
management did not address the issue in front of cameras until July 29, 2014, as part
of a previously scheduled earnings announcement press conference. McDonald’s
president and CEO, Sarah Casanova, began the press conference with an apology for
“any anxiety or concern that [the] situation may have caused” (Fuji News Network
[FNN], 2014, 2:50), but did not bow. She reassured customers of McDonald’s high
quality and safety standards and expressed her outrage over the incredibly “disturbing
and appalling” (3:40) news from Shanghai. Casanova utilized a number of crisis
communication strategies (see Table 6-2). She assured customers of McDonald’s
stringent standards (bolstering) and shifted the blame by reminding customers that the
difficulties had occurred due to “the willful action of a few individuals”

(scapegoating; e.g., 42:50, 48:15). She also attempted to diminished the impact by

stating that “these allegations are restricted to one supplier in one city” (43:18) and
that “there is no evidence that the products alleged to have been produced
inappropriately were destined for Japan” (37:40, 57:08). A list of corrective action

strategies to prevent a reoccurrence of the incidence completed her presentation.
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Table 6-2 Crisis Communication Strategies and Key Criticisms - Case 1

Crisis Communication Comments/Content (with video time o
11 Criticisms
Strategy codes)
Apology 2:50 - “T would like to extend my sincere - Insincere
apologies to our valued customers for any - No admission of responsibility
anxiety or concern that this situation may - Unapologetic
have caused.”
Justification 37:40 - “Shanghai Husi produced products - Seen as denial of responsibility
(Minimization) for companies around the world. There is - Customers are not being taken
no evidence that the products alleged to seriously
have been produced inappropriately were
destined for Japan.” (also 57:08)
43:18 - “these allegations are restricted to
one supplier in one city.”
Scapegoating & 42:50 - “willful deception of a few - Denial of responsibility
Victimage individuals at the Husi Shanghai plant.” - Taking a victim role
(also 48:15, and many others)
1:31:10 - “McDonald’s has been
deceived”
Bolstering 4:50 - “we moved incredibly quickly” - Not taking customer concerns
3:27 - “we are known around the world for seriously
our stringent food quality and safety - Contradictory
standards” (many repetitions)
(no Compensation 38:07 - “We do not have plans to - Negative
Strategy) reimburse, we think that what’s most - Disrespectful
important is that we take steps to reassure - Perceived as an attempt to
our customers about the quality and safety diminish the incident

of our food.”

McDonald’s Japanese audience was not impressed with Casanova’s
performance, and McDonald’s crisis communication efforts received much criticism
in both the popular press and on social media. See column three of Table 6-2. One of
the most frequent complaints discovered during the thematic analysis for case 1 was
the absence of a proper Japanese-style apology taking full responsibility for the crisis.
The use of scapegoating, bolstering, and diminishing strategies were repeatedly

named as anti-apology markers.

I FNN (2014)
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Casanova began with the words, “I would like to extend my sincere
apology to our valued customers for any anxiety or concern that
this situation may have caused.” So far this stuck to the basic
attitude of an apology press conference, but then, as the press
conference continued Casanova declared, “this was a deed that
was committed by a few individuals with bad intentions at one
factory in one city in China,” and a suspicious mood began to be in
the air. In the end, even the words “McDonald’s was tricked” were
spoken. This is equivalent to saying, ‘“we are not responsible.”

There is nothing else to say but they have lost all sight of their

customers’ point of view (“2014 nen wasuto”, 2015, p. 25).

By assuming a victim role and claiming to have been deceived by malicious
outsiders, McDonald’s refused to take responsibility in the eyes of the Japanese public.
Such a failure to convey a sincere apology can, in fact, compound the damage
(“Ayamari no nai”, 2015). Criticisms for McDonald’s use of scapegoating, bolstering,
and diminishing strategies, which are repeatedly named as anti-apology markers,
emerged as three key themes. As a result, Casanova’s apology was overwhelmingly
judged as being in name only, and common reactions included “She’s making a fool
of the Japanese!” and “What was she doing?” (“Nabakari shazaikaiken”, 2014). One
Yahoo! Japan user asked succinctly: “Where was the apology? Is this the American
way?” (“Nihon no makudonarudo”, 2014). Media training expert Sasaki Masayuki
did indeed see a cultural explanation and explained that the press conference had
given the impression that McDonald’s was covering all its legal bases as is typical in
the West and forgot all about its customers (“2014 nen wasuto”, 2015). Marketing

expert, Tomoaki Koso agreed: “There is no understanding of the trouble this caused
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customers. It is an ironclad rule that any individual in their right mind would
immediately apologize” (Ogawa, 2015). A Nikkei article from August 31, 2014, told
of frustrated franchise managers and mounting criticism for Casanova’s handling of
the situation (Kaneda, 2014). The article criticized Casanova’s failure to apologize
promptly but also questioned her decision to express anger and cast McDonald’s into
a victim role. “If shop mangers had her attitude, there would certainly be customer
complaints,” stated a store manager from Kanagawa prefecture (Kaneda, 2014, p. 12).

A further point of criticism, frequently appearing across the texts surveyed,
was Casanova’s perceived attitude (“Makudonarudo shacho”, 2014). O. Sato (2015)
called Casanova’s attitude cold and compared her unpopular words to the infamously
disastrous statement “I haven’t slept at all!” by Snow Brand president Tetsuro
Ishikawa during the company’s large-scale food contamination crisis in 2000. Kanda
(2015) wrote that Casanova appeared indifferent. She delivered an apology press
conference “without so much as a simple bow,” criticizes the Nishinippon
Newspaper’s Ogawa (2015). However, not only Casanova’s attitude was found
lacking, but also her appearance and choice in apparel were deemed unsatisfactory. In
particular, her loose locks, prominent glasses, fashionable rings, and round-neck shirt
were mentioned as inappropriate for a proper apology press conference (e.g., “Don
konishi nihon”, 2014).

The timing of the apology was also a frequent point of criticism. Waiting over
a week to appear in front of the press was considered a considerable breach in
etiquette. Delaying the conference by 10 days to coincide with an earnings
announcement gave the impression that McDonald’s took food safety too lightly (O.
Sato, 2015). Finally, McDonald’s decision to not offer refunds was consistently

unpopular among social media users (e.g., “Nihon makudonarudo”, 2014; “Nabakari
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shazaikaiken”, 2014). This decision stood in stark contrast to Family Mart’s offer to
provide refunds for customers who could provide a receipt. Overall, McDonald’s
apology missteps secured the company the fourth place on the Japanese public
relations magazine Kouhoukaigi’s “Worst shazaikaiken of 2014 list (“risuku to

kouhou”, 2015).

6.2.2 Case?2

In January 2015, McDonald’s encountered a second crisis only seven months
after the first, when a number of cases of foreign objects found in McDonald’s menu
items came to light. A human tooth, plastic pieces, and other foreign objects had been
discovered in McDonald’s food at various locations throughout Japan. The company’s
first response in front of cameras was a press conference held on January 7, 2015, by
two of McDonald’s board members. Casanova did not attend due to overseas business
appointments. Nearly one month later, on February 5, 2015, Casanova addressed the
press during an earnings announcement press conference. McDonald’s CEO bowed
deeply and offered a Japanese-style apology to its customers. While Casanova’s
performance received some positive reviews, the overall reaction to McDonald’s
crisis communication strategies for case 2 was unfavorable (see Table 6-3).

The thematic analysis revealed that the CEO’s absence on January 7, as well
as the overall content of this first apology press conference, did not satisfy the
Japanese public. Toshiaki Kanda (2015) wrote for Yahoo News Japan: “1 am simply
stunned that Casanova would be taking it easy on her business trip abroad during such
a critical time. For such an important press conference she should have finished two
days early.” Similarly, Toyokeizai’s O. Sato (2015) noted that for the press and

customers, it seemed like the company’s leader was shirking her responsibility and
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running away. Many others agreed that Casanova had neglected her duties, sending a
dangerous message to customers and reporters alike (Matsusaki, 2015). However, not
only Casanova’s absence drew heavy criticism, but also the conference content itself
did nothing to abate customer concerns. “It took three hours, and there were barely
any explanations. It was painful to watch,” lamented Tsuruno (2015). Many texts also
revealed strong disapproval of McDonald’s attempts to diminish the impact by
claiming the incidences were not a sign of overall quality issues but individual
occurrences that did not have to be disclosed publicly (e.g., “Makudonarudo ibutsu
kon'nyii,” 2015). This led some to question whether McDonald’s had only given
explanations because of the public outcry and not because of a need to inform the
public (Tsuruno, 2015). In an interview with Nikkei Business, Tohoku University’s
Kenichi Ohbuchi assessed the situation as follows: “McDonald’s took the old
American stance of ‘if it is not clearly my fault, I will not apologize,” which did not
go over well with the Japanese public. [...] They did not understand Japanese culture
at all” (Hayashi, 2015, p. 3).

Overall, the month of January left a sour taste in the mouths of the Japanese
public. “It is already becoming apparent that, due to McDonald’s poor public relations
response, customers are abandoning the company in droves, believing not only
McDonald’s food but also the company itself to be untrustworthy” (O. Sato, 2015).
Kanda (2015) predicted on January 8, 2015, that customer’s desire for McDonald’s
food would quickly wane, not due to the company’s problems with foreign objects
found in its food, but because of “this foreign organization’s inadequate adjustments
to the Japanese cultural environment.”

When Casanova, finally appeared before cameras during a scheduled earnings

announcement conference on February 5, 2015, to deliver a full apology, some
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positive voices could be heard. “Finally Casanova Has Delivered a Japanese-Style
Apology!” read one blog post’s headline, “she has finally understood the spirit of
Japanese culture and bowed her head deeply” (Onishi, 2015). Especially Casanova’s
deep bow at the beginning of the press conference did receive positive attention (e.g.,
Kuroi, 2014; Ogawa, 2015).

Others noticed Casanova’s changed appearance during the press conference
(e.g., “Medatanu you”, 2015). On February 6, 2015 the Japanese TBS television
program Ippuku dedicated a before and after style segment to Casanova’s press
conferences. One popular blog post titled “Casanova Gets Off Her High Horse”
stated: “Her hereto loosely hanging, casual locks were tied back, her heavy, black-
framed glasses had been switched for frameless ones. Her suit changed from black to
light grey, and she made an overall brighter image” (“Makudonarudo takabisha
kasanoba”, 2015). Casanova’s appearance was not the only thing that found positive
mention. Ayako Sato, a representative from the International Performance Research
Center, said during an interview, “I think maybe someone coached her in the Japanese
way of doing things,” and pointed out changes in Casanova’s wording. Her casual
“hello everyone,” had changed to “good afternoon,” and she expressed concern for
her audience by thanking them for coming despite their busy schedules, a typical
Japanese opening (FNN, 2015b; “Makudonarudo takabisha kasanoba”, 2015).
Nevertheless, the press conference was perceived by many as being too little too late.
Ito (2015) assessed that “the prostration, however, did little to settle the ire of
increasingly suspicious customers across the country". Overall, McDonald’s handling
of its foreign object crisis landed the company on rank 2 of Kouhoukaigi’s worst
apology list for 2015 (“Netto yiiza ga erabu”, 2016), making McDonald’s the only

company to be present on the list two years running.
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Table 6-3 Crisis Communication Strategies and Key Criticisms - Case 2

Crisis Communication
Strategy

Comments/Content (partially with video time
codes)

Criticism

Primary Response'?

Apology

Justification
(Minimization)

Attack the Accuser

No Comment

- Apologized for worry and
inconvenience caused to customers

- Denied that the cases revealed
underlying quality-control issues and
referred to them as “isolated” incidents.

- Claimed it was a possibility that the
items in question had been planted by
the accusers.

- Declined to name the total number of
incidents.

- No real admission of
responsibility

- Not taking things seriously
enough
- Not being honest

- No specific criticism
mentioned

- Not forthcoming with
information

Secondary Response!?

Mortification — Apology

(no attempts to use
Scapegoating or

- Apology for “all of the great anxiety and
concern that the recent reports of food
related foreign objects have caused our
customers” (deep 5 second bow)

- Apology for being absent the first time
(3:14) and “for the use of expressions
that may have caused misunderstandings
when we were explaining the incidents”
and the company’s “inability to
adequately communicate the efforts we
are making to step up measures to avoid
these incidences in the future” (2:40)

- More appropriate

- Culturally adjusted

- Delivered well

- Appearance much improved
- Too little too late

- Insincere

- No specifics mentioned (the
absence of these strategies is

Justification) believed to have contributed to
the positive evaluation of the
apology strategy)

12 FNN (2015a)

13 FNN (2015b)
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6.3 Discussion

The two cases illustrate the impact of the previously identified cultural
differences in both responsibility attribution and account giving. McDonald’s failed to
consider vital cultural differences when crafting its crisis communication strategies. In
case 1, McDonald’s saw itself in a clear victim role and accordingly chose less
accommodative CRS. Through a U.S. analytical lens, this seems like an appropriate
assessment considering three facts: the acts had been intentionally committed by a
small number of individuals, the supplier had taken full responsibility for the incident,
and there was no actual proof that any tainted meat had ever reached Japan. “People
will assign very little responsibility to the organization when it is perceived to be the
victim of others’ actions. For instance, a crisis might result from a supplier’s failure to
act responsibly” (Holladay, 2010, p. 165). McDonald’s approach was generally in line
with SCCT recommendations, categorizing this crisis as a victim crisis which does
not require highly accommodative strategies, particularly in the absence of
intensifying factors. From a Japanese point of view, however, McDonald’s had not
fulfilled its duty to ensure food safety for its customers, a clear violation of a critical
role expectation. In addition, the employees of the Chinese supplier could be seen as
well within McDonald’s extended circle of responsibility (collective agency)'4.
Japanese cultural conventions required McDonald’s to take responsibility and offer a
full apology to restore the break in the social contract with its customers. Even if

others are the principal perpetrators, a company cannot escape responsibility in the

14 This responsibility attribution could also potentially be related to the fact that
many large Japanese organizations are fully vertically integrated, and suppliers are

generally part of the company conglomerate.
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eyes of Japanese customers (“Aratana risuku ni”, 2014). It is not acceptable in Japan
to not apologize because you are not sure yet if you have done anything wrong,
clarified Ohbuchi in an interview (Hayashi, 2015). These statements clearly reflect
previous findings on cultural differences in responsibility attribution and account
giving.

In case 1, while Casanova had started the press conference with an apology for
the worries and inconvenience caused to its customers, what followed disqualified
McDonald’s approach from being perceived as apologetic by a Japanese audience.
Casanova offered excuses while simultaneously justifying and minimizing the
problem. These types of accounts constituted poor choices in the Japanese cultural
context, where excuses and justifications tend to be seen as anti-apology markers
(Sugimoto, 1999). Japanese reporters do not want to hear excuses, instead, “they want
to see the top management of a company prostrate themselves in apology, which is
the image they want to share” (O. Sato, 2015). Previous research also suggested that
any attempt to minimize the problem is ill-advised when trying to deliver a sunao
apology, which requires apologists to adjust their perception of the problem to that of
the audience (Sugimoto, 1998). This seems particularly counter-intuitive to a Western
observer concerned with factual portrayals and minimizing potential legal liability.
This also makes it difficult for companies to change initial perceptions by offering
alternative frames, as Casanova did by attempting to frame McDonald’s as a victim of
the crisis.

Casanova’s failure to bow (case 1) further contributed to the perception of
McDonald’s as unapologetic. As previous literature has suggested, adherence to
proper apology form is essential in Japan. The true gravity of Casanova’s missing

bow becomes apparent when considering findings by Kovacs (2011), who showed
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that of 22 apology press conferences that took place in 2007 all 22 featured the
apologist bowing deeply, with four cases of repeated bows. The criticism of
Casanova’s appearance further illustrates the highly scripted and uniform nature of
Japanese apology press conferences. However, whether or not such criticisms would
have arisen had she delivered an otherwise impeccable performance during the first
press conference remains unclear. A second question of interest is whether a male
speaker’s appearance would have been similarly scrutinized.

Cultural differences in the appropriate timing of an apology also impacted the
effectiveness of McDonald’s crisis communication efforts. Both cases featured, what
the Japanese audience perceived as late apologies. While Western companies often do
not apologize until after a thorough investigation to determine culpability and legal
implications has been completed, this approach is ill-suited for Japan, where a quick
apology is the cornerstone of any crisis management effort (Ito, 2015).

In case 2, McDonald’s made the critical mistake of holding an apology press
conference in the absence of its president and CEO. “It is a clear rule that an apology
press conference has to be faced by the head of the company,” stated O. Sato (2015).
The position of the individual giving an apology is of great importance and clearly
indicates the importance an organization attributes to a given offense. By holding the
initial press conference without Casanova, McDonald’s sent the message that it did
not consider the crisis a top priority. Furthermore, the company failed to deliver
detailed information about the incidences and defended its initial non-disclosure by
diminishing the incidences and calling them separate and isolated incidents that did
not require public disclosure (justification). McDonald’s failed to adjust its crisis
communication messages and presentation to Japanese expectations. However, it

should be noted here that McDonald’s response to case 2 did not only violate
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Japanese expectations, but also SCCT guidelines, which state that repeated technical-
error accidents with negative prior relationships require a highly accommodative
response. Consequently, the attempts to diminish the crisis should be evaluated as a
generally poor crisis response rather than being attributed to cultural variations.
Casanova’s attempt at delivering a proper Japanese apology conference in
February 2014 did receive some positive mentions due to its close adherence to
Japanese apology standards. This demonstrates that culturally adjusted strategies can
make a difference in audience perceptions. While a Western point of view might
interpret this formal apology as insincere and artificial, it did, to some extent, satisfy
the ideal of a sunao apology in Japan. Casanova put her customers’ perceptions and
expectations first and delivered an apology that expressed respect for those wronged
and for Japanese cultural rules. While this effort was too little, too late for
McDonald’s, the author believes that other foreign organizations can learn an
important lesson from the case of McDonald’s: When communicating in Japan, a
keen awareness of cultural differences is essential to deliver an appropriately adjusted

crisis communication strategy.

6.4 Conclusion

The purpose of this chapter was to illustrate how previous findings of cultural
differences in responsibility attribution and account giving between Japan and North
America can be relevant to crisis communication theory. This was achieved by
showing how cultural differences in these two areas affected the effectiveness of
McDonald’s crisis communication efforts in two consecutive crisis situations. Overall,
the McDonald’s cases illustrated how cultural differences can negatively affect a

company’s crisis communication efforts across cultures. It is evident that the cultural
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differences identified in previous research on responsibility attribution and account
giving can be potentially significant for SCCT.

While the scope of this investigation was limited, and its conclusions are only
tentative and based on only two cases with a small sample of communication artifacts,
it provides compelling evidence for the need to further examine cross-cultural
differences in crisis communication strategies in the Japanese context and beyond.
Chapters 7 and 8 attempt to experimentally replicate some of the differences in crisis
communication effectiveness across cultures displayed in the McDonald’s and

Olympus cases.

6.5 Implications of the Qualitative Research and Refinement of Research
Questions

The purpose of the qualitative portion of this thesis was to clearly illustrate
that the previous findings on cultural differences in the psychological, socio-cultural,
and organizational context between Japan and the West identified in the literature
have potential relevance to crisis communication theory. This was achieved by
showing how cultural differences in responsibility attribution, account giving,
spokesperson conventions, and media relations harmed the effectiveness of both
Olympus’s and McDonald’s crisis communication efforts.

Firstly, it is evident that the cultural differences identified in previous research
on responsibility attribution and account giving are potentially significant for the
applicability of SCCT in the Japanese context. It is therefore of particular interest
whether the differences in crisis communication effectiveness displayed in the
McDonald’s cases can be reproduced experimentally and to what degree cultural

differences in responsibility attribution and response appropriateness respectively
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impact audience perceptions and crisis recovery. Chapter 7 will attempt to answer the
following research questions: Do Japanese audiences attach a similar escalating
responsibility attribution to the three crisis categories (victim, accident, preventable
cluster) defined by SCCT? Moreover, does a culturally matched crisis response
strategy (mortification) result in better reputational outcomes than the strategies
recommended by SCCT for the victim and accident crises clusters?

Secondly, the two McDonald’s cases illustrated the importance of adherence
to crisis communication conventions and standards in cross-cultural crisis
communication situations. The cases raised the question of the importance of
spokesperson ethnicity and language choice as a component of crisis
communication'>. Would Casanova’s efforts have been judged equality harshly if she
had been Japanese? Or would she have faced even harsher criticism for failing to
fulfill her audience’s expectations? Furthermore, the cases raised the question of
whether the choice to deliver the crisis communication messages in English
accompanied by a Japanese translator, colored audience perceptions. Would Casanova
have been perceived in a more positive light had she delivered the message in
Japanese? These considerations lead the author to ask the following research
questions in chapter 8: How will the ethnicity of the spokesperson, language choice,
and message content affect perceived spokesperson credibility? Moreover, how will
the ethnicity of the spokesperson, language choice, and message content affect

company image?

1S While gender was also considered as a potentially influential factor in the
McDonald’s case, resource limitations made its inclusion as an independent variable

in the spokesperson study in Chapter 8 not feasible.
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7 Testing SCCT Recommendations in the Japanese Context

Chapter 4 established that Japanese crisis communication practices can differ
significantly from Western approaches and that what works in one country can have
devastating effects in another context. Chapter 6 lent strong support to the suspicion
that the SCCT recommended approach might not have the same effect in Japan as it
does in the United States. In this chapter, these qualitative findings, combined with
the previously discussed cultural variations in responsibility attribution and account
giving, will be used as guideposts for a quantitative examination of crisis

communication differences between the SCCT assumptions and Japanese crisis reality.

7.1 Hypotheses

SCCT assumes that the reputational threat of crises is primarily based on
responsibility attributions (Coombs, 2007a). Based on differences in attributed crisis
responsibility, SCCT groups crises into three crisis clusters of increasing levels of
both crisis responsibility and risk of damage to the organization’s image.
Responsibility attribution also constitutes the conceptual link that associates a given
SCCT crisis type with a SCCT crisis response recommendation (Coombs, 2007a).
Qualitative case research, however, has provided compelling evidence for the
existence of cultural differences between Japan and the United States, the birthplace
of SCCT, that may render SCCT recommendations less than optimal for Japanese
audiences. Hla and H1b address the question of whether the inferior performance of
SCCT recommended strategies compared to culturally matched strategies can be

confirmed experimentally.
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Hla: A culturally matched crisis response will result in higher company image scores
than the SCCT recommended response and no response.
H1b. A culturally matched crisis response will receive better response evaluations

than the SCCT recommended response.

SCCT is grounded in two major communication theories, attribution theory
and account giving. As chapter 4 has shown, both theories are subject to considerable
cultural variations. This raises the question of whether the proposed limited
applicability of SCCT to the Japanese context arises solely from differences in the
appropriateness of certain account types or hinges on fundamentally different
responsibility judgments.

When discussing crisis responsibility, we first have to assess whether the term
addresses the same underlying concepts in SCCT and this study. To capture the
underlying dimensions of responsibility and to zero in on potential cultural
differences, this study employs a number of different measures of the responsibility
term. Three distinct measures are employed to assess the notion of responsibility. The
first measure is the blame scale developed by Griffin, Babin, and Darden (1992). The
blame scale was employed as a measure for crisis responsibility throughout the
development of SCCT (Coombs, 1998; Coombs, 1999; Coombs & Holladay, 2002).
The second measure related to responsibility employs three of the four causal
attribution dimensions of the Causal Dimension Scale II (CDSII) by McAuley,
Duncan, and Russell (1992). The third measure addresses a more Japanese view of the
term responsibility. This one-item measure employs the Japanese term sekinin, which
is loaded with ambiguity. Sekinin is the first word any dictionary will offer as the

Japanese translation for the English term responsibility, and vice versa. However,
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these two terms are far from synonymous. Like icebergs, the two words seem similar
on the surface, but hidden below the superficial meaning is a wealth of culture-
specific nuances. While the causality aspect prominent in the English term
responsibility is explored extensively in this study, the different nuances present in the
Japanese concept of responsibility have not received enough attention. The term
sekinin was chosen because it does include the idea of causality but can also address
the duty and role responsibility aspects of Japanese responsibility considerations.

To gain insight into how crisis responsibility considerations differ between
Japan and SCCT assumptions, a number of hypotheses either accepted or dismissed
during the development of SCCT will be examined in this chapter. We will first
address the relationship between crisis responsibility (blame) and three causal
attribution dimensions (personal control, locus of causality, external control). SCCT
found that stronger perceptions of personal control intensified perceptions of crisis
responsibility. However, the assumption that stronger attributions of external control
would lessen the perception of crisis responsibility was disproven, and the external
control dimension was dismissed as irrelevant to SCCT (Coombs, 1998). This study
will test the validity of that dismissal for the Japanese context. Further, Coombs and
Holladay (1996), drawing on Wilson et al. (1993), combined personal control and
locus of causality into the single dimension of personal control/locus representing the
intentionality of a crisis. The two items correlated at .68 (p < .01) in the 1996 study.
Lastly, and representing the most recent development in SCCT concerning initial
crisis responsibility, Coombs and Holladay (2002) found that the personal control
dimension was isomorphic with crisis responsibility (blame).

A second critical assumption of SCCT, is the connection between crisis

responsibility and reputational threat (Coombs, 2007a). However, considering the
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cultural differences in terms of responsibility attribution between Japan and the West,
the question arises whether crisis responsibility (as defined by SCCT) is, in fact,
strongly related to company image outcomes. To address the above considerations a

number of hypotheses are established:

H2a: Stronger perceptions of personal control should intensify perceptions of crisis
responsibility and decrease company image scores.

H2b: Stronger attributions of external control will have no effect on the perception of
crisis responsibility and company image scores.

H2c: The sekinin measure will be more representative of company image outcomes
than personal control and crisis responsibility.

H3a: The personal control and locus of causality dimensions can be summed into a
common factor.

H3b: The personal control dimension is isomorphic with crisis responsibility.

Considering the evidence from both the literature review and qualitative

sections of this thesis, we can posit that:

H4: Perceived levels of personal control/locus, external control, and crisis

responsibility will not adequately reflect the relationships represented in the

SCCT crisis clusters.

H4 addresses whether the perceived levels of responsibility attributed to each

crisis scenario in this study follow the responsibility levels represented by the SCCT
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crisis clusters. This study evaluates how the comparative differences between the
crisis scenarios compare to SCCT findings.

SCCT is rooted in a clear and strong relationship between crisis responsibility
and company image outcomes. “Publics will make attributions about the cause of a
crisis. The more publics attribute responsibility for the crisis to the organization, the
greater the risk should be of reputational damage” (Coombs & Holladay, 1996, p.
292). However, based on the literature review and qualitative cases study sections of

this thesis, we can hypothesize that:

HS5: The reputational threat of the four crisis types examined will not follow the
escalating responsibility attributions represented by the SCCT crisis cluster

typology (Coombs & Holladay, 2002; Coombs, 2007a).

7.2 Design and Stimulus Materials

This investigation utilized a 4 (crisis type) X 3 (crisis response) between-
subjects factorial experimental design to test the hypotheses. Crisis type was
manipulated by choosing four crisis scenarios representing a cross-section of the
SCCT crisis clusters. Workplace violence and product tampering were selected form
the victim cluster, technical error product harm from the accidental cluster, and
organizational misdeed with injuries from the preventable cluster (Coombs, 2007a).
The crisis response variable was manipulated by introducing no response, a culturally
adjusted response, or the SCCT recommended response for each crisis type. Based on
both the extensive literature review in chapter 4 and the qualitative case studies
conducted in chapters 5 and 6, the rebuild strategy was chosen as the culturally

matched crisis response for all four cases. See Appendix C1 for the four case
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scenarios and variations of the crisis responses in English and Appendix C2 for the
scenarios and questionnaire in Japanese. The company’s crisis history and the
participant’s prior relationship with the company were held constant by introducing a

fictitious company.

7.3 Participants

The respondents for this study were a convenience sample of 259
undergraduate students enrolled in several Japanese universities. 59.8% were female,
and 40.2% were male. The sample ranged in age from 18 to 60 (M = 20.46, SD =
4.62). All participants were Japanese citizens. An a priori power analysis, conducted
with the G*Power software, indicated that a sample size of 225 participants was
needed to detect a medium effect size f = .25 (Cohen, 1988, p. 286), type I error rate

= .05, and power = .80. This sample size was achieved.

7.4 Measures
7.4.1 Crisis Responsibility

A three-item 5-point scale for blame developed by Griffin et al. (1992)
assessed respondents’ perception of crisis responsibility. This scale has been used
frequently and successfully by Coombs and colleagues (Coombs, 1998; Coombs &
Holladay, 2002). The responsibility dimension exhibited internal reliability of .881
(Cronbach’s Alpha). This value was comparable to the values ranging from .80 to .86
found in previous studies (Coombs, 1998; Coombs & Holladay, 2002). One additional
S-point item asked respondents to rate their agreement with the statement, “The
company is responsible for the crisis.” This item tested for the impact of using the

term sekinin to elicit responsibility attribution.
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The Japanese versions for all scales employed in this study were adapted to
the Japanese context through back-translation. A native speaker of both Japanese and
English performed the translation, and a near-native speaker of English completed the
back-translation. The back-translated version showed no major differences from the
original English version, and the translators cooperated to resolve minor discrepancies.
The resulting Japanese scales were judged as appropriate in terms of language

equivalency and cultural fit.

7.4.2 Causal Attributions

Three dimensions of the four-dimension CDSII by McAuley et al. (1992)
measured the participants’ causal attributions. The applicability of the CDSII to the
Japanese context was established by Tournat (2014). The personal control, locus of
causality, and external control dimensions were assessed with one three-item 5-point
bipolar scale each. Elements of the CDSII were used frequently by Coombs and
colleagues throughout the development of SCCT, and initial crisis responsibility is
now regarded by SCCT as a function of personal control. While the fourth dimension
of the CDSII, stability, is considered an intensifying factor of crisis responsibility in
SCCT, the locus of causality and external control dimensions were found to be
irrelevant to crisis responsibility judgments. The personal control and locus of
causality dimensions showed internal reliabilities of .718 and .820 (Cronbach’s
Alpha), respectively. Compared to McAuley et al. (1992), the reliability for the
external control dimension was lower than expected at .643 (Cronbach’s Alpha). This
made the analysis of the external control attribution problematic as this value falls
below the commonly accepted threshold of .700 (Loewenthal & Lewis, 2001). To

increase comparability with early studies (Coombs, 1998; Coombs & Holladay, 1996),
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the combined personal control/locus scale (Cronbach’s Alpha .856) was created by

merging the personal control and locus of causality scales.

7.4.3 Company Image and Reputational Threat

Company image, often referred to as the reputational threat level, was assessed
with a 9-item 5-point Likert-type scale labeled from strongly disagree to strongly
agree and inspired by Coombs and Holladay (1996). Examples of items include: “The
company is not concerned with the wellbeing of its publics,” “The company is well
managed,” and “The company is basically honest.” The scale showed high internal
consistency of .885 (Cronbach’s Alpha). The comparative reputational threat is
assessed in this study by examining the relative differences in company image scores

across experimental conditions.

7.4.4 Response Evaluation

Participants’ evaluation of the crisis response was assessed with a three-item
5-point Likert-type scale. The items were: “The company’s crisis response was
inappropriate,” “The company responded well to the crisis,” and “The company failed
in its crisis response.” While pretests (N =25) had indicated high internal consistency,
an in-depth reliability analysis revealed that the internal consistency could be further
increased by deleting the first of the three items. The resulting two-item scale showed

high internal consistency of .798 (Cronbach’s Alpha).

7.4.5 Additional Measures
The survey included one additional 5-point Likert-style item, that was highly

experimental due to its ambiguous wording. “The company’s crisis response was
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typical for Japan.” Responses were completely randomly distributed across response
types and failed to show a correlation to any of the other measures. The item was
consequently dismissed.

Finally, participants assigned to the no response conditions (N = 81) were
asked to assess the severity of the crisis scenario on a 7-point semantic differential
scale with the endpoints labeled not severe and very severe. The wording was left
intentionally vague to avoid any undue influence on respondents’ interpretation of the
question. In a review of previous studies, Vidmar and Crinklaw (1974) found no
conclusive evidence that U.S. subjects’ judgements of wrongdoing were significantly
affected by the severity of the damage. Hamilton and Sanders (1983) confirmed this
lack of impact of severity when judging wrongdoing for Japanese audiences. Zhou
and Ki (2018) addressed the role of crisis severity in the context of SCCT, calling for
a reevaluation of the dismissal of crisis severity as an intensifying factor. While they
did find a significant main effect of crisis severity on company reputation, they did
not discover a unilateral impact of severity on responsibility judgments. Their
experimental study found support for the importance of crisis severity for
responsibility assessments in accidental crises but also confirmed that severity did not
exert any influence on responsibility judgments for other types of crises. Taking the
above findings into account, the author believed it prudent to assess that crisis

severity was indeed perceived to be similar across all four scenarios as intended.

7.5 Procedures
Respondent first read one crisis scenario and then completed the
accompanying measures. The survey was administered via a prominent survey

website. Crisis scenarios were assigned to respondents based on an A/B split testing
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algorithm provided by the survey website. As a participation incentive, respondents
had the option to participate in a gift card lottery. Responses were collected over a

six-week period.

7.6 Ethical Considerations

Ethical considerations address proper behavior of the researcher towards
respondents, as well as any others who may be affected by or participated in the
creation of this research. Researchers have an ethical obligation to ensure that people
involved in their research (1) are protected from harm (2) have given full consent for
their participation, and (3) are assured that their privacy will be protected. All efforts
were made to comply with these guidelines and ensure a high ethical research

standard for this study.

7.7 Results
7.7.1 Manipulation Checks

A Kruskal-Wallis test was conducted to test for differences in the perceived
severity between the crisis type scenarios. A visual check of the boxplots confirmed
that the distributions of severity scores were sufficiently similar across all groups. The
median severity scores showed no statistically significant differences, y*(3) =
4.014, p = .260. The manipulation of crisis severity was successful. Manipulation
checks were not conducted for crisis responses as it was unclear how a Japanese
audience would interpret the responses. Response content was based on previous
work by Coombs and colleagues. One question, however, asked respondents how they
judged response appropriateness and whether the company failed or succeeded in

their crisis communication efforts (see H1b).
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7.7.2 Response Match

A two-way ANOVA was conducted to examine the effects of crisis type and
response match on company image. The misconduct type crisis scenario
(organizational misdeed with injuries) was excluded as the SCCT recommended
response strategy coincided with the culturally matched strategy. The data on
company image was normally distributed for every combination of the independent
variables (Shapiro-Wilk’s test: p > .05) and an assessment of the box plots revealed
that there were no significant outliers. Levene’s test confirmed homogeneity of
variances, p = .218. There was no statistically significant interaction effect between
crisis type and response match for company image scores, F(4, 197) =2.234, p = .067,
partial n2 = .043. However, there were statistically significant main effects of both
crisis type, F(2, 197) = 29.595, p < .001, partial 2 = .231, and response match,
F(2,197)=20.556, p <.001, partial 2 = .173, both large effect sizes (Cohen, 1988, p.
287). Because the number of participants across conditions was not equal, the
unweighted marginal means from the estimates and pairwise comparison tables were
examined. A culturally matched response was associated with a company image mean
score 3.610, 95% CI [1.62,5.60] points higher than the SCCT recommended response,
and 5.361, 95% CI [3.29,7.43] points higher than no response independent of crisis
scenario, both statistically significant differences, p < .001. This leads us to reject the
null hypothesis and accept Hla that the culturally matched response results in better
company image outcomes independent of crisis type.

One interesting observation is that the difference in company image outcomes
between the matched and SCCT recommended responses was much larger for the
violence scenario than for the tampering scenario (see Figure 7-1). This suggests that

the non-accommodative response recommended by SCCT was particularly
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inappropriate for the Japanese participants’ assessment of the violence scenario. This
is in line with the findings discussed in the literature review section, which suggested
that collective agency considerations would lead to higher levels of reputational threat
where employees are involved. In other words, because the employee who committed
the violent act is seen as part of the company, rather than an individual, their actions

reflect on and fall within the extended responsibility circle of the company.

Figure 7-1 Estimated Marginal Means of Company Image
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H1b was examined with a second two-way ANOVA. Response evaluation
scores were not available for the no response condition. The analysis compared the
response evaluation scores of the three crisis scenarios for culturally matched and
SCCT responses. Several cells of the design violated Shapiro-Wilk’s test of normality.

However, the departure from normality was judged as minor enough to proceed with
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the analysis. Kurtosis and skewness values of the affected cells were well within the
acceptable range of -2 to 2 for univariate normality (D. George & Mallery, 2010).
There were no significant outliers in the dataset. Homogeneity of variances was
checked with Levene’s test, p = .086. The analysis of variances revealed a statistically
significant interaction effect between crisis type and response match, F(2, 138) =
10.529, p < .001, partial n? = .132. For a visual representation of the interaction effect,
see Figure 7-2. While the SCCT response was evaluated slightly more positively than
the matched response for the tampering condition, the SCCT response performed
significantly worse than the matched response for the accident and violence
conditions. For the accident condition, the response evaluation was .97, 95% CI [.18,
1.60] points higher for the matched response, F(1, 138) = 5.951, p = .016, partial 12
= .041. For the violence condition, the response evaluation was 2.34, 95% CI [1.39,
3.29] points higher for the matched response, F(1, 138) = 23.674, p < .001, partial n2
= .146, a large effect size (Cohen, 1988, p. 287). For the tampering condition, the
SCCT response slightly outperformed the matched response by .48, 95% CI [-.30,
1.25] points, F(1, 138) = 1.481, p = .226, partial n2 = .011, a non-statistically
significant difference. These results let us partially accept H1b. The matched response
condition received a statistically significantly better response evaluation than the
SCCT recommended response for both the accident and violence scenarios. However,
for the tampering condition, response evaluations were similar across response

strategies.
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Figure 7-2 Estimated Marginal Means of Response Evaluation
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7.7.3 Responsibility and Causal Attributions

H2a focused on the relationship between personal control, perceptions of crisis
responsibility, and company image. The strength of the relationships was assessed
with a Pearson correlation. There was a statistically significant, strong positive
correlation between personal control and crisis responsibility, 7(259) = .627, p < .001.
Crisis responsibility and company image correlated significantly at #(259) = -.321, p
<.001. Personal control and company image were significantly negatively correlated,
r(259) =-.375, p <.001 (see Table 7-1).

It should be noted, however, that these correlations are significantly weaker
than the correlations found by Coombs’ (1998), who measured significant correlations
of » = .73 for personal control and responsibility, » = -.67 for crisis responsibility and

company image, and » = -.58 for personal control and company image. Nevertheless,
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these results allow us to accept H2a. Stronger perceptions of personal control

intensify perceptions of crisis responsibility and decrease company image scores.

Table 7-1 Pearson Correlation Table

1. 2. 3. 4, 5. 6.
1. Responsibility -
2. Personal Control L627%* -
3. Locus of Causality .678%* .695%* -
4. External Control - 477** -.343%* -.342%* -
é’oifg‘l’f“f;cus 709%* 916%* 925%* - 372k
6. Sekinin 136%* 612%%* 697 ** -.370%* JT13%* -
7. Company Image -321%* -375%* -434%* .144%* -.440%** - 458%*

**_Correlation is significant at the 0.01 level (2-tailed).

*_ Correlation is significant at the 0.05 level (2-tailed).

H2b focused on the relationship between external control, perceptions of crisis
responsibility, and company image. Contrary to expectations, external control was
significantly negatively related to crisis responsibility, #(259) = -.477, p < .001, and
significantly positively related to company image, #(259) = .144, p = .020 (see Table
7-3). These correlations are considerably different from Coombs (1998), who failed to
find significant correlations between external control and crisis responsibility (» = -.05,
ns) and external control and company image, (» = .01, ns). These results let us reject
H2b. While the findings for H2a are in line with SCCT assumptions, the finding of a
statistically significant effect of external control on responsibility and company image
contradicts accepted SCCT assumptions.

The experimental sekinin dimension was significantly negatively related to
company image, #(259) = -.458,p < .001. The experimental measure was more
strongly related to company image than crisis responsibility (» = -.321), personal
control (» = -.375), and the combined personal control/locus scale (r = -.440), leading

us to accept H2c. However, further investigation revealed that the sekinin dimension
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did not measure a wider definition of responsibility and was closely related to the
personal control/locus dimension 7(259) = .713, p < .001. In fact, their combined
Cronbach’s Alpha of .879 could not be further improved by removing one of the
items.

Following the procedures laid out in Coombs (1996), H3a was addressed by
first conducting a correlation analysis of the two factors followed by a Cronbach’s
Alpha analysis with elimination table. Personal control and locus of causality were
positively correlated, #(259) = .695, p < .001, and the Cronbach’s Alpha of the
combined scale was .856, a value that could not be improved by removing one of the
items. These results show that personal control and locus of causality are highly
similar and can be summed into one scale and allow us to accept H3a.

Retracing the steps of Coombs (2002), H3b was addressed by running a
principle component analysis (PCA) with varimax rotation on the scale items for
personal control and responsibility. The necessary assumptions for PCA were met.
The presence of a least one correlation coefficient above 0.3 for each variable was
confirmed by assessing the correlation matrix. The individual Kaiser-Meyer-Olkin
(KMO) values all exceeded 0.78, and the overall (KMO) value was 0.84., which is
deemed middling to meritorious by Kaiser (1974). A statistically significant Bartlett’s
test of sphericity (p < .001) indicated that the use of PCA was appropriate for this
dataset. A rotation was not necessary as only a single item had an eigenvalue of over
1. This factor had an eigenvalue of 3.552 and it explained 59.20% of the variance (see
Table 7-2). This result is in line with Coombs (2002) and confirms the isomorphic

relationship between responsibility and personal control, allowing us to accept H3b.
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Table 7-2 Results of Principle Component Analysis

Total Variance Explained

Initial Eigenvalues Extraction Sums of Squared Loadings
Component Total % of Variance | Cumulative % Total % of Variance | Cumulative %
1 3.552 59.204 59.204 3.552 59.204 59.204
2 .876 14.608 73.812
3 .584 9.734 83.546
4 471 7.845 91.390
5 302 5.037 96.427
6 214 3.573 100.000

Extraction Method: Principal Component Analysis.

7.7.4 Responsibility, Personal Control/Locus, External Control

Separate Kruskal-Wallis tests were performed to check for differences in the
personal control/locus, external control, and responsibility scores between the crisis
types: the tampering, violence, accident, and misconduct groups. The Kruskal-Wallis
test was chosen as an alternative to the ANOVA because several cells of the design
violated normality, and some outliers were present. These tests were run only on the
no response dataset to avoid the confounding effects of crisis responses altering initial
responsibility judgments. An examination of the boxplots showed that the
distributions of the scales were comparable for all groups. The median personal
control/locus, external control, and responsibility scores were statistically
significantly different across the crisis types, with ¥2(3) = 41.301, p < .001, x2(3) =
43.441, p < .001, and y2(3) = 53.735, p < .001 respectively. Dunn’s (1964) test with
Bonferroni adjustment to compensate for multiple comparisons was used for post-hoc
pairwise comparisons. Reported p-values are the Bonferroni adjusted values. This
analysis found statistically significant differences in personal control/locus scores
between tampering (Mdn = 8) and misconduct (Mdn = 18) (p < .001), tampering and
accident (Mdn = 14) (p < .001), tampering and violence (Mdn = 13) (p = .015), and

violence and misconduct (p = .011; see Table 7-3). The post hoc analysis for the

external control scores showed statistically significant differences between tampering
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(Mdn = 10) and the accident (Mdn = 5) (p <.001), tampering and misconduct (Mdn =
5) (p < .001), and tampering and violence (Mdn = 6) (p < .001). Similarly, a third
follow-up analysis confirmed statistically significant differences in crisis
responsibility scores between tampering (Mdn= 3) and misconduct (Mdn= 9)
(p <.001), tampering and accident (Mdn = 9) (p < .001), accident and violence (Mdn
=6) (p <.001), and violence and misconduct (p <.001). See Table 7-3.

Overall, we can say the trend for personal control/locus and responsibility
scores diverges from SCCT assumptions. Violence and tampering, both part of the
victim cluster, were statistically significantly different both in terms of personal
control/locus and external control. However, the differences between the misconduct
and accident scenarios for both responsibility and personal control/locus were not
statistically significant, while SCCT describes the accident cluster as carrying
minimal attributions of crisis responsibility as compared to strong attributions of crisis
responsibility for the preventable cluster (Coombs, 2007a). This difference could not
be confirmed in this data set. In general, we can see a pattern of escalating attribution
of personal control/locus and responsibility in Table 7-3, which roughly reflects the
relationship represented in the SCCT crisis clusters. However, there were significant
differences within the victim cluster and the clear distinction between accident and
misconduct could not be confirmed. These results lead us to accept H4. We can
confirm that perceived levels of personal control/locus and responsibility might not
accurately reflect the relationships in the SCCT crisis clusters. While external control
is not directly addressed in the current version of SCCT, an early paper by Coombs
and Holladay (1996), theorized that accidents and transgressions should evoke less

attributions of external control than tampering for example. This general trend was
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present in the data. Attributions of external control also emerged as a significant

difference between the two victim cluster crisis scenarios, tampering and violence.

Table 7-3 Median Scores for Personal Control/Locus, External Control, and

Responsibility
Report?
Median
Personal
Control/Locus of Crisis
Crisis Type Control External Control Responsibility
Accident 14.0000 5.0000 9.0000
Misconduct 18.0000 5.0000 9.0000
Tampering 8.0000 10.0000 3.0000
Violence 13.0000 6.0000 6.0000
Total 13.0000 6.0000 4.0000

a. Response Match = No Response

7.7.5 Company Image

A two-way ANOVA was conducted to determine if the reputational threat
(lower image outcomes) was different across the four crisis scenarios. The analysis
was conducted at the matched and no response levels of the crisis response variable.
SCCT recommended responses were excluded via the filter function in SPSS. A
visual assessment of the boxplots confirmed that there were no outliers, and Shapiro-
Wilk’s tests (p > .05) found the data in every group to be normally distributed.
Levene’s test confirmed homogeneity of variances (p= .201). There was no
statistically significant interaction effect between crisis type and response match for
company image, F(3,178) = .553, p = .647, partial n2 = .009. There was a statistically
significant main effect of crisis type, F(3, 178) = 13.555, p < .001, partial n2 = .186.
Unweighted marginal means for company image from the estimates and pairwise
comparison tables are presented to compensate for the unbalanced design of the study.
The tampering scenario was associated with a mean company image score 6.09, 95%
CI [3.45, 8.73] points higher than the misconduct scenario, 4.69, 95% CI[1.79, 7.59]
points higher than the violence scenario, and 3.80, 95% CI[1.17, 6.43] points higher
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than the accident scenario, all statistically significant differences, p < .001 (see Table
7-5).

The marginal means for company image were lowest for the misconduct
condition, 14.78 (SE = .69), followed by the violence, 16.17 (SE = .82), accident,
17.06 (SE= .69), and tampering conditions, 20.87 (SE = .71) (see Table 7-4 and
Figure 7-3). This analysis allows us to accept HS5. The reputational threat, as
represented by company image scores, does not fully represent the SCCT predictions.
The accident and misconduct conditions were not significantly different in terms of
image outcomes, while the two victim cluster conditions, violence and tampering,
exhibited significantly different levels of reputational threat. In particular, the
violence scenario deviates from the mild reputational threat assigned to workplace

violence incidents in the SCCT crisis cluster typology.

Figure 7-3 Estimated Marginal Means of Company Image
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Table 7-4 Unweighted Mean Company Image Scores by Crisis Type

Estimates

Dependent Variable: Company Image

95% Confidence Interval
Crisis Type Mean Std. Error Lower Bound Upper Bound
Accident 17.064 .687 15.709 18.419
Misconduct 14.779 .691 13415 16.143
Tampering 20.867 .708 19.470 22.264
Violence 16.175 .824 14.549 17.801

Table 7-5 Pairwise Comparisons Table for Company Image

Pairwise Comparisons

Dependent Variable: Company Image

Mean 95% Confidence Interval for
Difference (I- Difference”
(I) Crisis Type  (J) Crisis Type J) Std. Error Sig.? Lower Bound | Upper Bound
Accident Misconduct 2.286 974 120 -314 4.885
Tampering -3.803" .986 .001 -6.434 -1.172
Violence .889 1.073 1.000 -1.973 3.751
Misconduct Accident -2.286 974 120 -4.885 314
Tampering -6.089" .989 .000 -8.728 -3.449
Violence -1.396 1.076 1.000 -4.266 1.474
Tampering Accident 3.803" .986 .001 1.172 6.434
Misconduct 6.089" .989 .000 3.449 8.728
Violence 4.692" 1.087 .000 1.793 7.591
Violence Accident -.889 1.073 1.000 -3.751 1.973
Misconduct 1.396 1.076 1.000 -1.474 4.266
Tampering -4.692" 1.087 .000 -7.591 -1.793

Based on estimated marginal means
*. The mean difference is significant at p <.05
b. Adjustment for multiple comparisons: Bonferroni.

7.8 Discussion

Hla and H1b addressed the question of whether the SCCT recommended CRS

were indeed the optimal response for each crisis scenario or whether a more culturally

adjusted response would lead to better reputational outcomes. Hla was accepted, as

the culturally adjusted responses consistently outperformed both the SCCT and the no

response scenarios. The gap between the matched and SCCT responses seemed to

widen as the reputational threat increased. In addition, participants rated the culturally

matched responses higher in terms of response success for both the accident and

violence scenarios. For the tampering condition, the SCCT response was evaluated
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marginally more positively than the matched response, an effect that was not
proportionately reflected in company image outcomes, however. It should also be
noted that for the violence condition, the SCCT response was evaluated as particularly
poor both in terms of image outcome and response evaluation compared to the
culturally matched response. This is not surprising considering that the culturally
matched apology is diametrically opposed to the defensive denial of responsibility
through the use of the victimage strategy.

H2a was accepted, which tells us that some of the underlying assumptions
regarding crisis responsibility encapsulated within SCCT hold with a Japanese
audience. Stronger perceptions of personal control did indeed intensify perceptions of
crisis responsibility and decrease company image. However, the strength of these
correlations was considerably weaker than suggested by SCCT. While the findings for
H2a were generally in line with SCCT assumptions, the finding of a statistically
significant correlation between external control and responsibility, and external
control and company image contradicted accepted SCCT assumptions and led to the
dismissal of H2b.

The experimental sekinin measure failed to capture a more comprehensive
definition of responsibility. While we were able to accept H2c, the measure was, in
fact, found to be isomorphic with the personal control/locus dimension. H3a and H3b
tested two key assumptions during the development of SCCT regarding the
relationship between responsibility measures. Both hypotheses were accepted,
showing that the personal control and locus of causality dimensions can be summed
into a common factor and that the personal control dimension is isomorphic with
crisis responsibility.

H4 posited that perceived levels of personal control/locus, external control,

118



and responsibility (blame) would not accurately reflect the responsibility attributions
inherent in the SCCT crisis clusters. The hypothesis was accepted, as no statistically
significant differences could be identified between the accident and misconduct
cluster scenarios, and the two victim cluster scenarios were found to be significantly
different both in terms of blame and personal control/locus. External control differed
significantly across scenarios, with the violence scenario clustering together with
misconduct and accident, which demonstrates, that the employee committing the act
of violence, was perceived as part of the company, rather than an individual acting
independently from the company.

HS5 addressed the reputational threat of the four crisis scenarios and postulated
that image outcomes would not follow the increasing reputational threat levels
implied by the SCCT crisis clusters. Findings of considerable variation in threat levels
across the two victim cluster scenarios allowed us to accept HS. This pattern seems to
be in line with the Japanese concept of collective agency and proxy responsibility
discussed in chapter 4. While the principal offender was completely independent of
the company in the tampering scenario, the offender in the workplace violence
scenario was a company employee and therefor within the wider circle of
responsibility of the company. In fact, independent of response match, reputational
outcomes for the violence scenario were slightly worse than the accident condition.
This leads us to conclude that workplace violence should not be part of the victim
cluster.

Overall, this study has shown that SCCT is not applicable to the Japanese
context in its current form. Crisis response recommendations are affected by
fundamental differences in account giving practices. A culturally adjusted, highly

accommodative apology response outperformed the SCCT recommendations across
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all crisis types. The higher the reputational threat, the larger the gain from choosing a
matched response over the SCCT recommendation. In terms of responsibility
considerations as well as reputational threat levels, the workplace violence scenario
stood out as significantly divergent from its SCCT victim cluster. While SCCT places
workplace violence in the victim cluster, with “weak attributions of crisis
responsibility” and “mild reputational threat” (Coombs, 2007a, p. 166), this did not
hold true for the Japanese context. The overall relationship between the responsibility
measures utilized by SCCT and company image was significantly weaker than
predicted. This weaker relationship casts some doubt on the usefulness of the
causality focused responsibility term currently employed by SCCT for the Japanese

context.

7.9 Limitations

This study is subject to several limitations. Firstly, the experimental design
included only one case per crisis scenario, which reduces the external validity of the
findings. While the cases were carefully constructed to mimic the crisis scenarios
employed in the establishment of SCCT, a wider sample and a number of variations
of each case, could have enhanced the relevance of this study. A second potential
shortcoming is the limited number of participants and use of a convenience sample of
university students. Older age groups, in particular, might assess the crisis scenarios
and crisis responses differently. In addition, participants were assigned to one of the
eleven experimental conditions by a computer algorithm, which resulted in an
unbalanced design. A clear advantage of increasing the number of participants would
be the possibility of randomly reducing certain cells to achieve a balanced design.

However, the findings are in line with expectations based on existing literature and
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give weight to the overall call for adjustments to SCCT assumptions for the Japanese
context. As a first experimental exploration of the topic area, the current scale and
respondent pool were judged to be sufficiently relevant to give further weight to the
qualitative findings and confirm the need for further research into the shortcomings of

SCCT for the Japanese context.

7.10 Conclusion

Overall, we can say that in the Japanese context, responsibility considerations,
as defined by Western causal definitions of responsibility, are not sufficient to predict
company image outcomes for a Japanese audience. Responsibility judgments and
image outcomes did not follow the SCCT crisis clusters. Workplace violence was
found to have more in common with accidents than tampering, a fact that can be
tentatively attributed to the Japanese tendency for proxy responsibility judgments. In
addition, the culturally matched response consistently outperformed the SCCT
recommended responses, proving that cultural differences in account giving are
significant for SCCT. In conclusion, we can say that both differences in responsibility
attribution and account giving practices seem to negatively influence the
appropriateness of SCCT for the Japanese context.

Future research should build on these findings to develop a culturally adjusted
version of SCCT for organizations addressing Japanese audiences. One consideration
here should be that the magnitude of the reputational impact of unmatched responses
is likely to be significantly higher in older populations who often have a more
traditional view of the importance of communication etiquette. A further potential
future extension of this research would be the inclusion of a larger number of crisis

cases to increase the external validity of findings.
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8 Spokespersons Ethnicity and Language Choice in a Japanese

Cross-Cultural Context

While the previous chapter focused on what to say in a crisis, this chapter
examines how crisis messages are delivered to their target audience. RAT encourages
us to consider how factors such as context, media, genre, and text impact an
audience’s evaluation of crisis response messages (Frandsen &Johansen, 2017). One
frequently used genre type for addressing crisis situations in Japan, for example, is the
press conference. Press conferences provide the press with a wealth of audio-visual
materials that can accompany their reporting about an organization’s crisis response.

In relatively homogeneous countries, it would seem a logical choice to choose
a spokesperson from the host country. For one, such a choice would avoid the
potential negative effects of using a spokesperson who could be perceived as
significantly different from the target audience. In addition, such a choice could
increase the likelihood of a culturally appropriate delivery of the crisis
communication efforts. However, matching the spokesperson to their target audience
might not always be possible. In Japanese crisis management, for example, a
company’s CEO and upper management are expected to present the company’s crisis
response (Nakajima, 2007). Chapter 6 introduced the case of McDonald’s, which
suffered considerable reputational damage after a tainted chicken meat scandal, when
its Canadian CEO, Sarah Casanova, failed to deliver a satisfactory apology to its
Japanese costumers (“2014 nen wasuto”, 2015). While McDonald’s CRS were
misaligned with Japanese expectations, Casanova herself and her performance at a
key apology press conference received considerable negative media attention. This
raises the question of whether spokesperson ethnicity and language choice affect a

Japanese audience’s assessment of an organization’s crisis communication efforts?
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With a multitude of foreign organizations operating in Japan, many foreign CEOs will
face the challenge of conducting a press conference to deliver a crisis response to a
Japanese audience. This chapter aims to explore how spokesperson ethnicity,
language choice, and message appropriateness can affect how a Japanese audience

perceives a foreign company in crisis.

8.1 Hypotheses

As shown throughout the crisis communication literature, a crisis response
matched to the expectations of the audience has better reputational outcomes than
unmatched responses (e.g., Coombs, 2007a). For this study, a preventable type crisis
was chosen so that the SCCT recommended response and the culturally matched
response would coincide. In this study the matched response (rebuild strategy:
apology) is considered matched both in terms of SCCT recommendations and cultural
appropriateness. The unmatched response (excuse with bolstering) is considered the
inferior choice both by SCCT and in regard to cultural fit. The first hypothesis tests

the relationship between company image outcomes and crisis response match.

H1: Company image outcomes will be more positive when a matched crisis response

strategy is used.

As the literature review section of this thesis has shown, there is significant
evidence that spokesperson ethnicity has the potential to influence reputational
outcomes of crisis communication efforts. Similarly, language perceptions have the
potential to influence audience impressions. While there is the potential that foreign

spokespersons might be less credible due to the lower degree of homophily, this
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potential negative impact could be offset by the positive effect of making the effort of
delivering the crisis response in Japanese. Encroaching on linguistic territory, on the
other hand, could have a potentially negative effect. Furthermore, a Japanese audience
might be more forgiving of a culturally unmatched response when delivered by a
foreigner because he or she is perceived as incapable of understanding the Japanese
way of doing things. With impact significance and directionality unclear, no concrete
hypothesis could be formed. This led the author to ask the more general research

question RQ1 and establish the null hypothesis H2o.

RQ1: Do spokesperson ethnicity and language choice have a moderating effect on
company image?
H2y: There are no reputational outcome differences between or interaction effects of

spokesperson ethnicity and language choice.

The previously discussed research on homophily and source effects suggests
that ideological similarity can result in higher credibility assessments, which in turn
should improve company image. In general, the practice of othering to define the
concept of self and the strong belief in Japanese uniqueness dominant in the literature
on Japanese identity suggest that respondents should perceive foreign spokespersons
as less similar and consequently less credible. Therefore, the following hypotheses

were tested to confirm the relationship discussed above.

H3: Respondents will perceive spokespersons of the same ethnicity as more
homophilous in terms of ideological similarity.

H4: Ideological similarity positively influences credibility.
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HS: Credibility positively influences company image.

H6: Credibility mediates the influence of ethnicity on company image.

8.2 Design and Stimulus Materials

This study employed a 2 (spokesperson ethnicity) X 2 (language choice) X 2
(crisis response match) between-subjects factorial experimental design to answer the
research questions and test the hypotheses. Subjects were presented with the fictitious
case of a foreign hotel chain, which was experiencing an employee misconduct crisis.
Including all three variables (ethnicity, language, and message fit) allows for a test of
the interaction between these variables. For example, anecdotal evidence from
interpersonal communication leads the author to believe that a Japanese audience
might be somewhat more forgiving of a mismatched crisis response when that
response is delivered by a foreigner in English.

Efforts were made to hide the true comparative purpose of the research from
participants to avoid self-reported measures being influenced by social desirability
concerns (in this case the desire to not be perceived as racist for evaluating foreigners
negatively) rather than personal attitudes. Because this study employs a between-
subjects design, each subject was only exposed to one condition. This approach was
necessary as it would have been impossible for subjects to evaluate the second
condition without making involuntary comparisons to the first. Awareness of testing
for unintentional bias can skew results as participants actively try to avoid being
perceived as influenced by race/ethnicity. While the difference between honne, one’s
inner feelings about a given topic, and tatemae, one’s outward responses to that topic,
can be considerable in Japan (Doi, 1986), a 1995 study in the Journal of Social

Psychology found no significant differences in ‘“self-deception” and “impression
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management” for anonymous survey style research between Japanese and Canadian
college students (Heine & Lehman, 1995, p. 778).

The crisis scenario was designed as occurring at a fictitious company to
eliminate potential confounding effects due to pre-crisis reputation or prior
relationship, which can affect organizational reputation outcomes (Coombs &
Holladay, 2010). To ensure that participants would pay equal attention to both
message content and source factors (speaker ethnicity and language choice), a crisis
scenario engendering a moderate level of involvement was created (Petty & Cacioppo,
1984). Messages on topics that are of greater importance to the listener tend to
increase involvement and attention paid to source factors (Petty & Cacioppo, 1984).
Most subjects were highly likely to have stayed at a hotel and to have used their
amenities (high personal relevance resulting in low attention to source factors).
However, the hotels in question were unfamiliar and not local (low personal relevance
resulting in close attention to source factors).

The participants were provided with a fictitious newspaper article detailing an
employee misconduct crisis at ABC hotel chain. After reading the article, subjects
were asked to listen to an audio recording of a fictitious press conference conducted
by the company’s CEO while viewing a photo of the press conference provided as
visual stimulus. The matched response consisted of a rebuild strategy, a full apology,
while the unmatched response combined an excuse with bolstering. In this study, the
matched response (rebuild strategy: apology) is considered matched both in terms of
SCCT recommendations and cultural appropriateness. The unmatched response
(excuse with bolstering) is considered the inferior choice both by SCCT and in regard

to cultural fit.
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8.2.1 Audio Materials

The development of the audio materials for this study proved challenging.
Isolating the language factor in audience perception studies poses a significant
methodological hurdle. The most prominent approach is the use of a matched guise
test (Lambert, Hodgson, Gardner, & Fillenbaum, 1960). These tests present subjects
with recordings of spoken content in different languages or language varieties and
asks the subjects to rate the speakers in terms of a number of physical and personality
traits; However, unbeknownst to the subjects, the content was not delivered by
different speakers but was, in fact, recorded by the same individual delivering
different “guises” (Agheyisi & Fishman, 1970; Lambert et al., 1960). Employing the
matched guise technique, a Caucasian double native speaker of English and Japanese
recorded the crisis response statements (matched and unmatched) in both languages.
However, a preliminary test (N=27) revealed that subjects did not believe that the
Japanese language message had been spoken by a Caucasian individual. While the
recordings were accepted as believable for the Japanese speaker speaking English and
Japanese conditions (JE and JJ), as well as the Foreigner speaking English condition
(FE), the non-Japanese individual speaking Japanese condition (FJ) was discarded as
unbelievable and unrealistic. The author was regrettably unable to locate a double
native speaker who was able to deliver a credibly accented (near-native) version of
the FJ condition. This led to the decision to employ two voice actors instead of one.
Consequently, the final audio materials were recorded by one bilingual native-
Japanese individual of Japanese nationality and one near-native bilingual Caucasian
individual of U.S. nationality. The use of authentic voice actors from the ethnic and
linguistic backgrounds in question is not without precedent. In her research on

spokesperson ethnicity effects on audience evaluations of crisis response messages,
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Arpan (2002) utilized voice actors of Mexican and Japanese ethnicity and nationality,
as well as a Caucasian voice actor of U.S. nationality to represent their respective
varieties of accented English speech. One limitation of this approach is the potential
impact of differences in factors such as voice tone and delivery speed arising from
using different speakers.

Message content for both the matched and unmatched responses adhered to
the basic standards of good crisis communication, in that they were timely and
communicated regard for the victims. Both responses were created in Japanese and
phrased based on recommendations and warnings found in mainstream Japanese best
practice handbooks for apologies and crisis communication (e.g., Nakajima, 2007,
Ohbuchi, 2015). The Japanese originals were translated to English and then back-
translated by two separate bilingual translators to ensure high fidelity. A total number
of eight separate audio clips were recorded. An interpreter delivering the Japanese

translation of the English statements accompanied the FE and JE versions.

8.2.2 Visual Materials

The visual stimulus materials were designed to reinforce the independent
variables and depicted both the spokesperson’s ethnicity as well as the matched or
unmatched nature of the crisis response. Two base images were manipulated with
Adobe Photoshop to portray the independent variable of ethnicity. Two individuals
bowing deeply, behind tables set up in the typical style of a Japanese apology press
conference, were depicted in the picture representing the matched message condition.
One speaker standing behind a raised podium, head raised confidently, and
photographed mid-speech, was depicted in the picture representing the unmatched

condition. Only the head of the spokesperson changed across images. To improve the
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generalizability of the findings, ten different models (5 Japanese and 5 Caucasians)
were used to portray the role of the company spokesperson. All models were,
however, similar with regard to age and general appearance to minimize the impact of

confounding variables (see Appendix D1).

8.3 Participants

The study analyzed responses by a convenience sample of 266 Japanese
university students. Participants partook in the study voluntarily. Incentives consisted
of the chance to win one of three Amazon gift cards and bonus points awarded by
participating teachers. A computer algorithm randomly assigned the participants to
one of the eight experimental conditions. They first answered questions covering
socio-demographic and optional contact information. On page two of the
questionnaire, participants first read the text and then, listened to the audio material
while viewing the visual stimulus material. This was followed by manipulation
checks and measures for the dependent variables. Participants were between 18-50
years old with an average age of 20.86 years (SD = 4.64). 59.1% were female, and
40.9% were male. An a priori power analysis, using the G*Power software, revealed a
required sample size of 128 participants for a medium effect size f = .25 (Cohen, 1988,

p- 286), type I error rate = .05, and power = .80. This sample size was achieved.

8.4 Procedures

Each respondent read one crisis scenario and then completed the
corresponding measures. See Appendix D2 for the basic scenario and response
manipulations in English and Appendix D3 for the scenario, response manipulations,
and questionnaire in Japanese. The survey was administered via a prominent survey

website. Experimental conditions were randomly assigned to respondents based on an
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A/B split testing algorithm provided by the survey website. Responses were collected

over a five-week period.

8.5 Ethical Considerations

Ethical considerations address the proper behavior of the researcher towards
respondents, as well as any others who may be affected by or may have participated
in the creation of this research. Researchers have an ethical obligation to ensure that
people involved in their research (1) are protected from harm (2) have given full
consent for their participation, and (3) are assured that their privacy will be protected.
All efforts were made to comply with these guidelines and ensure a high ethical

research standard for this study.

8.6 Data Quality

The survey website employed archival data screening methods recommended
by DeSimone, Harms, and DeSimone (2015), such as quarantining suspicious
responses according to completion speed outliers and patterned responses, to ensure
high data quality. All quarantined responses were reviewed, and 64 of a total number
of 330 collected responses, were dismissed due to bad data quality (i.e., straight-line

responses and extremely short response times).

8.7 Measures
8.7.1 Spokesperson Credibility

The spokesperson credibility was measured with a 12-item, 7-point bipolar
scale, based on McCroskey’s measures for credibility and ethos (McCroskey &

Young, 1981). Examples of bipolar items include “trustworthy/untrustworthy,”
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“reliable/unreliable,” and “virtuous/sinful.” The scale exhibited high internal
consistency of .911 (Cronbach’s Alpha). Scale values ranged from -3 (“<<<”) to 3

(GC>>>’9 X

8.7.2 Company Image

Company image, or the reputational threat level, was measured with a 9-item,
S-point Likert-type scale displayed in a radio button matrix labeled form strongly
disagree to strongly agree. Examples of items include: “The company is not
concerned with the wellbeing of its publics,” “The company is well managed,” and
“The company is basically honest.” The scale showed high internal consistency

of .878 (Cronbach’s Alpha).

8.7.3 Similarity

The degree to which participant’s felt similar to the spokesperson was
assessed with five bipolar, 7-point scale items based on McCroskey’s homophily
scale (McCroskey, Richmond, & Daly, 1975). Three items addressed the perceived
degree of ideological similarity between respondents and the spokesperson (e.g.,
“values like mine/values unlike mine”), while two items addressed physical similarity
(e.g., “looks like me/looks different from me”). Reliability analysis of the ideological
similarity scale revealed a Cronbach’s Alpha of .815. The two physical similarity
items showed an internal consistency of .831 (Cronbach’s Alpha). Scale values

ranged from -3 (“<<<”) to 3 (“>>>7).
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8.8 Results
8.8.1 Reliability and Manipulation Checks

After confirming that internal consistency was acceptable (Cronbach’s alpha
reported in the Measures section), the items were combined to form a single
compound measure for each scale. Participants were asked to indicate whether the
CEO was Japanese or a foreigner and whether he was speaking English or Japanese,
to ensure that they had interpreted the manipulation of the independent variables
correctly. The term foreigner, instead of Caucasian, was chosen as a contrast term to
avoid the question being interpreted as asking exclusively about race. One key
consideration here, was the fear that a Japanese CEO speaking English could be
identified as Japanese, while being perceived as a foreigner, if the second choice was
labeled Caucasian. This would fail to identify instances where a respondent might
think of the speaker as a Japanese American and, therefore, considerably different
from themselves. In fact, several respondents (N=19) misidentified the Japanese CEO
speaking English as a foreigner. The manipulation checks were considered a success
and screened out a number of other responses. One response was deleted for
misidentifying a foreign speaker as Japanese. In addition, eight individuals
misidentified the translator’s voice as the CEO in the Japanese CEO speaking English
condition. Moreover, one person identified the Foreign CEO as speaking English
when he was indeed speaking in Japanese. This rate of misidentification was not
unexpected but had to be screened out to avoid confounding effects. Removing a total
of 36 cases due to misidentifications of either CEO ethnicity or language choice
reduced the total number of respondents to N = 230.

To assess whether the crisis response match was successfully manipulated, the

survey asked respondents to rate how much responsibility the CEO had taken for the
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crisis. The bipolar, 5-point item ranged from “denied all responsibility” to “took full
responsibility”. A Mann-Whitney U test was used to compare the responsibility
acceptance scores of the matched and the unmatched response. However, a visual
inspection revealed that the distributions of the responsibility acceptance scores for
the matched and unmatched responses were dissimilar. Responsibility acceptance
scores for matched responses (mean rank = 143.90) were statistically significantly
higher than for the unmatched responses (mean rank = 74.41), U= 2,530,z= -
8.148, p <.001. The matched responses (rebuild strategy) were correctly identified by
respondents as indicating a higher degree of responsibility acceptance, and therefore
accommodation. The unmatched, bolstering and justification strategy was evaluated
as indicating less responsibility acceptance. The manipulation of the crisis response
match was successful.

Finally, two one-way ANOVAs were run to test the assumption that the five
Caucasian and five Japanese faces in the visual stimulus materials did not elicit
significantly different levels of credibility. Responsibility scores were normally
distributed (Shaprio-Wilk’s test: p > .05) for all groups. There was one outlier in the
Caucasian dataset that was judged to be minor enough to be disregarded. Levene’s
test for equality of variances confirmed that there was homogeneity of variances for
both the Caucasian and Japanese datasets, with p = .819 and p = .627, respectively.
Both ANOVAs found no statistically significant differences in terms of credibility
between the five Caucasian models F(4,114) = 1.529, p =.198, and five Japanese

models F(4,106) = .713, p = .585.
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8.8.2 Response Success and The Effect of Ethnicity and Language

To assess both H1 and H2y, a three-way ANOVA was conducted. Before
conducting the analysis, assumptions for the three-way ANOVA were tested. One
outlier was found in the data set through an assessment of the boxplots. An
investigation revealed that the outlier was not the result of data quality issues but
simply represented one individual with particularly strong feelings about the company.
The outlier was located at the upper end of the company image score distribution. To
decide how to deal with this outlier, a second three-way ANOVA was conducted,
which excluded the outlier via the filter function in SPSS. As seen in Tables 8-1 and
8-2, the differences were not substantial enough to change the interpretation of the
results or the conclusion of this analysis. Therefore, the decision was made to proceed
without modifying or eliminating the outlier. Company image scores were normally
distributed (Shapiro Wilk’s test: p > .05) for all groups. Levene’s test, p = .737,
confirmed homogeneity of variances for the data. The subsequent analysis revealed a
statistically significant three-way interaction of CEO ethnicity, language choice, and

response match, F(1, 222) = 7.562, p = .006. See Table 8-1 and Figures 8-1 and 8-2.

Figure 8-1 Three-way interaction between CEQO Ethnicity * Response Match * CEO
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Table 8-1 Tests of Between-Subjects Effects: With Outlier (N=230)

Tests of Between-Subjects Effects (with outlier)

Dependent Variable: Company Image

Source Type III Sum df Mean Square F Sig.
of Squares

Corrected Model 1212.076* 7 173.154 4410 .000
Intercept 76341.756 1 76341.756 1944.274 .000
CEOethnicity 185.745 1 185.745 4.731 .031
CEOlanguage 124.270 1 124.270 3.165 .077
ResponseMatch 259.561 1 259.561 6.611 .011
CEOethnicity * CEOlanguage 25.369 1 25.369 .646 422
CEOethnicity * ResponseMatch 13.755 1 13.755 .350 .555
CEOlanguage * ResponseMatch .100 1 .100 .003 960
CEOethnicity * CEOlanguage * 296.913 1 296.913 7.562 .006
ResponseMatch
Error 8716.811 222 39.265
Total 95872.000 230
Corrected Total 9928.887 229

a. R Squared = .122 (Adjusted R Squared = .094)

Table 8-2 Tests of Between-Subjects Effects: Without Outliers (N=229)

Tests of Between-Subjects Effects (without outlier)
Dependent Variable: Company Image
Type III Sum

Source of Squares df Mean Square F Sig.
Corrected Model 1201.2832 7 171.612 4.456 .000
Intercept 75611.257 1 75611.257 1963.244 .000
CEOethnicity 162.829 1 162.829 4228 041
CEOlanguage 143.351 1 143.351 3.722 .055
ResponseMatch 232.203 1 232.203 6.029 .015
CEOethnicity * CEOlanguage 17.500 1 17.500 454 .501
CEOethnicity * ResponseMatch 8.166 1 8.166 212 .646
CEOlanguage * ResponseMatch 280 1 280 .007 932
CEQethnicity * CEOlanguage * 325.654 1 325.654 8.456 004
ResponseMatch
Error 8511.468 221 38.513
Total 94716.000 229
Corrected Total 9712.751 228

a. R Squared = .124 (Adjusted R Squared = .096)

After having discovered a statistically significant three-way interaction, simple

two-way interactions at both levels of CEO ethnicity were investigated. A two-way

ANOVA was run with the user-specified error term of the three-way ANOVA for

each level of CEO ethnicity, which revealed a statistically significant simple two-way

interaction between language choice and response match for the foreign CEO
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condition, F(1, 222) = 3.930, p = .049, but not for Japanese CEO condition, F(1, 222)
=3.655, p=.057.

Due to the near significant simple interaction effect (p = .057) for the Japanese
CEO condition, the author decided to run simple simple main effects to follow up both
the significant two-way interaction for the foreign CEO condition and the
insignificant interaction for the Japanese CEO condition. The first test revealed a
statistically significant simple simple main effect of response match for foreign CEOs
speaking in English, F(1, 222) = 8.832, p = .003, but not for foreign CEOs speaking
Japanese, F(1, 222) = .061, p = .805. A simple simple pairwise comparison was run
for foreign CEO speaking English condition with a Bonferroni adjustment applied.
The mean image outcome values for the matched and unmatched responses were
23.100 (SD= 5.266) and 18.000 (SD= 6.851), respectively, with a statistically
significant mean difference of 5.100, 95% CI [1.718, 8.482], p = .003. See Table 8-3.

The second test revealed a statistically significant simple simple main effect of
response match for Japanese CEOs speaking in Japanese, F(1, 222) = 7.555, p = .006,
but not for the Japanese CEOs speaking English, F(1, 222) =.121, p = .728. A simple
simple pairwise comparison was run for Japanese CEO speaking in Japanese
condition with a Bonferroni adjustment applied. The mean image outcome value from
the matched condition was 15.031 (SD = 1.108) and 19.714 (SD = 1.675) in the
unmatched condition, a statistically significant mean difference of 4.158, 95% CI

[1.177,7.139], p = .006. See Table 8-3.
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Table 8-3 Pairwise Comparison Table with Bonferroni Adjustment (CEO Ethnicity*

Response Match* CEO Language)

Pairwise Comparisons
Dependent Variable: Company Image

95% Confidence

Mean Interval for Difference®

CEO CEO (I) Response  (J) Response | Difference | Std. Lower Upper

Ethnicity Language Match Match (1-J) Error | Sig? Bound Bound
Foreigner English Matched Unmatched 5.100"| 1.716] .003 1.718 8.482
Unmatched  Matched -5.100"| 1.716| .003 -8.482 -1.718
Japanese Matched Unmatched 403 | 1.634 .805 -2.816 3.623
Unmatched  Matched -403] 1.634| .805 -3.623 2.816
Japanese  English Matched Unmatched -714] 2.051 728 -4.756 3.328
Unmatched = Matched 714 2.051 728 -3.328 4.756
Japanese Matched Unmatched 4.158" 1.513 .006 1.177 7.139
Unmatched  Matched -4.158"| 1513 .006 -7.139 -1.177

Based on estimated marginal means
*_ The mean difference is significant at the p <.05 level.
b. Adjustment for multiple comparisons: Bonferroni.

Figure 8-2 Three-way interaction between CEO Language * CEO Ethnicity *
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Simple two-way interactions at both levels of response match were also
investigated. A two-way ANOVA (using the error term from the three-way ANOVA)
was performed at both levels of response match, which revealed a statistically

significant simple two-way interaction between language choice and CEO ethnicity
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for unmatched responses, F(1, 222) = 5.168,p= .024, but not for matched
responses, F(1,222) =2.433, p =.120 (see Figure 8-2).

Two tests for simple simple main effects were performed to follow up to the
significant two-way interaction for the unmatched condition. The first test revealed a
statistically significant simple simple main effect of language choice for unmatched
responses delivered by Japanese CEOs, F(1, 222) = 5.440, p < .021, but not for
unmatched responses delivered by foreign CEOs, F(1, 222) =.210, p = .647. A simple
simple pairwise comparison was performed for unmatched responses by Japanese
CEOs with Bonferroni adjustment. The mean image outcome scores in the Japanese
and English language conditions were 15.031 (SD = 6.209) and 19.714 (SD = 6.911),
respectively, a statistically significant difference of 4.683, 95% CI [.726,

8.640], p=.021. See Tables 8-4 and 8-5.

Table 8-4 Pairwise Comparison Table with Bonferroni Adjustment (Response Match*
CEO Ethnicity* CEO Language)

Pairwise Comparisons
Dependent Variable: Company Image

95% Confidence

Interval for

Mean Difference®

Response CEO () CEO (J) CEO Difference | Std. Lower Upper
Match Ethnicity Language Language (I-)) Error | Sig? Bound Bound
Matched Foreigner English Japanese 3.197" 1.499 .034 242 6.152
Japanese English -3.197" 1.499 .034 -6.152 -.242
Japanese  English Japanese -.189 1.570 .904 -3.282 2.904
Japanese English .189 1.570 .904 -2.904 3.282
Unmatched Foreigner English Japanese -1.500 1.835 414 -5.115 2.115
Japanese English 1.500 | 1.835 414 -2.115 5.115
Japanese  English Japanese 4.683"| 2.008 .021 726 8.640
Japanese English -4.683" | 2.008| .021 -8.640 -.726

Based on estimated marginal means
*. The mean difference is significant at the p <.05 level.
b. Adjustment for multiple comparisons: Bonferroni.
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Table 8-5 Mean Company Image Table for Response Match * CEO Ethnicity * CEO
Language

Response Match * CEO Ethnicity * CEO Language
Dependent Variable: Company Image

95% Confidence Interval

Response Match ~ CEO Ethnicity CEO Language Mean Std. Error | Lower Bound | Upper Bound
Matched Foreigner English 23.100 991 21.147 25.053
Japanese 19.903 1.125 17.685 22.121

Japanese English 19.000 1.184 16.666 21.334

Japanese 19.189 1.030 17.159 21.219

Unmatched Foreigner English 18.000 1.401 15.239 20.761
Japanese 19.500 1.184 17.166 21.834

Japanese English 19.714 1.675 16.414 23.015

Japanese 15.031 1.108 12.848 17.214

The second test for simple simple main effects following up on the significant
two-way interaction for the unmatched condition revealed a significant simple simple
main effect of CEO ethnicity for unmatched responses delivered in Japanese, F(1,
222) = 7.595, p = .006, but not for unmatched responses delivered in English, F(1,
222) = .616,p= .433. A simple simple pairwise comparison was conducted for
unmatched responses in English with Bonferroni adjustment. The mean image
outcome scores in the foreign CEO condition was 19.500 (SD = 6.642) and 15.031
(SD = 6.209) in the Japanese CEO condition, a statistically significant difference of
4.469, 95% CI [1.273, 7.664], p = .006. See Table 8-5 and Table 8-6.

A test for simple main effects was performed to follow up on the insignificant
results of the simple two-way interaction test for the matched condition. This test
revealed a statistically significant simple main effect of CEO ethnicity for matched
responses, F(1, 222) =4.919, p = .028. The unweighted mean image outcome score in
the Japanese CEO condition was 19.095 (SE = .785) and 21.502 (SE = .750) in the
foreign CEO condition, a statistically significant difference of 2.407, 95% CI [.337,

4.477], p = .023.
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Table 8-6 Pairwise Comparison Table with Bonferroni Adjustment (Response Match*
CEO Language * CEO Ethnicity)

Pairwise Comparisons
Dependent Variable: Company Image

95% Confidence

Mean Interval for Difference®

Response CEO () CEO (J) CEO Difference | Std. Lower Upper

Match Language  Ethnicity Ethnicity (1-J) Error | Sig. Bound Bound
Matched English Foreigner Japanese 4.100" 1.544 .008 1.057 7.143
Japanese Foreigner -4.100" 1.544 .008 -7.143 -1.057
Japanese Foreigner Japanese 714 1.526 .640 -2.293 3.721
Japanese Foreigner -.714 1.526 .640 -3.721 2.293
Unmatched English Foreigner Japanese -1.714 2.184 433 -6.017 2.589
Japanese Foreigner 1.714| 2.184 433 -2.589 6.017
Japanese Foreigner Japanese 4.469" 1.622 .006 1.273 7.664
Japanese Foreigner -4.469" 1.622 .006 -7.664 -1.273

Based on estimated marginal means
*_ The mean difference is significant at the p <.05 level.
b. Adjustment for multiple comparisons: Bonferroni.

However, Laerd Statistics (2017) explains that the lack of a statistically
significant interaction should not be mistaken for proof that there is no interaction
effect at all (Faraway, 2015; Fox, 2008; Searle, 2006), in other words, failure to
disprove the null-hypothesis does not automatically equal its acceptance (Searle,
2006). Taking into consideration that the “power of statistical tests for higher order
terms [...] is expected to be low” (Aiken & West, 1991, p. 139), Leard Statistics
(2017) suggests that investigating simple main effects may be acceptable even when
the threshold for statistical relevance is not met (Faraway, 2015). Having found
sufficient evidence to justify the approach, the author decided to run a simple simple
main effects test for the matched condition, revealing a statistically significant
difference of 3.197, 95% CI [.242,6.152], p = .034, points between the matched
foreign CEO response in English (M = 23.100) and the matched foreign CEO
response in Japanese (M =19.903).

Finally, let us examine the above findings in terms of H1, RQ1, and H2,.

Firstly, we can reject Hl. Company image outcomes are not always more positive
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when a matched crisis response is used. Matched responses significantly
outperformed unmatched responses for foreign CEOs speaking English and Japanese
CEOs speaking Japanese. However, there was no statistically significant difference
between matched and unmatched responses when language expectations were
confounded (i.e., foreigners speaking Japanese and Japanese speaking English). There
are clear reputational outcome differences between or interaction effects of
spokesperson ethnicity and language choice, which allows us to dismiss H2o and
answer RQ1 in the affirmative. CEO ethnicity and language choice can have a

significant impact on crisis communication efforts.

8.8.3 Ideological Similarity

To address H3, an independent-samples t-test was conducted to check for
differences in the ideological similarity ratings for the Japanese and foreign CEO
conditions. A visual examination of the boxplot found two outliers in the data. An
investigation revealed that the outliers were not the result of data quality issues but
simply represented two individuals with particularly strong feelings about their
ideological similarity to the CEO. The outliers were found at the top of the similarity
score distribution. Two t-tests were conducted, with one excluding the outliers via the
filter function in SPSS to decide how to proceed. The differences between the two t-
tests were not substantial enough to alter the interpretation of the results or the
conclusion of this analysis. Therefore, the analysis was performed without excluding
the outliers. Ideological similarity scores for ethnicity were normally distributed
(Shapiro-Wilk’s test: p> .05), and homogeneity of variances was confirmed
(Levene’s test: p = .177). Contrary to expectations, the foreign CEO condition was

rated higher in perceived ideological similarity (M = .09, SD = 3.55) than the
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Japanese CEO condition (M= -1.06,58D = 3.80), a statistically significant
difference, M = 1.15, 95% CI[2.78, 0.81], t(228) = 2.108, p = .018 (see Table 8-7).
The foreign CEO was perceived as considerably less dissimilar than the Japanese

CEOQO, which leads us to reject H3.

Table 8-7 Independent Samples T-Test: Ideological Similarity

Independent Samples Test

Levene's Test

for Equality of
Variances t-test for Equality of Means
95% Confidence
] Interval of the
Sig. Difference
(2- Mean Std. Error
F Sig. t df tailed) | Difference | Difference | Lower | Upper

Ideological Equal

Similarity variances 1.834 177 12.384 228 .018 1.15550 484721 .2003912.11061
assumed
Equal
variances
not
assumed

2.3781223.696 .018 1.15550 48589 [ .1979912.11301

8.8.4 Ideological Similarity and CEO Credibility

A Spearman’s rank-order correlation was conducted to examine the
relationship between ideological similarity and credibility because neither of the
variables was normally distributed. A visual assessment of the scatterplot indicated
that the relationship was monotonic. There was a statistically significant, strong
positive correlation between credibility and similarity, 74(230) = .654, p < .001. This
relationship leads us to accept H4. Ideological similarity has a significant positive

influence on credibility. For a visual representation of the relationship, see Figure 8-3.
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Figure 8-3 CEO Credibility * Ideological Similarity
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8.8.5 CEO Credibility and Company Image

A Spearman’s rank-order correlation examined the relationship between
credibility and company image. A visual inspection of the scatterplot found the
relationship to be monotonic. There was a statistically significant, strong positive
correlation between company image and credibility, 7(230) = .752, p < .001. This
relationship leads us to accept HS. Credibility has a significant positive influence on

company image. For a visual representation of the relationship, see Figure 8-4.
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Figure 8-4 CEO Credibility * Company Image

R? Linear = 0.587

40.007

30.00

20.004

Company Image

10.007

-20.00 .00 20.00 40.00

CEO Credibility

8.8.6 Mediation Effect of Credibility on Company Image

To test H6, that ethnicity affects company image outcomes through
spokesperson credibility, a mediation analysis was performed with the SPSS
PROCESS macro (Hayes, 2017). The dataset was examined for outliers on three
indicators. Mahalanobis distances were calculated and examined for values higher
than 13.82 (df = 2, p = .001) (Tabachnick & Fidell, 2013). Cook’s indicator values
higher than 4/(N-k-1) = .0176 (Hair, Anderson, Tatham, & Black, 1998), and
Leverage values higher than (2k+2)/N = .0260 were also flagged (Tabachnick &
Fidell, 2013). The presence of two or more unacceptable indicators was chosen as the
exclusion criteria. This conservative approach was due to the relatively high internal
consistency present in the included scales. However, extreme cases were removed to
filter cases with potentially extreme responding bias. Consequently, one response was
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dismissed due to having values outside the acceptable range on two of the outlier
indicators. A visual examination of the histogram and P-P plot of the standardized
residuals confirmed that the data was normally distributed. An assessment of the
standardized residuals plot confirmed that the assumption of homoscedasticity was
met.

For Step 1 of the mediation model, the regression of CEO ethnicity on
company image, while disregarding the mediator, was significant F(1,227) = 8.922, p
=.003, R’ = .038, b = -2.563, 1(227) = -2.987, p = .003. Step 2 of the mediation
process confirmed that the regression of CEO ethnicity on the mediator, credibility,
was significant as well, b = -5.785, #227) = -3.580, p = <.001. Step 3 confirmed that
the credibility, controlling for CEO ethnicity, was significant, F(2,226) = 172.819, p
<.001, R? = .605, b = .408, 1#(226) = 18.000, p < .001. Finally, Step 4 of the analysis
showed that, while controlling for credibility, CEO ethnicity was not a significant
predictor of company image, b = -.205, #226) = -.362, p =.718. A Sobel test was
performed and confirmed full mediation for the model (z = -3.516, p < .001). The
mediator could account for 92% of the total effect (Pm = .92)!°. Credibility fully

mediated the relationship between CEO ethnicity and company image outcomes.

8.9 Discussion
HI1 addressed whether matched crisis responses consistently outperformed

unmatched responses. While the author expected to accept H1 readily, the combined

16 Percent mediation calculated as Py = a*b / (a*b +¢’) =1 —(c’/c) (Preacher &

Kelley, 2011) .
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impact of CEO ethnicity and language choice managed to moderate and even reverse
this expectation for some combinations of the independent variables. This forced us to
reject H1 and allowed us to answer RQ1 with a resounding yes. CEO ethnicity and
language choice can have a significant impact on crisis communication efforts. A
three-way ANOVA revealed a significant three-way interaction effect between
ethnicity, language choice, and response match and allowed us to reject H2o. Further
investigation into the interaction effects and simple main effects revealed a number of
interesting findings.

For the matched response, CEO ethnicity had a significant simple main effect,
with foreign CEOs achieving significantly better image outcomes independent of
Language choice. Despite the absence of a statistically significant interaction effect, a
deeper investigation of simple simple main effects revealed a significantly better
outcome when a foreign CEO presented a matched response in English (M= 23.100)
rather than Japanese (M = 19.903). Matched responses presented by a Japanese CEO,
either in Japanese (M = 19.000) or in English (M= 19.189), received nearly identical
mean scores (see Table 8-5). The matched responses delivered in Japanese by the
foreign CEO and the Japanese CEO were also not significantly different (see Table 8-
6). This lets us posit that for matched responses, there is no positive effect of using
one’s non-native language (see Japanese CEO), and there might even be a negative
effect as in the case of the foreign CEO. One possible explanation for this is that
rather than having a negative or positive effect, speaking imperfect Japanese makes
the content harder to understand. In other words, speaking imperfect Japanese reduces
the perceived quality of the matched response, but might also hides how inappropriate

the unmatched response is. In fact, this pattern persisted for the unmatched responses.
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Overall, using a non-native language seems to have a positive moderating
effect on company image for the unmatched response. For the foreign CEO, the
Japanese version of the unmatched response performed 1.50 (SE= 1.84) points better
than the English version. However, this effect was not statistically significant. For
Japanese CEOs, the positive effect was statistically significant, with the English
version receiving a mean score 4.68 (SE = 2.01) points higher than the Japanese
version (see Table 8-4). A possible interpretation for this relationship in the
unmatched condition is that while the unmatched response decreases image, having a
CEO with considerable language talent has a positive impact on image that partially
offset (foreign CEO) or even completely reverses (Japanese) the negative effects of an
unmatched response. The differences in the strength of the positive effect of language
could be due to different levels of fluency. The voice actor for the Japanese CEO
delivered a perfectly fluent English response, while the voice actor for the Foreign
CEO delivered a near-native, but accented response. The reason for this choice in
presentation was discussed at length in the section on stimulus materials. A second
potential interpretation for the superior performance of the Japanese version of the
unmatched response when presented by a foreign CEO, may be the fact that accented
Japanese makes the content harder to understand, which, in turn, hides how
inappropriate the unmatched response is. Future research should consider video
stimulus materials that would make a foreigner with native level Japanese a
believable condition.

To summarize, for foreign CEOs, the matched response outperformed the
unmatched response regardless of the language used, and reputational gains from
presenting an unmatched response in Japanese were insignificant. In other words, as

long as they can deliver culturally adjusted crisis messages there is no need for
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foreign CEOs to speak Japanese. In fact, the matched response delivered by a foreign
CEO in English was the combination with the highest marginal mean score. This
implies that there is no reason for foreign companies to fear how their male,
Caucasian, native English-speaking CEO will fair in a crisis situation in Japan, as
long as the appropriate use of consultants ensures a culturally matched message and
presentation.

H3 addressed how spokesperson ethnicity affected feelings of ideological
similarity. Surprisingly, results showed that, respondents felt that foreign CEOs were
considerably less dissimilar than Japanese CEOs in terms of ideological similarity.
This finding contravenes several of the assumptions of nihonjinron and might be an
indicator of the changing attitudes of Japanese young adults towards foreigners. It
would be particularly interesting here to assess whether an older pool of respondents
would show significantly different results. On the other hand, these findings could
also reflect that Japanese young adults perceived themselves as ideologically
significantly different from older Japanese men.

Correlation analysis allowed us to accept H4 and HS, finding a significant
positive correlation between ideological similarity and credibility, and credibility and
company image. These results were in line with the findings from the literature
review of relevant source effects and homophily research. Finally, a mediation
analysis was employed to investigate H4. Results revealed that CEO ethnicity did
indeed affect company image through credibility. In other words, credibility fully

mediated the effect of ethnicity on company image.
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8.10 Limitations

This study was subject to several limitations. Survey style research reflects
how people report their feelings about given stimulus materials, not how people really
feel about these materials. However, in the field of crisis communication, surveys are
the preferred method of data collection. As long as survey results reflect real-world
observations in the form of case studies, we can be reasonably confident in the
validity of findings. However, researchers have to keep in mind the potential impact
of reporting biases, particularly when exploring areas such as ethnicity and language
perceptions. A social desirability bias, for example, might skew participants’ reported
evaluations of other ethnicities and languages. To reduce the potential impact of such
reporting biases, a between-subjects experimental design was employed, and
participants were not informed about the ethnicity and language focus of the study.
One indication that there was minimal self-reporting bias was the fact that the positive
evaluation of the credibility of the foreign CEO was reflected in company image
outcomes. Also, the potential level of negative sentiment towards non-Japanese
spokespersons might be stronger in an older sample, as University students usually
experience a higher degree of international exposure than older generations.

Furthermore, this study was limited in scope. Only one type of foreigner was
considered in this analysis. As indicated by the literature review, other ethnicities and
languages might fare considerably different in this type of study. Country of origin
concerns for the company in question might also be a relevant consideration that was
not addressed in this study. For this study the term “international hotel chain” was
chosen to avoid confounding effects of associating the company with any particular

country of origin.
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Finally, it is essential to mention the potential impact of gender on these
findings. Female CEOs could potentially be judged much more harshly than male
CEOs. While this paper posited that the harsh judgment of Sarah Casanova’s
McDonald’s crisis response was due in part to her status as a foreigner, the above
findings give weight to the suspicion that gender issues rather than ethnicity might

have further aggravated the situation.

8.11 Conclusion

This chapter reconfirmed that crisis response messages and their content are of
vital importance. A crisis response strategy that matches the expectations of the target
audience can protect a company’s image and reduce the negative reputational
outcomes of a crisis. However, the context, media, genre, and text impact an
audience’s evaluation of crisis response messages. This chapter examined the impact
of two such factors, spokesperson ethnicity and language choice. With a multitude of
foreign organizations operating in Japan, foreign CEOs are bound to face the
challenge of delivering crisis responses to Japanese audiences. Overall, the results of
this study should reassure companies in Japan with Western CEOs. There seems to be
no real need for Caucasian CEOs to speak Japanese, and as long as a culturally
appropriate response is delivered, having a foreign CEO address a crisis can even be
an asset. In addition, the Japanese respondents seemed considerably more forgiving of
unmatched responses by foreigners than by Japanese. However, while the use of a
student sample might give hope for the future, it does not adequately represent the
current socio-demographic makeup of Japan. Therefore, future research should
attempt to confirm these findings with more representative samples of the Japanese

population.
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9 Conclusion and Implications

Navigating a crisis is challenging for any organization, but the level of
difficulty increases even further when the crisis involves differing cultural contexts.
In recent years, a number of prominent crisis communication failures, both by
Japanese organizations abroad and international organizations in Japan, have
highlighted the need for crisis communication research that takes into consideration
the Japanese context. When crisis strikes, international companies operating in Japan
suddenly face a demanding audience with culture-specific communication practices,
standards, and values. This thesis questioned the applicability of SCCT for the
Japanese context and drew on RAT to consider the effect of spokesperson ethnicity
and language choice on crisis communication efforts with Japanese audiences

This thesis achieved its two major goals. Firstly, the purpose of the qualitative
portion of this thesis was to clearly illustrate that the previous findings on cultural
differences in the psychological, socio-cultural, and organizational context between
Japan and the West identified in the literature review have potential relevance to crisis
communication theory. This was achieved by showing how cultural differences in
responsibility attribution and account giving, spokesperson conventions, and media
relations had a negative impact on the effectiveness of both Olympus’s and
McDonald’s crisis communication efforts. Both cases illustrated the importance of the
adherence to crisis communication conventions and standards in cross-cultural crisis
communication situations, and the McDonald’s case, in particular, gave weight to the
question of the importance of spokesperson ethnicity and language choice.

The second goal was to quantitatively confirm the established hypotheses and
answer the research questions raised by the literature review and the examination of

the qualitative evidence. Chapter 7 took a closer look at the effect of cultural
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variations in responsibility attribution and account giving on the effectiveness of
SCCT recommended strategies in Japan. Findings indicated that in the Japanese
context, responsibility considerations, as defined by Western causal definitions of
responsibility, are not sufficient to predict company image outcomes. Responsibility
judgments only partially followed the responsibility attributions suggested by the
SCCT crisis clusters. In terms of reputational threat, some deviations from the SCCT
crisis clusters were found, and the prevalence of proxy responsibility considerations,
which is not sufficiently reflected in the Western causal concept of responsibility, was
identified as the most likely explanation for these deviations. Overall, culturally
matched crisis responses were found to consistently outperform the SCCT
recommended responses. In other words, chapter 7 gave scientific weight to what
practitioners’ guides in Japan have long espoused: when a crisis strikes, apologize.

Chapter 8 confirmed the vital importance of a culturally adjusted crisis
response but also illustrated the considerable impact of spokesperson ethnicity and
language choice on crisis communication efforts by foreign organizations. The
chapter found that, as long as a culturally matched response was utilized, foreign
CEOs received higher credibility evaluations and, subsequently, higher company
image outcomes than their Japanese counterparts independent of language choice.
Rather than hindering message delivery, speaking in English while using a translator,
resulted in the most favorable reputational evaluation. For the foreign CEOs, speaking
in Japanese was not required or even counterproductive.

In conclusion, we can say that, as a first exploration of the applicability of
Western crisis communication theory in Japan, this thesis was a success. It clearly
demonstrated that knowledge of and respect for cultural differences are vital for

successful cross-cultural crisis communication by international organizations. Future
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research should consider the inclusion of older respondents in similar studies, as
perceived ideological similarity to a foreign spokesperson and views on the
importance of formal communication etiquette could differ across generations. A
further potential future extension of this research would be the inclusion of a larger
number of crisis cases that involve proxy responsibility elements (see chapter 4), as
such cases are likely to be perceived quite differently by Japanese and U.S. audiences.

Finally, with this thesis, the author hopes to have made a substantial
contribution to the holistic body of evidence-based knowledge about crisis
communication in Japan and with Japanese audiences. However, it should be noted
that the author views this volume as only the first step in an effort to develop a

comprehensive theoretical crisis communication framework for Japan.
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Appendix

9.1 Appendix Al: Codebook Olympus Press Coverage

o Unit of
Theme Code Description Coding
Accusations Passage talks about the accusations against Olympus.
Passage focuses on the Background of the Olympus
Background Scandal (e.g., the financial bubble, accounting reform).
Firing Woodford The passage discusses the firing of Woodford.
- - These codes
Koy Tssucs The pas;ag/eftalks about 1ssu§§ in iapaor; . are text or
y Tssues in Japan coggemm.lg] ramlmg/sgr}rloun ing the f}fn;pus cr1s1s}.1. is paragraph
coding will overlap with one or more of the overarching level codes.
context codes.
Recovery The passage addresses Olympus recovery efforts.
The Revelation The passage focuses on the revelation of what had
happened at Olympus.
Contradictions The passage discusses contradictions in Olympus's
narrative.
Criticism The passage is critical.
Negative Negative Image A strongly negative image is evoked in the passage.
Sentiment : : .
Strongly negative The passage is strongly negative (significant departure
from neutrality).
Suspicion Th@ passage expresses suspicions about Olympus
activities.
Positive . The passage expresses a clearly positive sentiment
. Positive
Sentiment towards Olympus.
Investigative The passage directly or indirectly quotes the investigative
Committee committee.
Investment The passage directly or indirectly quotes the investment
Professionals professionals.
Investors The passage directly or indirectly quotes Olympus's
mnvestors.
Source Japanese politicians Thq passage directly or indirectly quotes Japanese
politicians.
Olympus The passage directly or indirectly quotes the Olympus These codes
Management Management. are sentence
; — or paragraph
TSE The passage dlr.ectly or indirectly quotes Tokyo Stock level codes.
Exchange officials.
Woodford, M. The passage directly or indirectly quotes Woodford.
i ' f the Apol
Apology The passage discusses Olympus's use of the Apology
CRS.
Attack the Accuser The passage discusses Olympus's use of the attack the
accuser CRS.
Bolstering The passage discusses Olympus's use of the attack the
accuser CRS.
Corrective Action Th@ passage discusses Olympus's use of the corrective
Olympus action.
CRS Defeasibility The passage discusses the Olympus's use of excuses and
evasion.
Denial The passage discusses Olympus's use of the denial CRS.

Good Intentions

The passage discusses Olympus's claims to have acted
with good intentions.

Investigation

The passage discusses Olympus's promise and use of a
third-party investigation committee.

No comment

The passage discusses Olympus's use of the attack the
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accuser CRS.

The passage addresses the support for and lack of censure
of Olympus by Japanese creditors and institutional

itutional A
gﬁgﬁgmﬁma shareholders. Banks and institutional shareholders are
discussed in terms of their lack of support for or their
opposition to Western demands.
Points Of Resignations Th@ passage talks about the controve.:rsy surrounding the
Contention resignation of the current board of directors.
iming of . .
Timing o The passage discusses the controversy about the timing of
Shareholder . .
. the extraordinary shareholder meeting.
meeting
Woodford return The passellge discusses demands for Woodfords return or
Olympus's response to these demands.
The article is dominated by the question what happened
9
What happened? in the Olympus case. These co.des
. - - are applied
. fi he fi f Ol
Concerns What will happen? The article's focus is on the future of Olympus and its at the text
recovery.
level of
1 i lati hat had h ;
Why did it happen? The article focuses on the revelation what had happened analysis.
at Olympus.
. The Olympus scandal is discussed in terms weaknesses or
Business Culture . , .
shortcomings of Japan's business culture.
The Olympus scandal is discussed in terms weaknesses or
Corporate . , .
Governance shortcomings of Japan's corporate governance practices
and regulations.
The Olympus scandal is discussed in terms of Japan in
Japan general. This code is applied when none of the other
Overarching Context codes apply.

. Japanese Media The Olympus scandal is discussed in terms of the These codes
Overarching P Japanese media environment and practices. are sentence
Context Banks and or paragraph

anxs an The Olympus scandal is discussed in terms of Japanese level codes.
Institutional S .
banks and institutional investors.
Investors
. The Olympus scandal is discussed in terms weaknesses or
Morality . , .
shortcomings of Japan's business culture.
. The Olympus scandal is discussed in terms weaknesses or
Regulation . , .
shortcomings of Japan's regulatory environment.
The Olympus scandal is discussed in terms of the
Yakuza . .
Japanese organized crime.
"core was rotten" The article mentions the phrase "core was rotten". These codes
) "rotten at the core" | The article mentions the phrase "rotten at the core". are applied
Translation - - - at the word
"rotten to the core" The article mentions the phrase "rotten to the core". level of
"rotten core" The article mentions the phrase "rotten core". analysis.
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9.2 Appendix A2: Codebook Olympus Press Releases

Theme Code Description g:;t]:;
Denial Olympus employs a denial strategy.
Attack Accuser Olympus employs an attack the accuser strategy.
Apology Olympus employs an apology strategy.
Crisis ] -
Response Shifting Blame Olympus employs a shift the blame/scapegoating
. strategy.
Strategies
Corrective Action Olympus employs a corrective action strategy.
Bolstering Olympus employs a bolstering strategy.
Differentiation Olympus employs a differentiation strategy.
Management Olympus promises management reforms.
Corporate .
Governance Olympus promises corporate governance reforms.
Company Structure Olympus promises corporate restructuring.
Nomination Olympus promises/announces the formation of a
Committee nomination committee.
Correct Financial Olympus promises to/announces the release of corrected
Statements financial statements.
Board will resign Qlympus promises the resignation of its board of
directors.
Reforms Business Alliance Olympus promises to enter business alliances to aid
recovery. All C,Odes
Submission of applied to
F;L rrrlnsi5110£ ° It Olympus promises the timely submission of financial the
ancial REsuits results and forecasts to maintain its TSE listing. paragraph or
and Forecasts sentence
Shareholders' Olympus announces plans to hold an extraordinary level of
Meeting shareholders meeting. analysis.
. Olympus promises to pursue lawsuits against key
Lawsuits individuals involved in the fraud.
New Board Olympus discusses the selection of a new board. This
. code is similar to but distinct from the Nomination
Selection .
Committee code.
fmmediate Change Olympus addresses stakeholder demands for immediate
changes.
Olympus addresses stakeholder demands for legal actions
Legal Action against the company and key individuals involved in the
Stakeholder fraud.
Demands
. Olympus addresses stakeholder demands for increased
Disclosure .
disclosures.
Choice of Board Olympus addresses stakeholder choices for members of
Members the new board.
The company agrees with stakeholder demands and
Agree . : .
promises swift action.
Response to The company agrees with stakeholder demands but
Demands Agree but later makes no promises for immediate action or urges
stakeholders to be patient.
Deny The company refuses stakeholder demands outright.
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9.3 Appendix A3: Key Press Conferences Transcripts and Videos

Date of
Press Title Source

Conference

10/142011 | AV XA+ Ty R 7 4+ — NEEFTEERE L http://judiciary.asahi.com/articles/201
10 A 14 HORFELRO—R—% 1111100011.html

10/26/2011 | AU /X2« SRR OFHE L m1LEitt&E o | http://judiciary.asahi.com/articles/201
AEAFRF L7 10 H 26 HORERRO—H—% 1111400002.html

10/27/2001 | 4V /XA - iBEOREEIICET S 10 A 27 H® | http://judiciary.asahi.com/articles/201
HESRO—R—K 1120200009.html

11/08/2011 | F VU > /32 : @EOHEIE FEEV IZEET 5 11 A http://judiciary.asahi.com/articles/201
8 B ORHES RO % 1120400003 html

12/06/2011 | VU 32§ =FFK wHFSHR &2 [Eo http://judiciary.asahi.com/investigatio
- R A n/2011121100001 html

12/06/2011 | B =FFESIT LA F YU N AMEFARE EHAEC | https:/www.youtube.com/watch?v=tlj
Sop SFOTSCK4&=94s

12/15/2011 | ~A )b« Uy R7 3 — R4 U VAt https://www.youtube.com/watch?v=X

2011.12. 15

CRKWSUfb18
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9.4 Appendix B1: Examples of Coding Procedure

Text [Date and Source]

Initial Notes and
Codes!”
(Open Coding
Phase)

Categories

Theme

[7/30/2014 - http://r13.jp/424/japan_macdonalds/]
<7 FFVFHEOBMEORENBE—EITIRSw

ll VIRFWEHBRHRRIC
ﬂﬁﬁﬂ'&&ﬂm

hHA8
-u.$
i
/

’-
kY

SEDUTANGESERHIC |
SOREBDILECEE

2
FHEEEASMATIEW I FEO~ 7 RALENARTh O
JE 5 - BRRRICE BN R E R o TF R F 47y My
EOREGZILE L CWZRET, 29 BHICHA~Z KPR
DY T« FH ) NE NN I DL HRFE CEO B30 - & it
SBEER LTk,

L7 LEBSRDRBEE 25—

{TUVnZw

Casanova’s

Perception of

Criticism of

RN EE R D TATE AW, w7 K ~<wr [/, | attitude doesn’t Casanova’s Apology
AR w seem like she is attitude Style
. YRFIE “ELBHED sorry. Criticism of
E BOES FREDRY facial expression,
TR T attitude and
behavior.
Q.B%FvY
na mm%t%zt
ZOLILRORIGORIE, 517 Lh b1k, FICH LT
LiR7Zpmolz b Wo 2K bnE o7z fab>TZh—A
72 E,
Ly [FxIZFEFEENT-EEZTH] EMNE-THL “We were “We were Criticism of
w. SWEEBITI AL NS o Tl MEE AT EL b L | betrayed” phrase | betrayed” Victimage
TEXCTELEntLi—. BEBMALVESZ D, and talking about | Excellence Criticism of
excellent quality Bolstering
control is
perceived as
crazy.
ZHZ L PEAEZREMIFEA LD 2> THRER T, Eh | Criticism of
7L: TV R AT CEER AT & SO EEZER Lne.se
. HOFEAEZTBW ! 057G EARERRZ L Suppliers.

’C%Iﬂ’(‘?‘é@#EPIJ\ODK T ChD, by LPE
MNALEFEZRLLE 5705 24 W[ 365 H W EECEARI 548

%%%I%O)EP TEAE L C, SBICEARD A T 2 KEICHE

BLTARKHENOA T A T2 FEE=F— E"ffﬁ&ﬁﬁ

17 Tnitial codes are underlined.
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L7 BT, EBIkEFT b TEMAET IS bV T Ly
| Vv —E BRIV F R AEEICE 2 T,

TV IHENEETHE Strongly worded Minimizing Criticism of
BEMRER CREET . criticism of the problem Justification
-1 calling the
k= incident a “willful | Shifting the Criticism of
Z %ﬁ deception by a blame to the Scapegoating
g 75 few individuals at | workers
J one plant in one
ICDER—D P —DDTHICKD
BACERESoRIEVER & SELS A
SHIZ TZOMHE—2DOTO—>D THIZ L AMADER
Yo WEBICLDITENTYT) E0ART el tEobR
TH L, RARNZOERLRIT ! 3 TICT L ETHHMRK
RINZ~ 27 RV RZERL TS Z EIEH LRI R> TS
AT b LI L THARDHBEZIBEL L BoTTHE
EFIBEMEL THAMN?
TYIHENEETHTE Criticism for Minimizing Criticism of
EERRRRCREEY questioning the the problem Justification
severity of the
crisis by saying,
“There is no
evidence that the
inappropriately
produced
# Shanghai Husi
i A products were
L@E EBmCABYIICESNZEmD . destined for
EHEGNGRVSEES sl = ¢ A | | Japan.
S b T e E RS TRETICES ZiEs s B AR
THIR SR TWeE WO RHMIH Y A &2 TEEITH
XHE-TD, AR H L bRV E, BRIbZNETT—&
KPTN TR TZFRT, T 2R, BRI THIR
ENTRPSTZE VI L RN IENG, BT TF
vFUHELE ECLi— b aFfo TE T AITITESER D
T DDONRHIEA LD AT,
EFH LI ZOADHEX, —JELEHE TS 2 & | Sharp criticism No bow Criticism of
2L Mhh. B bR ER S L\ - 14y 7= b o | because Casanova Apology
BEAMIC L7 £ O RN E DR R AR T, = | didi’thowonce, Style
NEPRTHwZ A RED ) e |ediicavidin
S INENS T LRI LIRS, ANTEBDI AR and didn’t accept Act{ngllkea ijltl.clsmof
Y o = o responsibility. victim Victimage
WO TKE LWEREZRRLEZLTCE> L LT Obvious
D, TAUBRAERANZOETZOFOZ LT 5 TERN, difference to No acceptance | Criticism of
TR R e RV RHEERENDZORE DR Japanese. of Apology
¥, FNDBARY T RV ROEKRRDT, responsibility | Content
Ty 7RI RR THTE Loss of
BE TR TREET ., confidence in
McDonald’s
quality control
standards.

F&£8H ElHmnelc{h>T

BAY 7 K7L ROt E#RCEOICHRIE
LTI FFA RO A—H— DB
RAOAENFAIDHEM[M > TWVDLRATWVIHS

e
=]
I
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TERN S SRR TWHER, SEO 275 &,
RIZ TR LG oEEETZO L) W ED LT D
BETCTHEYZ RTVRREEFTE ST QAR 20720
RENLHVIGIHFTH D,

EHER, SEOFF ko —/A T, oMb
FC LSRRtk Tch s, bttt
THAIER R v & HD DR O HEKEIL, Z<5E>T
FIE 2 HT7ZDICBAETCaX FEHET a2 b D
v A —DRLEFFOMBEREE T, LSRG E.
Vo EERICBNW T - FEERLEEIHETHL IR
oy hLbeolAloRndrd, TR 100 M
N N—=H—TREEHTRATARAREE A () w

Suspicions about
product quality.

L =7 RPNV R, GBHTERWEERDT,
BWOLOZELERBRVWAVBIZAKIETL L -

7o LI H S 5FELERIND £ BTN
Nie (U8 w

ZFZLTHARSZ R Fid, ZEHEAERE LD,
BrrlzA v a b, = L THEEZICHEL B ARZFOR
Ll s,

[8/6/2014 — https://dot. asahi. com/wa/2014080500084. html ?page=1]

FY/hE TEAR= Yy JHEROBERAT 7 v ¥ a3 YIFKRK

BT e YR (AR~Z RFVRERIIECEO)
19654, WF&4EEN, 914E, 27 RV R T4
WA, 200 4FENBH5FEM, AMZHCTEA~Y R
TN RO~—rT 4 TRBER EICHE, AT~y
7] R EOEROBEEND, v L—UTEBERT, M
HF8H, HA~Z RPNV KEFRCEOIZ=TH29H,

[ F¥EmERdS ] OMRUNEARECHIE (o) #H
Eellisgan
7TH29 H, [EFEEEAMS OWBERUINERNRIETHSES | Press conference Acting like a Criticism of
Rz AT, BAR~Z KL R#EF CEO %5 - #4, | wasafailure due | victim Victimage
RE, UL, 2077 yva CEEE 2T 07y v | o tyingtoplay
the victim role No bow Criticism of

va T A —0 R/NERTE,
* * *
WAHANERHIRAREZRTERITEE, Io& D E-CZ
DRk, FEEntEZo, $fzs20, ZoMic
BATHWERET E—NoTEI DL, ThLlkiZ, 2D
M7 7o a b RIE X, £H, WEE o5, B
WEAUNEAALD T, 45 ETHAZ 7= F 60 &L
LA ULD— KEEA 2

and failing to
bow.

Apology
Style

RO HEMETH, LEDOA v F—iFend, 5T

Criticism of

Criticism of

Criticism of

At E DR Y YR LAY L AT R BT 59 L, choice of Appearance Apology
AL BOMABDET, BIRE— R/ U—7 »FLjp | clothing, glasses, Style
. BEFLECRD L, AFIL0, Rl o, g |lowdnas

SOIFHITN ST, FEITHIARIOTTHARD | b ibios o

B IFALIEMTL, MALDR Y 7 LATA=U Y ZIT | onference.

fifi 0 7= o T, THEANIENZIED BN T, LSL

SITLTCEZoTELEIAEAD,

72U EMRIZE, Ry =2 bz, Lhbd b

T2FE S T2A%%Z 5L 20RLT LY, BUFO R B O
—OIZHLBIFLNT, Zhnbbo LX T&EZ ) etk

B, WERT 7 v e L ITiE. KL DR,

[7/30/2014 — https://blog. goo. ne. jp/sunafukin-0101/e/d6bf709a5878f7482916440e4bbecald]

*BAR<wZ RFNEF - - - HEOBRE

* R IRBD T A B
<=7 P R>EpEh. MLEZAE HE R BDb
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[0}

<HAZ RFENRE—AT 4 T ADYF - G147 3%
EpmREETE (CEO) X290, HERINBAHZ
AL W HEOREMINTEME T EEEEEN] »OME
s E A LU O 7o MR & 52 1 7o e 8 BRI D3R 3R % 5%
LT, TR TOMELINC, JEMEIORHINLTE & 7 E
E - HR A ABT 25 2 L EERRD AL,

[FXL 27V 2T, FRooy <7 4 - HERITERE
JEEIRTHETI S |

FLERR LAY 7 4 ERE Mk v & KU B &R
TR ERBNT LI L EESBDOHP L RS LHESE
T5—J. [HESNTODITRITAERICHFT 2 enTE
RN R REE OIS E I LT, -« LLES]
H+yahoo: @mH>

A~y RIS ENT-EHERE QR H S AT,
v ICFDOEFFEFEF-TWELTYH
R GRS A) T2 EMPE 7oL ?

Eobd (ER) o0, [NEL IpWndnia ?

LnL, 7 - ¥ fEREA Critical of the No Bow Criticism of
MRS BROCH L ETF D] Lo, absence of a bow Apology
(EERE) DI, S8 (T AU B L5 while apologizing. Style

z)) . . .

CHATR) OBFHEOAEE TRESTNLIOHRIETT

D Pointing to Cultural Cultural

cultural Differences Differences

e e .= Jore differences as a offered as

Wt FRELCThHIT L 902) »T (& possible reason explanatory
for the factor.
differences.

Fh. PRBEESRO (DWT) 12, #IESN7- & 9 T | Criticism of Late apology | Criticism of

FE . . . apology as part of Apology

the scheduled Timing

RAHCIE, (RAE) Eorzomnls 2 Eamings

Announcement
press conference.
Apology felt
reluctant.
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9.5 Appendix C1: Case Scenarios: Crisis Type Research

The Cases: Workplace Terrorism/ Technical Failure Employee
Violence: Tampering: Accident: Misconduct:
In Akita Prefecture, In Akita Prefecture, In Akita Prefecture, In Akita Prefecture,
three workers of a three people three people three people
Heiwa Brand yogurt | contracted a contracted a contracted a
factory were dangerous listeria dangerous listeria dangerous listeria
hospitalized. infection after eating | infection after eating | infection after eating
Heiwa Brand yogurt | Heiwa Brand yogurt | Heiwa Brand yogurt
products. products. products.
Crisis A police An independent An independent An independent
Scenario investigation revealed | investigation revealed | investigation revealed | investigation revealed

that a 42-year old
Heiwa Brand
employee had
suddenly attacked
several coworkers
with a knife inflicting
numerous stab
wounds. All three
victims are
recovering well.

that an unknown
individual had
injected listeria
bacteria into Heiwa
Brand Yogurt cups
with a hypodermic
needle at three
separate convenience
stores.

that a technical
failure on one
production line had
resulted in the listeria
contamination of a
small number of
products. The report
attributed the cause
of the failure to an
unusual
manufacturing flaw
in the equipment.

that the listeria
bacteria originated
from a valve on the
yogurt production
line, which should
have been cleaned
regularly, but was
not. Overall the
report found hygiene
standards at the plant
to be severely
lacking.

Informing and

At a press conference

Heiwa Brand

Heiwa Brand

Heiwa Brand

Adjusting on the next day, the immediately immediately immediately
Information company CEO instructed its instructed its instructed its
expressed his customers to discard | customers to discard | customers to discard
heartfelt sympathy to | any of its products any of its products any of its products
affected individuals and removed all and removed all and removed all
and their families. Heiwa Brand Heiwa Brand Heiwa Brand
products from products from products from
shelves nationwide. shelves nationwide. shelves nationwide.
At a press conference | At a press conference | At a press conference
on the next day, the on the next day, the on the next day, the
company CEO company CEO company CEO
expressed his expressed his expressed his
heartfelt sympathy to | heartfelt sympathy to | Heartfelt sympathy to
affected individuals affected individuals affected individuals
and their families. and their families. and their families.
Culturally Rebuild= Rebuild = Rebuild = Rebuild =
Matched The CEO expressed The CEO expressed The CEO expressed The CEO expressed
Crisis deep regret for his deep regret for deep regret for deep regret for
Response employee’s actions having betrayed his having betrayed his having betrayed his
Strategy and went on to bow customers trust and customers trust and customers trust and
deeply in apology, went on to bow went on to bow went on to bow
pledging to deeply in apology, deeply in apology, deeply in apology,
compensate all pledging to pledging to pledging to
victims and their compensate all compensate all compensate all
families. The victims and their victims and their victims and their
company promised to | families. The families. The families. The
make all efforts to company promised to | company promised to | company promised to
prevent such an make all efforts to make all efforts to make all efforts to
incident from prevent such prevent such an prevent such
occurring again. tampering from accident from misconduct from
occurring again. occurring again. occurring again.
SCCT Victimage = Victimage = Diminish (excuse and | Rebuild =
Recommended | The CEO stated: “We | The CEO expressed justification) = The CEO expressed
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Crisis
Response
Strategy

are deeply hurt by
our employee’s
actions. Our trust was
betrayed.” The
company went on to
promise to make all
efforts to prevent
such an attack from
occurring again.

his shock and outrage
at this act of food
terrorism and
promised that this
vicious attack on
Heiwa Brand and its
valued customers
would not go
unpunished. The
company promised to
make all efforts to
prevent such
tampering from
occurring again.

The CEO went on to
express his regret for
this unfortunate
accident and
explained this type of
internal
manufacturing defect
of the well-
maintained
production line had
never occurred before
and could not have
been detected by
current industry
standard maintenance
procedures. The
company promised to
make all efforts to
ensure that such an
accident could not
occur again.

deep regret for
having betrayed his
customers trust and
went on to bow
deeply in apology,
pledging to
compensate all
victims and their
families. The
company promised to
make all efforts to
prevent such
misconduct from
occurring again.
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9.6 Appendix C2: Survey Content & Questionnaire (Japanese)

Crisis Communication Survey

PEOHEKEH I 2= —2a VBT LT v — MNllE

NHVF N—=T L—

REHR - B

W FERERFRFPE A I 2 =7 — v g VPR EHLREEE C, Stofiial o= —
AU ITOVWTIIEEZ LTWET, Z0EWET 7 — M ZHAHWEEE, bRk >
EVWET, EREYIIHY FHADT, REICEEZL S,

ZOT = hOFERIIE LRI OT =2 L UTHER LE 328, EEoMANERE2 & 2T
NWUSNORETHERT L2 L1EH 0 A, HYDOEAICL > UIREDOAR—FARE LT
MEENLZEbHY ET, Fio, EEEOHNLMETLIADHFIZL TN, 34DH %I

1,000 @ Amazon ¥ 7 hRA2BED LET, T, EHZFLALIBEVVNELET,

1) MERI*
() %«
() 3B

() Bzx=< 72

2)

() 17

() 85+

198



3) [EfE
() BA

() BARLSH

4) Amazon ¥ 7 FEOIRIIBMLTIZWHIZ, A—AT RLAEZ AN LT ZEW, (5PN

HIEBIZZENUADOHBTHERT L2 Li3H 0 FEA)

5) WS RT-OT U — NRESOW I M SR DGAE. AEOLETE FEE T E A
JILTL7ZE 0,

B . fERYeAE s16AF001]

[Examples of scenarios with crisis response]

3B BB AL [Workplace Violence: Matched Response]

9/14 (&) 11:39 fidfs

KHBEOYFT 7> Ra—7 )0 bOTHOME 3 AR ABL Lic, IRELRIZL D & 42 50 F
FItEBORREE DR Z A 7 THEL, W20l LEZ&bE T, Fthicks &, 3
ANDOHEFIFRS BEE LTS Z Enmgnole, BHDOTESATIL, SthoRELHE%
B THEEICHE S 7 % L ZOFBEICHT D005 OB RV 2Rz, BB,

3 DAE]

BIATEN ST D IRVBEIRO B AR L, #IROTZDITIRA LHHE T, E7lEE L

i

ZOFRBEEBZMET 2 ERR LI, FthiT, ZOXIRFHENTELEILRNVEIIZH

bW LB D Lk~
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fE3E B BB ALE [Workplace Violence: SCCT response]

9/14 (&) 11:39 fidfs

KEROYT T o Ra—27 0 hOTHOME 3 ABABE LTz, HRERIZLD & 420 F
FIttBORREE DR Z A 7 THEL, W O»olil LEZ&bE, Fthicks &, 3
ANDOWEENELS BEE L TNWD Z Enmgnole, BHORESA T, SthoRELHEE
W (PEER S Tm N2 & ZOFERITHT 00D OBREEN | ZR~72, FEW T, RFREGH
#Ix BB RITE TR GO0 bivlz, BENEY OGN LilR~7z, [FfhiX

COEIRFHENTELEIORNEDICHED L85 E2T 5 Lk~

P B BB ALE [Workplace Violence: No Response]

9/14 (4) 11:39 i3

KEROYT T o Ra—27 0 hOTHOME 3 ABABE LTz, HREZRIZLD & 42 R0 F
it B OREEDFEREE T A 7 THEL, W O»0fl LEZ b, Fttick s &, 3

ANDOHWEFITRLS BEE L TWD Z Li3gnol,

I — 7L MZEYIEA [Tampering: Matched Response]

9/14 (%) 11:39 fidfs

FKHE T340, 7 7 Foa—7n MiER_7-%, fEREO@EN Y 27 ) 7 kY
JEIZ o Tc, MEREICLD & (TEPR3EHO=a E=TENT 7 Fa—7 L O
Ty FNCETETY ATV T EEEAN L Z AV, SERt X BRI ks 2 #2559
LR IR A, M ERENICH EFER Lz, BHORARRTIE, StoREEk%)
WEICHS -2 L ZOFBHT 00 HDB RN ik, RERMET. B
DEBEEZEG 722 LI T 2RVEROEEZ R L, $HIEOT-OICE L LEIE T, E7o8
HEELEZOFBEEEZMET D LR LT, FtiI, ZOX S REMBEAN _ELEI S

WEDICHDBWDE N T D b,
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S— 7L MEWIE A [Tampering: SCCT Response]

9/14 (&) 11:39 fidfs

FKHE T340, 7 7 Foa—7n MidR_7-%, fEREO &N 27 ) 7 kY
FEIZ o Tc, MEREICLD & (TEPR3EHO=a E=TENT I Fa—7 L O
Ty FNCETETY ATV T EEEAN L Z AV, SERt I BRI ks 2 #2559
LR IR A, i EEEMICE ERR Lz, BHORERRLTIE, SthoRERFEN
WIS 705 4 L X ORI D00 OB RN Zak7z, REBEERILZ O X
IRBRT OISl ~DY 3 v LHVEY 2% L, KR~ N E 2R BB Tk
LTHSIND bDOTIERWE R, AT, ZOXI REMIBAN ZE LRI HRNED

bW DENET 5 Lk,

3— 7L MEWIE A [Tampering: No Response]

9/14 (&) 11:39 fidfs

KHEE T340, 7 7 Roa—7 0 MUGE &7 %, faRIEO@EN Y 27 ) 7 kg
FEIZ o T, MEREIZLD & (TEPD3EHOa E=TENT 7 Fa—7 L O

By FICRZTETY AT VT HEATEA LT Z & 03I,

BWRNFEE [Accident: Matched Response]

9/14 (&) 11:39 fidfs

KHABR T340, M7 7 RO —7)v Mz 7%, a0 @y 27 ) 7 Ry
JEIZD o Te, MBEREICLD &, 1 DDOEET A BT 28I Z2MBEIC L - T, D%k
ORI 27 U TEMBA LI Z E5RE, R, #aSRORE EoRE XML b0
EHRBND, ERHITRAICEM A MIET 2 £ ) ICEBRICE A, B a2 2EIC A FEIR
L7z, BHORERRTIE, SHORKREHEED HEICH 7204 L ZOFBEICIT 50

INHDORRIEN] 2l 7o, RERERIL, BEORHEEZREY -7 2 LT D RO EKRO
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BarLl, #SROTOICR. Lz T, FWlEFHE L COFBEERZMET D LR L,

RS, ZOXIREURTHEER ISRV EICHHPLENET D LRI,

BB AFH [Accident: SCCT Response]

9/14 (&) 11:39 fidfs

FKHBR T340, M7 7 Roa—r Mgz g7z, fREomnY 27 ) 7 Rk
JEIZD ) oTe, MBEREICLD &, 1 DDOEET A BT 28 Z2MBEIC L - T, D%k
ORI Y 27 U TEMBA LI Z E5RE, R, HaSRORE EoRE XML b0
EHRBND, ERHITRAICEMEZMIET 2 £ ) ICEBRICE A, Bk a2 2ENIC A FEIR
L7z, BHORERRTIE, SHORKRIHEED HEICH 7204 L ZOFBEICIHT 50
MEDORREN] ik, REBERRRIZ, oL RFERRI-TLE-72Z E~DiE
WOEETRL, AVTFTUAMPMTERWTEAEET A LTI O XD NS o KKiE-
THALTZ L3, BIEO¥ERMFED A T F U AFIRTIIMY TE ed o LA LT,

RS, ZOXIREUR T ER ISRV EICH DD LB ET D LRI,

BB AN F# [Accident: No Response]

9/14 (%) 11:39 fidfs

FKHE T340, 7 7 Roa—7 ) MiER_7-%, fEREO@EN Y 27 ) 7 kY
JEIZholz, MAREICLD L. 1 DOEET A AR DHEMZRREIC L > T, Dk
DRI Y 27V 7 EMNRA LT Z LD, RRIT, Mol EoRERMIZE 260

EHbD,

HFET A U AREY)EE [Misconduct: Matched Response = SCCT Response]

9/14 (&) 11:39 fidfs

FKHE T340, 7 7 Roa—7u MiE g7 %, fEREO@EN Y 27 ) 7 kY
JEIZ o7, MAREICLD L, VAT U THIEIZI — 7V NMEFET A O/ VT BA

Cleb DT, EHRESRZ B> TWeleORAE LT LB bND, L0 AELENRKREH
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AR o 72 2 E DR T & 72, AT R R 2T 5 X O ICERICIR 2, Mg
REEICE EE L, BRORERRTIE, SHEOREKEHEED? THFEICE oA &2
DEBKT 200D OB R Zik~7z, REDHIRKIE. BEOEHELEN 7= i
T DROEIROEZ R L, HIROTDICHEL LEHE NS, FREES LEOFRERE M
B2 ERR L, FthiE, ZOXIBRAFEFER ELEISRVWESICTHHY L85 &7

b LRz,

HPET A U AREY)EHE [Misconduct: No Response]

9/14 (%) 11:39 fidfs

FKHE T340, 7 7 Roa—7n MiER_7-%, fEREO&EN Y 27 ) 7 kY
JEIZ o Te, MAREICLD L, VAT U THIEIZI — 7V NMEFET A O/ VT B A
L7t DT, EFRERZ B> TWeledRBAE L LA LD, LHORALENREH)

(AR o 72 2 E DR T E T,

* ZOFOWELNEEZRLTL 7SV, [No response scenarios only]

AT L T I B ETHIRA

6) ZOFLIZONTE I ENE T,

2¢AE | FETE iﬁ;; AECTE | EEiE
TERW Z3% - % BTE5
A al DRI
ST
<. Y ok () () () () ()
I o
iz,
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Z Ofakids
HotnTh () () () () ()
éo

Z DfEHILE
D OARBLDOH @) () () () @)
WTH 5,

Z Ofakids
HORETSH () () () () ()
éo

) ZOHEOFERIZONWTELZ TSI, FEE

SENEHTE D * ok ok kX SLTEE T E 20
?ﬁ@%égﬁ%%bfw .o x ﬁf@%ﬁ@%éeﬁéﬁbf
SHEOBEDOTICH D koK ok kX SHEOEED FITRW

M DFHENDEED FIZd 2 SR L DFHENDEED FIZ720
ORI H % koK ok kX SAEOIMEICH D

L DFEDH A B FICTE

2 koK kK K RS BB FICTE 220
2AECHT L b0 TH D k ok ok ok ok SALLIAMZET DD TH D
RRBHABFECSS T KA BRI TE L
OFEPNEHETE S * k% K * DS BERTX 220
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8) UTOHAITEDREY TTED £3,

2R
TERW

RET
=4

Ebb
EbH
2RV

R&ET
=X

FEHFIZ
FET
x5

Z OSSN MER T
HHZEITHLAEL ST
W3,

()

()

()

()

Z OEHIT IR TR
ETHD,

()

()

()

()

FE, ZoStEnEHIz
DNWTEEEFEFE-ATND
EIEALZ N,

()

()

()

()

BEN-OEE, ZO=
HoOES> ZEIFHMELHHN
BE

()

()

()

()

Z OIS oI
SNV AVAAN

()

()

()

()

L, 2otz o T
BWHIRZ L X,

()

()

()

()

FLE, ZostbafE8E L
\i—g—o

()

()

()

()

ZORthE X ABSRD
THEZOWTEWEEEE
MeFF L T 5,

()

()

()

()

ZOEHITESEEIN
T3,

()

()

()

()
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9) UTOHEAZEDREY TIED £3,

2R
TERW

RET
=R A

Ebn
EHn
272N

R&ET
=X

FEHFIZ
FET
x5

Z OO fERELEE S 1
X, R Thor,

()

()

()

()

ZOSE. Zofarkiz
5 FE LK LTz,

()

()

()

()

ZORFRE, RIS
BITRB LTz,

()

()

()

()

Z OO FERE T O
HEIX. BARO A 5
77

()

()

()

()

Thank You
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9.7 Appendix D1: Sample of Visual Stimulus Materials

207



9.8 Appendix D2: Case Scenarios (English)

Case Scenario:

Over the last week a number of former guests of three hotels (Naha, Miyazaki,
Kumamoto) of the international hotel chain ABC Hotel and Resort have come
forward with complaints of skin irritation after using the hotel provided amenities. A
subsequent investigation by the hotel chain has revealed that a regional supply
manager had switched to a new, non-Japanese low-cost supplier of shampoo and body
soap at the beginning of the month. The new products did not conform to Japanese

product standards and caused mild skin irritation in some individuals.

Foreigner English Unmatched (FEU): Hotel chain CEO, Michael Cane provided an
English language statement at a press conference addressing the crisis. He was

accompanied by a Japanese interpreter.

Foreigner English Matched (FEM): Hotel chain CEO, Michael Cane provided an
English language statement at an apology press conference addressing the crisis. He

was accompanied by a Japanese interpreter.

Japanese English Unmatched (JEU): Hotel chain CEO, Aoki Takehiko provided an
English language statement at a press conference addressing the crisis. He was

accompanied by a Japanese interpreter.

Japanese English Matched (JEM): Hotel chain CEO, Aoki Takehiko provided an
English language statement at an apology press conference addressing the crisis. He

was accompanied by a Japanese interpreter.
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Foreigner Japanese Unmatched (FJU): Hotel chain CEO, Michael Cane provided a

Japanese language statement at press conference addressing the crisis.

Foreigner Japanese Matched (FJM): Hotel chain CEO, Michael Cane provided a

Japanese language statement at an apology press conference addressing the crisis.

Japanese Japanese Unmatched (JJU): Hotel chain CEO, Aoki Takehiko provided a

statement at a press conference addressing the crisis.

Japanese Japanese Matched (JJM): Hotel chain CEO, Aoki Takehiko provided a

statement at an apology press conference addressing the crisis.
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9.9 Appendix D3: Survey Content & Questionnaire (Japanese)

Crisis Communication Survey

PEOHEKEH I 2= —2a VBT LT v — MNllE

NHVF N—=T L—

REHR - B

BRI FBERFRFBE 2 2 = — v a VEHERE LG R T, St oI 2=/ —
Ta oW THREE L TWET, ZOEWEIT »r— MZZHMAWETEE, H0REHT
SWET, EFFCHEVIEIH Y FTHADT, FEICEBEZLTEI,

ZOT U — ORI LRI OT - L LTHEALE T8, B0 AN #E &z
WS ORETHERTHZ&13H 0 £t A, HYDOREIZL > UIREOR—FTZAF L LT
MESNDZEbHY ET, Fo, BEFEOTNLIRET I AHDHIT1HM, 34DFH %I

1,000 @ Amazon ¥ 7 hRA2BED LET, T, EH9ZLALIBEVVNELET,

veR s &[] %]
s

H
i

A [ ] AALS [ ]

Amazon ¥ 7 FEOHIRIZBIMLI-WHIZ, A—LT7 FLAZ AL TSN, (EAK

HRITZ NS OB THEMR T2 Z Li3HY £8A)

AN HRI=OT i — FE~OH I 2 b T-WIEE X, AL & FER S N

LTCL7EE, Bl [fBRSA s16AF001]

210



ABCART T v R V' — R REER

ZO 1M, ABCART LT o RY Y — WS EEERT VT = — ORE, HilF, BEARDR
TR LTEBEIEND, RTNVOEEIUHZT ThHoT2T A =T 4 o T2 fE R,
WSz Z L7z LWy EER L HFEONTHNET, TOBROYURT LT =— L OFi#
IZXk o T, MR FLELIH LV, BRSO, Z L TREDERWS ¥ T — L RT 1 —
V—TICEAOYDIZODEZ T\ Z EHBLE Lic, ZOMEMITAARTED DB

2z L TR LT, ZOMBMEANI L > THINDENDIRIR & 70D 2 L2355 0 £ LT,

[Foreigner English Unmatched]
RTNTF 2= DA )b« F—XENHEFETASRIOMEIZE L CRRER R THAEDR

REZz@CTEELELE,

[Foreigner English Matched]
RTNT == DA )« r— X RN JEEETARIOMBEIZEE L CTHIES LT HAGEDHE

REZz@CTEELELE,

[Japanese English Unmatched]
RTNTF =2 — OFAREZHENIEGETARIOMBEICE L CRRE S R CHAEO®ER 413

CTaExzLELE,

[Japanese English Matched]

RTNTF =—r DFERFEEAENHEGE TARIORBEIZE U THgRa T R AGEOM@IR + 2 1@

CTaExzLELE,
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[Foreigner Japanese Unmatched]

RTNF 2= D~ A7) - F—=ZHERP AAGECTAREIOMBEICE L TR 2R THE LE

L7z,

[Foreigner Japanese Matched]

RTNTF 2= D~ A7) » =R AAGETARIOMBEICHE L THIE R THL LE

L7z,

[Japanese Japanese Unmatched]

RTNTF 2= DFEREEAENSREOMEICEL TR 2R THE LE LK,

[Japanese Japanese Matched]

KT NTF 2 — OFAREZHENSBIORMBEICE L TSR THEE LE L,

[Image Captions]

g [FLERATHESS~A 7 - r—X k]

g [RERATHETLI~A 7L - r—X k]

mifg [FLE R A THERT 2 B EEE]

g [RRERXATHE T EARHEHE]

R, T7, HAAN SHEA
HEDOSFEL, TY, HAGE SERE
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R,

TARTOEEREZGE LT,

K

o> 2

TRTCOHEETERA-T,

HEICOWTOBLRT-DEERHIZEZE 2 TLEESN

CRLTLIEEW)

BT H % . o o o BB Tl Ze
HMETHD . o o e EALE ST
SLER DI . o o e AR AN
ke . o o mEhE
FHA N . o o e FHAEW
R . o o e R
H DR T2, . o o HOHLIKTHD
[F) {75 £ . o o e RO

NN . o e NN =N
fFRECcX 2 . o e BHET& %
HELH . A IR
AL TV . o o e AL TN D

HRIE -

R ETERL | o o o o o o o | RLEIIE D ETERK

FLOAMEE 2 e LT 5, o o o o o o o | FOMfEBEZ LA L TR

NEDHELLBRLEEITWD, N&E DL BFLE I

LT
BINFLEELI T D, o o o o o o o | RINFLLITED
SRABFLEBITND | o o o o o o o | SENFLEITED
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2[R Gy EbbEy EF=¥ FEEICRER
TE RN TE RN WZ RN T35 T&5
1 2 3 4 5
ZOSITHENMEETH L Z EIZELE LTV, 2 4 5
Z O ERNCARETH D, 2 4 5
T, ZOSHENFLICTHOVWTEEEESTWVD EIHE
2 4 5
AL,
BEN-OBE, ZOEHOE->TWAHZ LIHMEL BN 5 4 5
%,
Z OEHIFHEORESIZELE S o TR, 2 4 5
T, 2O HONWTERWHISRZEL F4, 2 4 5
FZ, ZoettEEEL £, 2 4 5
ZOEME, XFABMRD FIEIZ DN T E W FEREA HERF L
2 4 5
TW5,
oStz EHRHIN TV, 2 4 5
B, ABC AT L& VU V' — MR TIVITHAET 5, 2 4 5

Z OSOFERAI T EIE, Rl Tdh o7, 1 4 5
Zo=ttiE. 2O O F <R LT, 1 4 5
Z oS, fEbRR IR R L, 1 4 5
ZOSOEHERO LT, AAROIATE ST, 1 4 5

Thank You

214






