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ABSTRACT

The main purpose of this survey research is to explore the relationship between corporate
crisis management strategies, corporate reputation and purchasing intention among Chinese
consumers after exposing to Alibaba’s crisis management. Researchers studied the relationship
between variables, including customer purchase decisions, crisis management strategies adopted
by enterprises after the outbreak of the crisis (i.e. the application of corporate image repair
theory), and consumer self-perceived corporate reputation. Two hundred Chinese respondents
were selected using purposive sampling. They have to be Chinese customers had experiences
using online purchase with shopping website at least 6 months period. Multiple Regress analysis
was used to test the hypothesis with significance level of 0.05. The results were as follows:

1. Respondents’ attitude toward Alibaba’s overall crisis management strategies is neutral
(Mean= 2.57, SD=.59). Their attitude toward the Alibaba’s correction action was perceived to
be “agreeable,” and mortification was perceived to be “neutral”’; however, their denial response

and evading responsibility was perceived to be “Disagree” .

2. Respondents had an overall positive reputation toward Alibaba products. They agreed
with all key dimensions of corporate reputation, including workplace environment, vision and
leadership, market performance , financial performance, products and services , and social and
environmental responsibility, respectively. The descriptive findings revealed that the majority of

the sample had high intention to purchase intention Alibaba products (Mean=3.72,SD=.01).



3. The findings suggested that five elements can predict their corporate reputation at the
rate of 54.7%. And the respondents perceived corrective action and mortification elements as the
significant positive predictors while other elements were not significant predictors. However,
denial, evasion responsibility, reduce offensiveness were negative predictors of Alibaba’s

corporate reputation.

4. Chinese customers’ perceived of Alibaba’s corporate reputation (product and services,
workplace environment, environmental responsibility, financial performance, market
performance, and vision and leadership) did not significantly influenced consumer purchase

intentions at 0. 5%

5. Chinese customers’ attitude toward Alibaba’s crisis management strategies, including
denial response, evading responsibilities, reducing offensiveness, correction, and mortification
did not significantly influence their customers’ intention to purchase Alibaba products at the rate
of 0% .

Keywords: Crisis management strategy, corporate reputation, purchase intention, Alibaba
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CHAPTER 1
INTRODUCTION
1.1Rational and Problems Statement :

In the new era of the rapid development of high-tech cloud computing, the
rapid development of information age, as well as communication channels and ways
are undergoing unprecedented tremendous changes in today's complex media
environment. Due to these changes, the frequency of corporation crises and the degree
of harm is increasing, corporate reputation will also face frequent challenge or say
threaten. In fact, the world has entered a crisis normalization phase, brand crisis has
almost become an inevitabie experiences during growth of corporations. In recent
years, crisis events have occurred at domestic and abroad, from frequent government
credibility crises to endless food safety crises, product quality issues, financial
scandals and other related to various industries in various fields. In the face of these
crises, there were not so much of corporation managers whom may make outstanding
response to the crisis cases .What's worse, many companies are not very clear about
how to effectively deal with the type of crisis and how to minimize the damage to
organizational reputation. Even some corporations lack of crisis resolution awareness
and analysis of the crisis is not enough to deal with mistakes, not only did not repair
the reputation of the organization through crisis response measures, but also made the
"crisis response itself" into "news™ and triggered "secondary disasters".

In real life, crises always happen unexpectedly, any organization and corporation
will face the challenge of crisis issues, the correct crisis response measures can
control or reduce the loss of corporation; on the contrary, improper solutions will not
only cause property losses, but also damage intangible reputation assets (Coombs,
1998; Coombs & Holladay, 2002). We see crises in all areas of the world, Shell's
deep-water disposal of the Brent Spar Issue, Wal-Mart labor disputes, Bausch &

Lomb’s financial crisis, China San-Lu brand poisoned milk powder issue, etc.



Throughout these crises of enterprises, all reflect the various organizations and
enterprises have insufficient ability to deal with crises, have a weak awareness of
crisis, and have put forward urgent needs for crisis response management research,
especially the rapid development and popularization of the Internet and information
technology environment, which has led to complex changes in the interaction model
among various social entities, and the communication environment of crisis
management has changed from the traditional communication model to become a
more complex mode of Internet communication. Therefore, after the crisis, how to
maintain the corporate public image and maintain corporate reputation in the era of
Internet communication is also a sharp question.

Corporation reputation is regarded as an intangible asset that can bring sustained
competitive advantage. And reputation, as the key source of corporation uniqueness,
has the unique characteristics that competitive corporations are difficult to imitate. At
the same time, a good corporate reputation will win support for corporations and
distinguish them from competitors. As Fombrum (2004) said, a good reputation is a
very good business card, which can open the door and attract followers, including
their employees, investors, and consumers, and public’s respect. At present,
managerial scholars in China and the West have begun to focus on the crisis, to study
the correct response to different types of crisis, and at the same time to study how to
establish and manage corporate reputation theory and how to transform it into a
sustainable competitive advantage (e.g. Fombrun & Shanley, 1990; Roberts &
Dowling, 2002). They found that intangible assets, especially corporate reputation,
played an increasingly prominent role in building market barriers, cultivating
customer loyalty, attracting investors, recruiting outstanding employees and
strengthening competitive advantages. Researchers have found that corporate
reputation is a perceived quantity, a combination of personal impressions based on
direct and indirect information; at the same time, scholars have also found that

corporate reputation, as a special dependent variable, becomes extremely fragile and



vulnerable .Fombrun (1996) argued that enterprises with good reputation are less
likely to encounter risks, and even if they encounter risks, they can control crises at a
lower cost and avoid greater losses because of their good reputation. Domestic
scholars Zhang Silong and Zhou Zucheng (2004) believed that companies with good
reputation generally have a strict internal control system, which can respond quickly
to early warning signals and eliminate crises in the bud, thus proving that the impact
of crisis management on corporate reputation can not be ignored. From this we can
see that the ubiquitous corporate crisis will strike the reputation of corporations at any
time, at any time are facing threats. If the corporation may use properly solution to
handle with the crisis, it will get through difficulties and get new opportunities; but if
it is not handled properly, it will be possible for the enterprise to fall into a passive
state, so that the brand and reputation of the corporation will be damaged, and even a
promising enterprise will collapse suddenly. These crisis problems not only plunge
the organization into multiple crises, but also deepen the public doubts and expand the
severity of the crisis, thus instantly destroying the organization's original foundation
of trust and causing serious damage to the good reputation of the business before the
painstaking operation. Therefore, for any corporations committed to long-term
sustainable development, a reasonable crisis management strategy, strengthen
corporate reputation management, so that corporate reputation can be effectively
cultivated, accumulated and maintained has very important strategic significance.
Studies have shown that almost all American managers believe that corporate
reputation is one of the most important drivers of corporate success (Dunbar;
Scbwalbach, 2000; Hall, 1992).

According to the Company's Strategic Comparative Advantage Theory, the
company has cultivated intangible, non-imitation assets, and can obtain a lasting
competitive advantage. Netemeyer (2004) posited that the possession and dominance
of a company's reputation can help companies gain a competitive advantage in an

increasingly competitive market. He claimed that the intangibility of corporate



reputation and its intangible characteristics of measurement and replication create a
competitive advantage. Klein (2004) said that this is the full meaning of accumulating
reputational capital. Scholars such as Haywood (2002) and Sherman (1999) claimed
that corporate reputation is the ultimate determinant of corporate competitiveness in
today's era. The dynamic model proposed by Mahon and Wartick (2003) also showed
that a good corporate reputation helps companies to achieve sustainable competitive
advantage over competitors in the product service market and the concept market.
Fombrun (1996) has put forward the concept of “reputation to create wealth”,
pointing out that ample reserve capital reserves can give organizations a unique
advantage. Han Xing wu (2004) claimed that a good reputation is a unique resource
owned by the company, which can enhance the competitiveness of the company in all
aspects of business operations. Since the 1980s, senior corporate executives around
the world have recognized the need to build and maintain a good corporate reputation
to create competitive advantage (Gotsi and Wilson, 2001). In the future, in the
increasingly competitive global economic environment, the development of methods
to gain competitive advantage will increasingly rely on the development of a special,
primary intangible asset of corporate reputation.

Since the management and maintenance of corporate reputation is an important
part of the long-term development of enterprises, in dealing with reputation
management, we have to always pay attention to the threat of corporate crisis. The
crisis is not terrible, internal and external enterprises happen by the crisis, need to
experience a life cycle of development , which corresponds to the requirement that the
implementation of crisis management measures is a dynamic process throughout the
three-stage approach by Coombs (2012),which consisted of the pre-crisis, crisis, and
post-crisis. Corporate managers need to make a series of logically related decisions
according to the different characteristics of the crisis evolution stage. It is very
difficult for managers to find out the touch point of the crisis and comprehensively

analyze the crisis response, which can not only maintain the imagination of the



corporation but also minimize the loss of the enterprise. This forces a large number of
managerial economists to pay more attention and re-examine the management of
corporate reputation, attaching importance to every link of crisis management. In fact,
the global market economy competition has been very intensely, most of the products
of corporate are similar, leading to differences outside the product itself become more
and more important, the role of corporate reputation in the process is gradually
highlighted. After experiencing the stages of price competition, quality competition,
service competition and image competition, Competition among enterprises has
developed to the stage of reputation competition (Pan, 2003). People pursued business
ethics and advocate company culture value, calling on enterprises to attach
importance to reputation unprecedented enthusiasm. Intangible though it is, it is
precious to the enterprise and even a long-term foundation for the development of the
enterprise. From a social point of view, cultivating a good reputation is an effective
way for enterprises to get out of profit-seeking and benefit the society as much as
possible (Huang , 2004) .

However, the “health” of business operations is the cornerstone of corporate
reputation, which can be seen as the embodiment of life in modern society .(Deng,

2004). Consumers' recognition of products and the formation of purchasing
behavior have a direct impact on the development of enterprises and the expansion of
the market. Consumer propensity to consume is directly related to the consumption
era. In today's era, corporate reputation can directly affect consumers' purchase
intentions and decisions. Mass media is paying more and more attention to enterprises.
The pressure of the public opinion requires that media coverage of enterprises become
more and more transparent. When consumers decide whether to buy or not, they do
not only rely on traditional parameters such as product price, function and quality to
make product choices. When and where the product is made, how the product is
manufactured, and how the reputation of the corporation producing the product is, etc.

become factors influencing consumers' purchasing decisions (Wang , 2002). This



situation also makes consumers more sensitive to the ethics and morality of corporate
behavior. When managers focus their attention on corporate profits, the main source
of corporate profits - consumers have paid more attention to the environment, society,
ethics and morality of corporate behavior which on the issue of reputation. Pruzan
(2001) called this shift "Ethical Consumerism," which can be interpreted as a
manifestation of a deeper understanding of the role of consumers in their interactions
with businesses. The change of consumer attitudes also greatly affects the behavior of
corporate. According to a Danish survey, more than half of consumers in Denmark
belong to this "moral” consumer. These consumers show considerable enthusiasm for
the products of corporations with good reputation and negative attitude towards the
products of corporations with bad reputation.

By summarizing the previous research results, we find that the relevant theory of
crisis response existed in crisis communication, crisis management, emergency
communication management and organizational behavior and other disciplines. These
theories put forward various crisis management strategies from different perspectives.
The typical ones are Coombs' Situational Crisis Communication Theory (SCCT),
(Coombs & Holladay 1996, 2002; Coombs, 2010) and Image Repair Theory (Benoit,
1995), Apology Theory (Hearit, 2001), and Image Management Theory (Allen &
Caillouet, 1994) and Post-crisis Reconstruction Speech (Seeger & Ulmer, 2002,
Seeger, et. al., 2005). These theories emphasized the decision-making issues after the
outbreak of the crisis, emphasizing that organizations should respond quickly in the
first place, formulate or select effective crisis response strategies according to the
characteristics of the crisis, and then communicate with stakeholders or the public
accordingly.

Based on several crisis management scholars, Coombs (1995, 1996) combined
the theory and practice of crisis response strategy and crisis management relationship
to do the corresponding research. Firstly, he divided crisis scenarios and possible

crisis response strategies, and then matches them. The significance of this research is



to provide a blueprint for enterprises to manage crisis, that is, to formulate different
response strategies according to different crisis situations. Although Coombs did not
directly study the relationship between the two. However, we can see from his
research purpose and literature that the researcher still very much agrees: appropriate
and rapid crisis response strategy can protect and repair the reputation of corporations,
thus providing a research path for this study. In recent years, as a domestic expert on
corporate reputation, Xu (2004) has explained the importance of corporate reputation
to the development of an enterprise from the perspectives of consumers and
employees. On the basis of predecessors, Duan (2007) began to make an in-depth
study of the relationship between the two. He used consumer perception as an
intermediate variable to illustrate the relationship between the two. The results
showed that only the crisis response strategy perceived by consumers can protect and
repair the reputation damaged by the crisis, which emphasized the importance of
communication between enterprises and consumers in the process of the crisis. In
addition, some scholars have studied the impact of corporate reputation on enterprise
crisis management. For example, Fombrun (1996) claimed that corporate with good
reputation are less likely to encounter risks, even if they encounter risks, they can
control the crisis at a lower cost and avoid greater losses because of their good
reputation. Domestic scholars Zhang Silong and Zhou Zucheng (2004) claimed that
companies with good reputation generally have a strict internal control system, which
can respond quickly to early warning signals and eliminate the crisis in the budding
state, thus showing the relationship between the two, which is also the focus of this
paper. Based on the above research results at home and abroad, it was found that the
existing theories do not include the impact of crisis management on corporate
reputation and customer purchasing intention. Based on the past studies, the
researcher confirmed the impact of crisis strategy on customers’ perceived corporate
reputation but very limited past studies have found the link between crisis strategy

and customers’ intention to purchase product crisis. Hence, this study will explore the



influence of crisis responses as suggested in Image Repair Theory by Benoit (1995)
on the perceived corporate reputation of customers and their influence on the intention
to purchase Alibaba products, which is an online business after exposing to the crisis
responses in online media publicity. The results of these two-sided detection and
research from different roles of corporate and consumers still need to be further
improved.

Based on this, this paper combines normative theoretical research with case study
method, takes Alibaba, a Chinese e-commerce giant, as a case study, and uses image
Repair Theory as the theoretical basis of crisis management, trying to verify whether
the crisis has an impact on various factors of corporate reputation, and tries to answer
the following questions Question: how does a corporate crisis come into being? What
is the correct solution for enterprises after the crisis? Will crisis events affect
corporate reputation? What aspects will bring hidden trouble to the reputation of the
company? Based on the theory of image restoration and the case study of Alibaba
Group in dealing with crisis after crisis events, this paper elaborates whether the
relationship between crisis management and corporate reputation is positively
correlated. After the crisis, has Alibaba's response policy interfered with

consumers'-commerce consumption intention?

1.2 Objectives of study

1.2.1To examine the influence of Chinese customers’ attitude toward the crisis
management strategies on the perceived corporate reputation toward Alibaba product.

1.2.2 To examine the influence of customers’ corporate reputation of Alibaba
product and their intention to purchase Alibaba product.

1.2.3 To examine the influence of Chinese customers’ attitude toward crisis

management strategies on their purchase intention of Alibaba products .



1.3 Scope of Study

Based on the study of the theory of crisis management, corporate reputation, crisis
responses and customer purchase intention, this paper takes the strategy of crisis
responses as the independent variable and the factor of corporate reputation as the
dependent variable, and analyzes the impact on consumer purchase intention after
crisis recovery as the final independent variable. At the same time, social media
communication as an intermediary variable on the impact of the above relationship
factors to build a new theoretical model. In the case of Alibaba, a questionnaire
survey was conducted among college students and internet Co employees. Mainly
because college students and corporate staff have online shopping experience, but also
the main group users for social media.

Questionnaire survey is the main research method of this paper, the main object
of the survey is the Chinese consumers. The respondents will be current customers
who have experienced purchasing Alibaba product in online at least six months or
more and The questionnaire is mainly issued by means of written, e-mail and instant
messaging for about three weeks.

There are three stages in the questionnaire survey: questionnaire design, pre-test
and revision, questionnaire design and data collection. The data will be tabulated and
analysis with SPSS software. Researcher chose Alibaba as case study, because
Alibaba is China's most infiuential e-commerce platform, is selected as a case study.
The company combines the characteristics of high-tech information and service as a
whole. See more the links about Alibaba in wikipedia. At the same time, it is also an
e-commerce platform in the consumer field. It faces the problems of product service,
product quality, customer relationship maintenance, and delivery process problem, etc.
There are many typical aspects issue in dealing with business partnerships, employee
issues, CEO management strategies and so on, which meet the needs of this study to
analyze the various comprehensive factors of the examining. At the same time,

Alibaba in China has developed into a platform for e-commerce, involving
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multinational financial (Ali-pay), real estate, transportation, travel, pan-entertainment,
health, life sciences, Al and other areas of development of the business giant, Alibaba
in each stage of development has been experiencing from all sides of the crisis
challenge, but under the leadership of Alibaba’s CEO Jack Ma and Alibaba's
management team ,they had responded well and their excellent crisis public solutions,

sometimes turning crises into opportunities, are praised in the industry.

£ C »
FQ 9 Article  Talk Read Edit View history | Search Wikipediz Q
4? ¥
wikieepiA  Alibaba Group
‘The Free Encyclopedia
From Wikipedia, the free encyclopedia Coordinates: (g

Main page "Alibaba" redirects here. For other uses, see Alibaba (disambiguation).
Contents

Alibaba Group Holding Limited is a Chinese multinational conglomerate holding company specializing in e-commerce,
Featured content

Alibaba Group Holding Limited

Cunentevents retail, Intemet, and technology. Founded 4 April 1999, the company provides consumer-to-consumer (C2C), business-to-

Random article consumer (B2C), and business-to-business (B2B) sales services via web portals, as well as electronic payment services, ﬁ Al_li?lf"_l_)a

Donate to Wikipedia shopping search engines and cloud computing services. It owns and operates a diverse array of businesses around the —

Wikipedia store world in numerous sectors, and is named as one of the world's most admired companies by Fortune.I*

Interaction At closing time on the date of it tial public offering (IPO) — US$25 billion — the world's highest in history, 19 September

Help 2014, Alibaba’s market value was US$231 billion.*! As of 19 December 2018, Alibaba’s market cap stood at US$352.28

About Wikipedia billion. It is one of the top 10 most valuable and biggest companies in the world.” In January 2018, Alibaba became the

Community portal second Asian company to break the US$500 billion valuation mark, after its competitor Tencent.””! As of 2018, Alibaba has

Recent changes the 9th highest global brand value.”! *Taobao City", the main corporate campus for

Contact page Alibaba Group at Xix, Hangzhou.
Alibaba is the world's largest retailer and e-commerce company, one of the largest Internet and Al companies, one of the Type Public

Tools biggest venture capital firms, and one of the biggest investment corporat the world "I The company hosts | Traded as NYSE: BABA®

Figure1l Alibaba Group

https://en.wikipedia.org/wiki/Alibaba Group

1.4 Research Questions

1.41 Does Alibaba’s crisis management responses influence the Chinese
customers’ corporate reputation toward Alibaba?

1.42 Do perceived corporate reputation significantly decision to purchase of
customer of Alibaba products?

When we look at the past literature, the study of corporate reputation began in the
1990s. Corporate reputation has become a hot issue in theoretical research. More and
more scholars began to devote themselves to the upsurge of reputation research.
Scholars believe that firms with good reputation can attract more consumers and
investors, and can set higher prices (Fombrun, 1996). Good corporate reputation can
increase customers' confidence in products and services, advertising content and

purchase decisions (Fombrun, 1998; Lafferty & Goldsmith, 1999). Customers attach


https://en.wikipedia.org/wiki/Alibaba_Group
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importance to contacts and transactions with highly praised corporations (Roberts&
Dowling, 2002). Loyalty becomes stronger and stronger when customers think the
company has a strong reputation (Nguyen & LeBlance, 2001), and companies can
achieve high prices and higher purchase rates by increasing customer loyalty
(Milgrom & Roberts, 1986). However, the research on the impact of corporate
reputation on customer purchasing intention is still in the stage of verification and
exploration, and has not yet formed a consensus, especially in the information age
with the development of the Internet. Therefore, it is a new subject that this paper
wants to break through to study the impact of crisis management on corporate

reputation and further affect to customer's purchasing consciousness.

1.5 Significance of Research

In conclusion, it highlighted the importance of how to use limited resources
rationally to protect corporate reputation when the crisis comes. This paper attempts
to provide an effective crisis response model for organizations to improve the level of
crisis response in the Internet communication environment, aimed at repairing the
damaged organizational reputation. For corporation in the actual operation process,
the effective crisis response to manage crisis and leverage the crisis, or even change
the crisis into an opportunity, better for corporation in front of the public to establish a
positive image, provides a reference and significance.

At the management level, this study will provide some reference and guidance for
corporation policymakers to deal with the challenges brought by the negative crisis
and how to overcome these challenges. Academically, the findings will be of
reference value to scholars and researchers on this subject, as well as to the same
topics concerning the communication steps of the relationship between crisis
management and corporate reputation. For practitioners, the information obtained
from the study will further provide guidance for practitioners of public relations

management and corporate reputation management in different organizations, so as to



12

create a positive image for their organizations in the public and bring long-lasting
corporate vitality to the corporation.

At the same time, this study has a certain guiding significance for corporate
reputation management practice and crisis management practice. From the perspective
of corporate reputation theory, this study will further study the impact of corporate
crisis management reputation on reputation risk from whether there is an impact to
how the impact of the stage. Through the application of crisis management measures-
Image Repair Theory and the verification of corporate reputation elements, the
relationship between them are determined. And the specific mechanism is which
analyzed to help corporations in studying the conditions of crisis management and the
elements of corporate reputation restoration under the interference of Internet-based
media environment, this indicates that it is the foundation for refated research in this

field.

1.6 Definition of Terms

1.6.1 Crisis Managemernt refers to a process of planning, decision-making,
dynamic adjustment, resolution and staff training by corporation, government
departments or other organizations in response to various crisis situations. The
purpose is to eliminate or reduce the threat and loss caused by the crisis. Crisis
management can usually be divided into two parts: pre-crisis prediction, prevention

management and post-crisis emergency management.

1.6.3 Crisis communication management refer to the process crisis
damage containment for the reputation and such changes can affect how stakeholders
interact with the organization (Barton, 2001; Dowling, 2002).1t can be divided in
Post-crisis communication can be used to repair the reputation and/or prevent
reputational damage (Coombs & Holladay, 2005). The field of crisis communication

management is that during the crisis-stage how to react to crises or to the crisis



13

response strategies used to manage crises (Ahluwalia et al., 2000; Dawar and Pillutla,
2000; Dean, 2004).

1.6.2 Crisis strategies refers to series of actions and processes of resolving
and avoiding crises by means of communication and aiming at resolving crises after
crises occur. Crisis response can reduce the impact of enterprise crisis through
effective communication, and there is the possibility of turning crisis into a turning

point or even business opportunities.

Benoit (1997) introduced image restoration theory (IRT), which posited
that maintaining or rebuilding a company’s reputation after a crisis is the primary goal
of communications. In his view, there is a reputational threat in the crisis
communications arena if 1) there has been a crisis event and 2) the stakeholders hold
the organization responsible. The researcher used Benoit’s five crisis strategies
proposed a series of formalized corporate response strategies that could be used to
protect or rebuild a reputation after the crisis. The crisis responses can be

characterized as follows:

Table 1: Benoit's Image Repair Strategies

Strategy Key Characteristics
e Denial
Simple denial Organization did not perform act
Shift the blame Act performed by other

e Evasion of Responsibility

Provocation Responded to act of another
Defeasibility Lack of information or ability
Accident Act was a mishap
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Good intentions Meant well in act

e Reducing Offensiveness of Event

Bolstering Stress good traits
Minimization Act not serious
Differentiation Act less offensive
Transcendence More important consideration
Attack accuse Reduce credibility of accuser
Compensation Reimburse victim
e Corrective Action Plan to solve or prevent problem
e Mortification Apologize for act

Source: Adapted from "Image repair discourse and crisis communication,” By W.L.
Benoit,1997, Public Relations Review,23,p.197.

1.6.5 Corporate Reputation
Corporate reputation is ‘a perceptual representation of a company’s past actions
and future prospects that describe the firm’s appeal to all of its key constituents’
(Fombrun 1996, p. 165). Corporate reputation referred to the overall estimation of a
firm by its stakeholders, which is expressed by the cognitive and affective reactions of
customers, investors, employees and the general public. In this research, the
Reputation Quotient is a primary instrument to measure reputation, which is assessed
under the five dimensions: (1) Products and Services; (2) Workplace Environment; (3)
Social and Environmental Responsibility (4) Financial Performance; (5) Market
performance; (6) Vision and Leadership. (Fombrun, 2001).
1.6.5.1 Products and Services are that “we are interested in buying and our
perception of the companies that stand behind them” (Fombrun, 1996).
1.6.5.2 Workplace Environment contains material and social environment,
which directly influences and stimulate employees (Liu, 2005).
1.6.5.3 Social and Environmental Responsibility is that enterprises have
responsibility for contributing the society in addition to shoulder its own

economic and interests (Liu, 2005).
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1.6.5.4 Financial Performance is kind of reputation management tool due to
high economic performance shows the inner quality of the enterprise to investors
and creditors (Liu, 2005).

1.6.5.5 Market Performance is measurement based on famous product
brands, impressive logo, growth potential and the ability of attracting customer
(Liu, 2005).

1.6.5.6 Vision and Leadership is ability to keep staff or all stakeholders
together and at the same time it maintains a clear vision to build strong reputation

(Liu, 2005).

1.6.6 A customer is a Chinese person or group who can direct!y benefit from product
or service. After that, they can respond their sense of product or service and give

assessment and have experiences using online purchase.

1.6.7 Customer perspective is a kind of analysis according to customer’s view and
insight, which enables companies to adjust core customer outcome measures
satisfaction, loyalty, acquisition and profitability to target customers and market
segment (Kaplan & Norton, 1996). The survey examines customer’s satisfaction,

attitude toward CSR activity and their intention to purchase.

1.6.8 Customers’ intention to purchase behavior is the willingness and the processes
of decision while the act of people is involving in buying and using product or service
(Sharma, 2014). The survey aims to investigate the consumer intentions and impact of
Alibaba's business platform after crisis management and reputation restoration in the

event of Alibaba's crisis.



16

CHAPTER 2
LITERATURE REVIEW
Chapter 2 aims to provide a synthesis of the past studies on crisis management,
corporation reputation, the image repair theory and the customers’ purchase intention.
The chapter explores the concepts, principles, and the related theories to develop the
theoretical framework and hypothesis. The chapter summarized the following topics
1. A Summary and Synthesis of Past Studies
1.1 The Relationship between Crisis Management and Corporation Reputation
1.2 The Relationship between Corporation Reputation and Purchasing
Intention
1.3 The relationship between Crisis Management, Reputation Restoration and
Purchasing Intention
2. Concept of Crisis Management
2.1. Definition of Crisis
2.2 Dimensions of Crisis
2.3 Crisis Management Strategy — (Crisis Management):
3. Concepts of Corporate Reputation
3.1 Definition of Corporate Reputation
3.2 Dimensions of Corporate Reputation/Reputation Quotient (RQ)
3.3 Distinction between Corporate Reputation and other Related Concepts
Corporate Reputation and Corporate Image
4. New Social Media Communication Environment
5. Assumption of the Image Repair Theory
6 Hypothesis

7. Theoretical Framework



17

2.1 A Summary and Synthesis of Past Studies
2.1.1 The Relationship between Crisis Management and Corporate
Reputation

According to American scholar Rosenhalt believes that a crisis is a serious
threat to the basic value of a social system and the framework of the code of conduct,
and must be made critically in the case of time pressure and uncertainty. According to
the different subjects in the crisis, the crisis can be divided into social public crisis and
corporate public crisis. The crisis we are talking about here mainly refers to the
corporate public crisis. It refers to the damage to the public interest due to improper
corporate behavior or unexpected events, causing public dissatisfaction with the
company and affecting its normal production and operation activities (Zheng Wenzhe,
Wang Shui-nen, 2003). Nowadays, it is an era of rapid information development.
Crisis occurs frequently in the world, and it is everywhere. After investigating the
Fortune 500 CEOs, 89% of them believe that business crises are inevitable, and
companies often face potential crisis analysis and review. Especially after joining the
WTO, with the changes and development of the new situation, China's enterprises
will certainly increase some potential problems, and the key role played by corporate
reputation in corporate crisis management is becoming more and more obvious.
Coombs (1995, 1996) combined the theory and practice to make a corresponding
study on the crisis response strategy and crisis management relationship. He first
divided the crisis scenarios, the possible crisis response strategies of the company, and
then matched them. The significance of its research lies in providing enterprises with
a blueprint for crisis management, that is, formulating different response strategies
according to different crisis scenarios. Although Coombs did not directly study the
relationship between the two. However, we can see from his research purposes and
literature that the author still strongly agrees that a suitable and rapid crisis response

strategy can protect and repair the reputation of the enterprise, and thus provide a
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research path for the research. In recent years, as an expert in the reputation of
domestic research companies, Xu Jinfa has more to explain the importance of
corporate reputation to the development of a company from the perspective of
consumers and employees. On the basis of his predecessors, Duan Jumbo (2007)
began an in-depth study of the relationship between the two. He uses consumer
perception as an intermediate variable to illustrate the relationship between the two.
The results of the study show that only the crisis response strategy perceived by
consumers can protect and repair the reputation of the company being destroyed in the
crisis, which emphasizes the importance of communication between the enterprise
and the consumer during the crisis. In addition, some scholars have studied the impact
of corporate reputation on corporate crisis management. For example, Fombrun (1996)
believes that companies with good reputations are less likely to encounter risks, and
even if they encounter risks, they can be lower because of good reputation. Cost
control crisis and avoid greater losses. Domestic scholars Zhang Silong and Zhou
Zucheng (2004) claimed that companies with good reputation generally have
established a strict internal control system, which can quickly respond to early
warning signals and eliminate the crisis in the bud, thus indicating the relationship
between the two. Closeness, and the significance of this study.

2.1.2 The Relationship between Corporation Reputation and Purchasing

Intention

Consumer purchasing intentions are directly related to the consumer era (Wang,
2002). In today's world, social media pay more and more attention to corporation.
Pressure from the public and public opinion requires the media to report more and
more transparently to corporations. This makes consumers not only rely on traditional
parameters such as product price, function and quality to choose consumer goods
before buying behavior, but also on when, where, in what way, and the reputation of
the enterprise that produces the product. These changes have led consumers to be

more sensitive to the ethics of corporate behavior. A series of surveys and studies
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show that when managers of company focus their attention on corporate profits,
consumers, the main source of corporate profits, have paid more attention to
environmental, social and ethical issues of corporate behavior (Larsen, 2001). Danish
scholar Peter Pruzan (2001) called this transformation "Ethical Consumerism™, which
can be interpreted as a manifestation of consumers' deeper understanding of their
roles in the process of interaction with corporations. The change of consumer's
concept will greatly affect the behavior of corporations.

A company with a good reputation, the products and financing plans of the
relevant organizations can attract more consumers and investors, and can set higher
prices (Fombrun, 1996). in the product services market, Fombrun (1998) and Lafferty
and Goldsmith (1999) found that a good corporate reputation increases customer
confidence in products and services, advertising content, and purchasing decisions.
When a customer processes an advertisement for a company’s product in his or her
heart, the company's reputation is most important to the customer's mind (Goldsmith,
2002), and customers value connections and transactions with high-profile businesses
(Roberts & Dowling, 2002). Loyalty becomes stronger when customers think that
corporate reputation is excellent (Nguyen and LeBlance, 2001), and companies can
achieve expensive prices and higher purchase rates by increasing customer loyalty
(Milgrom & Roberts, 1986; Preece, 1995). Roberts & Dowling (2002) also showed
that customers are more willing to contact and trade with companies with good
reputation. Zhang Silong et al. (2004,Nov.) argued that a good corporate reputation
can lead to increased demand for products and a premium income.

2.1.3 The relationship between Crisis Management, Reputation

Restoration and Purchasing Intention

Crisis management is an important part of corporate reputation management. In
response to various crisis events, scholars have studied a series of crisis response
theories and designed a "strategic list" at a glance according to the theory. For

example, Image Repair Theory (Benoit, 1995), Apology Theory (Hearit, 2001),
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Impression Management Theory (Alien & Caillouet, 1994), Situational Crisis
Communication Theory (Coombs & Holladay, 1996, 2002; Coombs, 2010) and
Post-Crisis Reconstruction (Seeger&UImer, 2002, Seeger, et al. , 2005). Among them,
there are many crisis cases or empirical studies based on the theory of situational
crisis communication. Coombs and Holladay (1996, 2004, 2007) constructed the
scenario crisis communication theory SCCT based on attribution theory. SCCT can be
applied to all types of businesses or organizations, not just companies or other
for-profit organizations (Coombs, 2007). The core point is that the crisis response
should be based on the judgment of context factors such as “initial crisis
responsibility”, “crisis history” and “pre-public relations reputation”. The
combination of different scenarios determines the “adaptive” crisis response strategy.
Only an adapted coping strategy can form an organizational interpretation framework
and communication framework (Druckman, 2001), the formation and mutual
reinforcement of the two frameworks, effective control and reduce the attribution of
stakeholders to crisis responsibility (Kim & Liu, 2010; Taylor & Perry, 2005;),
reducing the degree of arousal of negative emotions of stakeholders, reducing the
likelihood of adverse behavior, and achieving the goal of repairing organizational
reputation.

The organization needs to select an effective communication strategy based on
the crisis response strategy and the development trend of the crisis, and transmit
Instructing Information and Adjusting Information to guide people affected by the

crisis to avoid possible physical injury or property loss. Psychological stress caused
by the crisis (Coombs, 2007; Grunig , Grtmig, & Dozier , 2002; Waters & Jamal,
2011). Crisis communication is a combination of four elements under the general
principles of timeliness, consistency, initiative (Grunig , Grtmig & Dozier , 2002),

including: timing, communication subject, communication model and channel

selection (Gonzalez- HelTero & Pratt, 1996). Timing choices require companies to
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respond as soon as possible after the crisis. Barton (2007) believes that companies
must respond as soon as possible within 8 hours of the crisis.

Reputation restoration is the core objective of crisis management (Coombs,
2007; Jin, Pang & Cameron, 2012; Lange, Lee & Dai, 2010;). Reputation is an
important intangible asset (Deephouse & Carter, 2005; Coombs & Holladay, 2007).
Building and maintaining a good corporate reputation are an important way to gain
competitive advantage and maintain sustainable development. Coombs (2007)
claimed that corporate reputation is an overall assessment of the extent to which
stakeholders will behave in accordance with the expectations of stakeholders based on
their past performance. The loss of corporate reputation is the direct consequence of
crisis management. In the crisis, negative emotions, attitudes and behaviors lead to
negative evaluations, and reputation loss is inevitable (Boyd, Bergh & Ketchen, 2010;
Dimov, Shepherd & Sutcliffe, 2007). After the crisis, it is necessary to make an
objective evaluation of reputation loss, and to judge the actual effect of crisis response
measures to repair reputation, and make corresponding strategic adjustments
accordingly. The evaluation of reputation repair effect is different from that of
reputation itself. The object of evaluation is the change of reputation recovery, and
reputation evaluation is to evaluate the actual level of corporate reputation at a
specific time point. The evaluation method of reputation restoration effect can be used
for reference. At present, there are three main types of reputation measurement
methods: media coverage analysis (Martins, 2005; Doh, et al.; Rhee & Valdez, 2009;
Boyd, Bergh & Ketchen, 2010); Third Party Evaluation (Yin, 1981; Turban & Cable,
2003; Rindova, et al., 2005; Pfarter, Pollock & Rindova, 2010); Public (mainly
stakeholder) Evaluation (Yin, 1994, 2003). Among them, media report analysis is an
important method to measure reputation. After the implementation of crisis response
strategy, through the investigation and analysis of the orientation, scope and duration

of media coverage, reputation repair effect can be evaluated. Organizations can timely
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adjust their response strategies according to the results (Eccles, Newgmst & Schats,

2007).

2.2 Concepts of Crisis Management

2.2.1 Definition of Crisis

Crisis, in Webster Dictionary, defines crisis as "decisive or critical time, stage
or event”. China's interpretation of the sea is interpreted as "crisis is a state of
emergency". In traditional Chinese culture, crisis is a very mysterious word: where
there is danger, there are hidden opportunities. It not only embodies the wisdom of
dialectical thinking, but also reflects the idea of coexistence of crises and
opportunities. Hermann (1969), a representative of the early stage, proposed three
scenarios of crisis: (1) threatening the organization's high-priority objectives; (2)
limited time to respond; (3) unexpected to policymakers. Later, Selbst (1978) added a
stakeholder perspective, which defines a crisis as "any activity or misconduct that
seriously affects an organization's operation, achievement of goals, organization's
survival, or adverse outcomes perceived by its employees, customers and others”. n
addition, Simon (1993) argues that it is a narrower term to give only the meaning of
negative threats to crises, because crises may be a positive opportunity for
organizations or stakeholders. Therefore, Simon (1993) chose to define a crisis from a
cognitive point of view as a situation faced by an individual, group or organization
that cannot be dealt with by normal procedures at this time, and that its stress is
caused by instantaneous changes. Lerbinger (1997) defined the crisis as "a potential
threat to the company's future earnings, growth, and even survival." He believes that
crisis has three characteristics: (1) managers must be aware of threats, and believe that
such threats will hinder the company's development priorities; (2) they must be aware
that if they do not take action, the situation will deteriorate and be irreparable; (3)

sudden losses. Barton (1998) argued that the crisis was "a major event of uncertainty
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with potential negative impacts, which could cause great damage to the organization
and its employees, products, services, assets and reputation.” Barton extended the
impact of the crisis to the reputation of people and organizations. He believes that the
management of communication image is necessary. Coombs (1999) & Barton (2001)
has a more comprehensive overview: Organizational crisis refers to an unexpected or
significant event that has a negative impact on the credibility of the organization,
industry and stakeholders. Compared with Hermann & Breeher's definition of crisis
from the perspective of crisis scenario, the organizational perspective illustrates the
nature of crisis, points out that crisis is a negative event, and gives a clear definition of
crisis itself.

In the field of corporation crisis management, many experts and scholars have
studied and summarized the theory of corporation crisis, and there are several
representative ones as follows:

Alan H. Anderson and David Kleiner (1995) put forward that there are nine
kinds of correlators of enterprise crisis: consumers, trade unions, communities where
enterprises are located, suppliers, traders, employees, shareholders, governments and
competitors. Otto Lerbinger (1997), a professor at Boston University, argued that the
crisis is a potential threat to the company's future earnings, growth and even survival.
It requires managers to be aware of the threat, and that if they do not act, the threat
will worsen or even become irreversible and hinder the development of the company.
Michael Bland (1998), an American scholar of crisis management, believes that crisis
refers to a serious accident that causes a company's products and reputation to be
adversely advertised and puts the company on the brink of danger. Professor Donald
A. Fishman (1999) of Boston University claimed that crisis refers to an unpredictable
event that threatens the company's important value. The response time of the company
is very short and the organization plays a minor role. Ina I. Mitroff (2001), a professor
at the University of Southern California in the United States, claimed that a crisis is an

event that actually threatens or potentially threatens the entire organization.
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2.2.2 Dimensions of Crisis
There are three common ways to classify dimensions of crises abroad:
The first is classified according to the causes of the crisis. Shrivastava. and Mitroff
(1987) classified enterprise crisis into two dimensions: first, external crisis (caused by
the impact of international or national political, economic, social, legal, scientific and
technological, cultural environment) and internal crisis (caused by internal or
enterprise itself); second, human causes and non-human factors. For the reason. The
classification is as follows:
(1) Internal inhuman crises, such as industrial accidents.
(2) Extrinsic inhuman crises, such as natural disasters, terrorist incidents and
financial crises.
(3) Internal man-made crises, such as poisoning of products in factories,
problems in quality management, organizational conflicts and idleness.
(4) External man-made crises, such as terrorists and products outside
factories being poisoned, counterfeiting and spreading false rumors.
The second is classified according to the speed of crisis development. Booth
(1993) divided the crisis into: (1) Creeping Crisis, (2) Periodic Threat, and (3)
Sudden Threat.
The third is classified according to the life cycle of crisis. Gonzalez- Harrero
and Ratt (1995) classified the crisis as fad, scalable and cyclical.

2.2.3 Crisis Management Strategy — (Crisis Management):

Crisis response strategy or called Crisis management strategy means to protect
organizations by seeking ways to reduce reputation damage (Anen & Caillouet, 1994).
Crisis response strategy shaped the public's perception of crisis events and the
organization's responsibility for them (Russ, 1991). Therefore, what kind of crisis
response strategy should be adopted as the organization's external response and

communication becomes a very important "symbol resource™ for crisis managers.
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(Symbolic Resource) " (Coombs, 1995). Some scholars call this symbolic resource
"Crisis Response Strategies” or "Crisis Communication Strategies™ (Coombs, 1995;
Coombs, 1999), while others called it "Image Restoration Strategies” (Benoit, 1997).
This article is called crisis management strategy for the convenience and uniformity
of research. The crisis management strategy is composed of two parts, oral and
non-verbal (Benoit, 1995). Crisis management strategy is to disseminate appropriate
symbolic resources in dealing with crisis events after the crisis occurs, to show the
willingness of the organization to assume responsibility, and to obtain public
recognition, so as to protect the reputation of the organization. Coombs (2000) said
that symbolic approach is a method to protect corporate image by using concepts such
as Rhetoric, Impression Management and Account-giving in crisis communication. It
emphasizes how to use communication as a symbolic resource to protect
organizational image. One assumption of the symbol approach is that crises threaten
the image of organizations. One of the objectives of crisis management is to protect
and repair the damaged organizational image in the crisis (Benoit, 1995). The origin
of the symbol method is the "Apologia™ of rhetoric. Justification is useful in
developing the initial crisis response strategy (Hearit, 1994; Ice, 1991). Scholars use
continuous taxonomy to divide crisis management into a continuum from
Accommodative to Defensive. The friendly strategy assumes responsibility, takes
corrective action, or both; the defensive strategy claims that there is no problem, or
refuses to take responsibility. Siomkos & Shrivastava (1993) put forward a similar list
from Denial to Corrective Action, which also uses the size of responsibility as a
criterion for crisis management. The emergence of literature in the Accounts direction,
another research direction of symbolic methods, has broken through the CRS
provided by justification. The reason law originates from the individual level. When a
person's behavior is questioned by the outside world and affects his personal image,
he will give the reason that the audience will accept. This is the reason law (Accounts).

As with the defense, Accounts invokes the basic image threat response model to
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protect the image (Benoit, 1995). Benoit (1995, 1997) integrated the justification and
rationale to form 14 image restoration strategies for crisis management. Impression
management theory pointed out that communication is used strategically to influence
the public image of individuals or organizations. Crisis threatens the image of
organizations and the legitimacy of the public. Impression management strategies are
used to rebuild the legitimacy of the public and restore the image. It can be clearly
seen that the common point of the discussion of different crisis management strategies
is that the terminals are all based on the willingness to take responsibility/correct
actions and refuse to acknowledge crises. Coombs (2000) optimizes the list of crisis
management on the basis of his own research in 1995 and the research results of Allen
& Caillouet (1994). The strategies in these lists are discussed in two or more than two
references. By assimilating the views of schools such as impression management, the
list expands the scope of crisis management beyond the initial strategy provided by
the theory of justification.
2.3 Concepts of Corporate Reputation

2.3.1 Definition of Corporate Reputation

Since the 21st century, the issue of corporate reputation has become one of the
focus of attention. Scholars at home and abroad have different opinions on the
definition of corporate reputation. The concept of corporate reputation proposed by
Professor Fombrun & Rindova (1996) of Stern School of Business, New York
University, have been recognized by many scholars. They claimed that corporate
reputation is a composite representation of all past actions and results of an enterprise.
These actions and results describe the ability of an enterprise to provide valuable
outputs to various stakeholders. Manfred et al. (2004) [8] Cognitive and emotional
dimensions explain corporate reputation. When interpreting corporate reputation, both
the subjective understanding of corporate characteristics (cognitive component) and

the objective identification (emotional component) of stakeholders are considered.
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Kroeber Riel. et.al (2003) claimed that corporate reputation is mainly based on
attitudes, and is the people's perception of corporate subjective feelings and emotions.

Corporate reputation is defined as the collective, stakeholder group-specific
assessment regarding an organization’s capability to create value based on its
characteristics and qualities (Mishina, et al., 2012, p. 460). Corporate reputation is an
emotional capital that reflects the various stakeholders’ perceptions about
organization’s past and future actions and inimitable, intangible assets (Fombrun &
Van Riel, 2004; Walsh, et al., 2009).

2.3.2 Dimensions of Corporate Reputation/Reputation Quotient (RQ)

Reputation was considered to be an immeasurable thing, but more effort has
been placed into the measurement of reputation and at the same time more models of
reputation measurement have been used. Several scholars have used criteria to
measure corporate reputation. These measurements are discussed below; some
scholars support that there is no right set of criteria because different evaluators use
different concepts.

Looking back at the development of RQ in recent years, in 1999, some researchers
developed reputation guotient (RQ), sometimes referred to as the Harris-Fombrun
reputation quotient (Davies et al., 2003). When developing RQ, the starting point is
the 27 attributes (i.e. the items surveyed) extracted from the most commonly used
tools for measuring corporate reputation (including the weaith MAC) and other
factors raised by the academic literature of the reputation and project provided by the
business. Marketing company, Harris Interactive created the 32 attributes make up
the first prototype model, which was tested and improved through preliminary trials
by the US Air Force and subsequent series of focus group interviews. The second
prototype was tested in the PC hardware industry. After the third validation model
study, 8545 respondents were asked to present the final version of RQ. The survey
results showed that people based on one of the 20 attributes to prove their feelings

about the company is reasonable, and these attributes are divided into six dimensions
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(Fombrun et al., 2000), as shown in Table 1-1. Fombrun et al. (2000) argued that
reputation is a structure that combines two factors—emotional appeal and rational
appeal—the latter represents a net assessment of five dimensions, except for
emotional appeals. These 20 attributes are items used to measure the reputation of the
Harris-Fombrun reputation quotient. These projects are easy to apply to perceived
problems as a company. It has also become an important basis for many companies to
measure their reputation in the future.

The Rotterdam Organizational Identification Test (ROIT) is one of the
measurements of corporate reputation and consists of six elements such as perceived
prestige, job satisfaction, goals and values, culture, organizational identification, and
employee communication (Davies, Chun, Silvia, & Roper, 2003). The most
commonly used measure of corporate reputation, however, is the one popularized by
Fortune in its annual survey of America’s Most Admired Companies. These attributes
are quality of management, ability to attract and develop talented people,
responsiveness to the community and environment, innovativeness, soundness of
financial position, quality of product and service, wise use of corporate assets, and
global competitiveness and value as a long-term investment (Caruana, 1997).
Corporate Personality Scale is used to measure both internal and external perspectives
of reputation. An organization is perceived as a person and is evaluated with their
characteristics. So corporate character in terms of human characteristics is commonly
associated with an organization (Davies, Chun, Silvia, & Roper, 2004). Factors of the
measurements are agreeableness (emphasis on trust and social responsibility),
enterprise (human personality dimension of extraversion), competence (corporate and
individual brand), chic (emphasis on prestige), ruthlessness (staff and customer
satisfaction), and machismo and informality (emphasis on brand) (Davies, et al.,
2003).

One of the most comprehensive measuring methods of corporate reputation is

Reputation Quotient (RQ) that was created by Harris Interactive (Fombrun & Foss,
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2001). The Reputation Quotient is the most well-known measurement for corporate
reputation from the viewpoint of the corporate social role perspective, overcoming
many disadvantages of existing reputation measurements focusing on corporate role
(Shamma & Hassan, 2009). This reputation model has six drivers of corporate
reputation. These are emotional appeal, products and services, vision and leadership,
workplace environment, financial performance, and social responsibility. RQ is a
valid, reliable, and robust measure of corporate reputation. The RQ presents corporate
reputation with a ranking comparison with other companies and shows their
uniqueness and differences with an emphasis placed on the (expected corporate role)
attributes (Bronn & Bronn, 2005). The RQ was developed based on the combination
of commercial surveys and academic literature, its authors claiming it to be a valid,
reliable measure of corporate reputation (Fombrun, et al., 2000b) that meets the
requirements of validity. Regarding reliability, Fombrun, et al. (2000b) claimed that
Cronbach’s alpha for the RQ exceeds 0.84, which shows that the items of RQ can be
used as a reliabie corporate reputation measurement. The RQ consists of both
emotional appeal and rational appeal measures but with a focus on the latter. It
assesses corporate reputation on six factors: emotional appeal, product and services,
vision and leadership, work place environment, social and environmental
responsibility, and financial performance. In particular, rational appeal consists of five
dimensions, these being: product and services, vision and leadership, work place
environment, social and environmental responsibility, and financial performance.
This study will use this RQ scale to be a part of instrument. According the
purposes of this thesis and, considering the weakness of the emotional appeal part of
the scale, it can be said that the RQ is a reputation scale focusing mainly on corporate
role. This RQ scale is tested and demonstrated empirical validity and reliability in the
30 best-regarded companies in the Unite State. However, they suggested that further
study is needed to validate the RQ measure of corporate reputation cross-culturally.

Research on the empirical correlates of the RQ will also help to establish the measure
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and to strengthen its underpinnings (Fombrun, 2001). This article will be used in this

reputation measurement method to verify Alibaba's reputation recovery case.

Emotional Appeal Workplace Environment

-good feeling about the company -is well managed

-admire and respect the company -looks like a good company to work for
-trust the company -looks like it has good employees
Products and Services Financial Performance

-stands behind products/services -record of profitability

-offers high quality products/services -looks like a low risk investment
-develops innovative products/services -strong prospects for future growth
-offers products/services that are good value -tends to outperform its competitors
Vision and Leadership Social Responsibility

-has excellent leadership -supporis good causes

-has a clear vision for the future -environmentally responsible
-recognizes/takes advantage of market opportunities | -treats people well

Figure 2:The Harris-Fombrun Reputation Quotient, Fombrun et al. (2000)

2.3.3 Distinction between Corporate Reputation and other Related Concepts
Corporate Reputation and Corporate Image

Corporate image is the description of enterprises in consumers' minds and a reflection
of corporate identity and brand. It is the opinion of each stakeholder group to the
enterprise. Due to the large number of stakeholders (customers, investors, employees,
etc.), an enterprise can have different images, and corporate reputation is the degree to
which consumers trust (or distrust) the ability of the enterprise to satisfy consumers'
expectations on a specific attribute. They are the result of a collective process that
involves the formation of consumer perceptions of ihe diversity of an enterprise.
Corporate reputation is sometimes regarded as synonymous with corporate image
(Dowling, 1993). They all represent the views of stakeholders in the eyes of
stakeholders. Corporate image is the description of the enterprise in the hearts of its
audiences - when he sees or hears the name of the enterprise or sees the logo of the
enterprise. Gray & Balmer (2002) claimed that in general, a prominent corporate
image can be built faster and easier than a high reputation. For consumers, corporate
reputation is partly influenced by their image of an enterprise.

(1) Corporate Brand
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Corporate brand is a brand that spans the whole enterprise (there can be
distinct product brands under the company brand). Corporate brand usually
reinforces the information that the company expects to deliver in terms of product,
service and customer experience. Brands can lead consumption. The main problem is
who do you say you are and who do you want to be? When it comes to corporate
reputation, brand equity refers to "brand equity", which is defined as "assets and
liabilities associated with a brand, whose name and symbols derive from the value
provided by a product or service™ (Aaker, 1999). Generally speaking, brand equity
shows products to consumers. In addition to products, brand associations are at the
center of the theoretical development of brand equity as a memory-based concept.
Brand associations refer to all the information about a brand's memory.

(2) Corporate Reputation and Corporate trademarks

Trademark is the business card of an enterprise. It is a symbol of the
comprehensive ability of tangible assets and intangible assets owned by the enterprise.
A company with substantial capital and large amount of intangible assets will have a
larger value of its trademark. However, the reputation of a company with great value
is not necessarily high. For example, some tobacco companies have high brand value,
but their reputation value is not necessarily high. Moreover, advertising can improve
the value of corporate trademarks, but it cannot improve the value of corporate
reputation, because corporate reputation is built up in its interaction with other actors,
rather than through commercial speculation and media publicity. Thomas Mosser,
president of Burson-Marsteller, the world's largest public relations company, believes
that every enterprise has two kinds of assets, and it is these two assets that enable it to
survive and develop. The first is BRAND (brand), the second is brand (trademark).
The capitalized "BRAND" describes the image and reputation of the enterprise, which
includes financial assets, financial performance, employees and other factors. The

lowercase "brand" describes the factors of product or service provided by an
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enterprise. The relationship between the two assets is complementary and common

progress (Harris, 1998).

Corporate Identity

Figure 3: Corporate Reputation and related concepts

2.4. New Social Media Communication Environment : E-commerce direction

It can be seen from the above literature that there are few researches on corporate
reputation in the network environment. According to foreign literature reading, the
direct research on the reputation of online enterprises mainly includes:
Rindova & Kotha (1999) studied the strategic behavioral choices of the dynamic
construction of online reputation through the analysis of the behavior of e-commerce
leaders, Amazon and its competitors. Rindova & Kotha (1999) proposed a strategic
behavioral framework for reputation development, which mainly consists of three
behavioral foundations: image, competition and emotion. Through these strategic
behaviors, through the comparison of the three target companies of the study, it is
found that Amazon has created a balanced image communication, redefines the
industry paradigm, forms a good relationship with relevant groups and the public, and
actively participates to enhance its reputation and easy links. Rindova & Kotha (1999)
argued that in a networked environment, it is not possible to simply apply traditional
industry methods and not to use existing reputation management research. First, the

majority of existing literature focuses on the relationship between reputation and
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social or financial performance (Brown & Perry ,1994). Instead, reputation building
should be used as a series of strategic actions by competitive companies. Second, past
researchers have conducted research on the reputation building of Fortune 500
companies (Fombrun & Shanley, 1990; Wartick, 1992). They studied the strategic
behavior of online companies known as the new real wealth creators (Hamel &
Sampler, 1998). Although online dynamic reputation building methods may be
applied to traditional industries, especially those seeking to integrate the network into
existing operations are not concerned with how traditional industries take advantage
of existing reputation. Finally, existing research relies heavily on Fortune Magazine's
most respected corporate rankings or impressions of weli-known companies (Rindova
& Kotha , 1999).

According to the discussion of reputation theory, the measurement of
reputation stock can be defined as: (1) remarkable characteristics endowed by
observers (Duaon & Dukerich, 1991: Fombrun & Shanley, 1990); (2) degree of
respect among the public (Fombrun, 1996). And the measurement of enterprise's
excellence can be mainly measured by the exposure in the media, such as the
frequency in the distribution of newspapers and periodicals. The degree of respect of
an enterprise is measured by the tone of media coverage of the enterprise, such as the
number of positive, negative and neutral times. In order to study the reasons why
Amazon is more successful than other competitors in terms of reputation
accumulation, the author compares the behavior of the three. These behaviors mainly
consist of three categories: image, competition and affection. Image behavior is
defined as an enterprise's dissemination of its identity and broadening the meaning of
its products and services itself. It mainly includes the name of the enterprise, the
historical dissemination of the establishment of the enterprise, website design,
advertising activities and other promotional activities. Competitive behavior refers to
the participation of enterprises in market behavior for the formation of potential

economic and competitive results. These behaviors include transmitting signals and
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redefining the industry paradigm. Emotional behavior refers to the activities that
enterprises carry out in order to communicate with stakeholders, including
personalized services, building virtual communities, participating in network links
and so on. Some scholars study the reputation of online enterprises from the
perspective of trust. Koufaris & William (2004) defined perceived reputation as the
degree of trust people pay attention to the integrity of enterprises and customers,
which is the same definition as in the non-network environment. This definition is
consistent with the notion that trust is determined by the enterprise's benevolence to
customers, the integrity of its business operations and the ability to deliver on its
commitments (Mayer, Davis & Schoorman, 1995). In the network environment,
appropriate reputation evaiuation has been established, such as the reputation
evaluation system used by EBAY and other auctions. Feedback information can affect
customers'trust and behavior, as well as sellers' behavior when they expect more
transactions in the future and fear retaliation from unsatisfactory customers (Resnick,
Zeekhauser & Friedman et al, 2000; Pavlou, 2002).

According to McKnight & Chervany (1998), reputation is that people give
them some characteristics based on the information of a particular individual. They
believe that reputation is an important factor in the establishment of trust by online
sellers, especially the cultivation of customer initial trust. Because the customer does
not have experience with the business, the customer is very concerned about the
reputation of the business. Positive experience from others can reduce customer
perception of risk in online transactions. Reputation also helps customers to form a
perception of the company's integrity, love and integrity, and can also make
customers dependent on the company. Like Amazon. Corn's reputation has increased
its sales (Barnes & Vidgen, 2000). Jarvenpaa & Tractinsky f1999) found in a study
that the reputation of e-commerce companies has a positive impact on the trust of
online businesses. In the construction of customer trust model, the author finds the

quality and reputation of the website, which is a powerful means to build customer
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trust, which is beneficial to overcome the negative perception that people often have
due to the security of the network environment. In terms of the composition of
reputation, the author uses a measure of respect and popularity.

Kotha et al (2001) studied three methods of reputation construction, namely, the
relationship between market investment, reputation lending, media exposure and
corporate performance, and demonstrated through the investigation of the top 50 pure
network enterprises. The research found that the reputation of online enterprises is
different from the construction of traditional corporate reputation, and has no
reputation for time accumulation. It can directly transfer corporate reputation from
investors and industry reputation. Based on the research resuits, the author suggests
that network companies shouid make strategic choices for reputation building,

because reputation has a strong role in network enterprise performance.

2.5 Assumption of the lmage Repair Theory

Benoit's theory of image repair theory (1995, 1997) is the most widely used
theoretical achievement for restoring corporate reputation after crisis. It provides a
good guidance for the successful communication based image restoration method
after the crisis. In image repair theory, the organization determines what is threatening
its reputation or image, and also determines which public must be dealt with and
persuaded to maintain and restore a positive image (Fearn-Banks, 2010). Specifically,
when images are threatened, organizations are forced to respond because they are in
crisis. They tried to restore consumer confidence and minimize negative publicity to
restore economic stability. The theory of image restoration "can be understood from
the assumptions of images, the components of attacks on images and image
restoration strategies” (Wen & Benoit, 2012). Based on Ware's and Linkugel's
apology theories and Scott's and Lyman's "account” self-defense methods, Benoit

(1995) developed a comprehensive typology of image restoration strategies. The
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theory of image repair includes five basic strategies: denial, evasion of responsibility,
reduction of offence, correction and punishment.

Benoit's (1995) image repair theory has two main assumptions. First of all, he
believes that communication is a goal oriented activity. This means that mankind
communicates with the agenda. When human beings communicate, they need some
goals or results. His second hypothesis is that a very important communication goal is
to maintain or maintain his image or reputation after being accused or suspected of
making a mistake. This process of image management is also known as "face work™.
The five strategy constitutes rhetoric or image restoration discourse. Each strategy has

a set of strategies, as shown in Table 1.

Table 1: Benoit's Image Repair Strategies

Strategy Key Characteristics
e Denial
Simple denial Organization did not perform act

Shift the blame Act performed by other
e Evasion of Responsibility

Provocation Responded to act of another

Defeasibility
Accident
Good intentions

Reducing Offensiveness of Event
Bolstering

Minimization

Differentiation

Transcendence

Attack accuse
Compensation

Corrective Action

Mortification

Lack of information or ability
Act was a mishap
Meant well in act

Stress good traits

Act not serious

Act less offensive

More important consideration
Reduce credibility of accuser
Reimburse victim

Plan to solve or prevent problem

Apologize for act
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Source: Adapted from "Image repair discourse and crisis communication,” By W.L.
Benoit,1997, Public Relations Review,23,p.197.

2.5.2. Assumption of Social Exchange Theory

Social Exchange Theory (SET) is “based on the notion that people think
about their relationships in economic terms” (West & Turner, 2007). It is also
considered as the most influential conceptual to understand individual’s workplace
behavior (Cropanzano & Mitchell, 2005). Social exchange theory is proposed by
Homans in 1958 and Blau in 1964 to study actions of individuals after material
transaction or economic exchange (Kim, 2014). Kim (2014) considered that
customers as one of individuals in the exchange process who are likely reward to their
service provider. Usually, social exchange theory argued people to evaiuate their
relationship based on costs and rewards (\West & Turner, 2010). However, Kim said
the profit between costs and rewards that has different significance. West and Turner
(2007) defined that costs are the elements of relational life with negative value and
rewards are the elements of relational life with positive value. Although costs and
rewards can be considered as tangible or intangible (Blau, 1964), people can calculate
the worth of a particular relationship through formula: worth = rewards — costs (West
& Turner, 2010). At the same time, Kim also concluded that satisfaction occurs when
worth are greater than individuals’ worth expectation. On the contrary,
dissatisfactions occurs when worth are less than individuals” worth expectation.

Levine, Sang-Yeon and Ferrara (2010) said that people tend to seek and

keep relationship due to it can generate profitable in the rewards more than that in the
costs. Therefore, social exchange theory is developed assumption about human nature
and the nature of relationship. For human nature, the assumption follows that human

seek reward and avoid punishment, human are rational beings and the standards that
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human use to evaluate costs and rewards vary over time and from person to person.
For the nature of relationship, it respectively follows that relationships are
independent and relational life is a process (West & Turner, 2010). Thus, people are
satisfied with their relationship when the rewards exceed the costs and more
investments are put into this relationship to achieve future worth (Levine, Sang-Yeon
and Ferrara, 2010). In addition, in society exchange theory relationship plays an
important role on explaining the fundamental notion of exchange. Cropanzano and
Mitchell,(2005) said that there are two different concepts on relationships. One is that
relationship might be considered as the series of interdependent exchange that also
can be defined transaction; another is that it also might be regarded as the
interpersonal attachments, which is form interdependent exchanges. Later,
Cropanzano and Mitchell provided four cells illustrated to describe two parts that
exchange different ways in Figure 4.

Figure 4: Transactions and Relationships in Social Exchanges:

Type of Transaction

Social Exchange Economic Exchange

Social Exchange |Cell 1:Match social Cell 2:Mismatch Economic

Transaction in a social [Transaction in a social

Type of Relationship Relationship Relationship

. Cell 3:Mismatch Social |Cell 4:Match Economic
Economic Exchange

Transaction in an Transaction in an Economic
Economic Relationship |Relationship

Source: Cropanzano, R., & Mitchell, M. S. (2005). Social exchange theory: An

interdisciplinary review. Journal of management,31(6), 874-900.

It is can be seen that social exchange relationships occur with various exchangeable

objects in terms of different counterparts(Kim,2014). Under the exchange models of
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relationships, current relationships are usually evaluated by individual through
comparing the perceived interest of relationships with the perceived costs.(Osbornm
2012). Therefore, Osborn confirmed that relationship satisfaction is occurring with
when the perceived worth of relationships are greater than expectations for the
relationships.

Consequently, this study attempts to explore the relationship between users'
perceived reputation for corporate services, corporate satisfaction, and purchasing
behavior after crisis management. In particular, corporate reputation and purchase
behavior are the results and purposes of the study, and the influencing factors are
investigated by investigating variables. According to the theory of social exchange,
there is a certain relationship between the maintenance of corporate reputation and the
reputation, satisfaction and purchasing behavior of customer perception. Customers
who are an imporiant stakeholder will be aware of the value and cost of this
relationship and then they will respond to their satisfaction and attitude on purchase

behavior.

2.6 Hypotheses

H1: Chinese customers’ attitude toward Alibaba’s crisiS management strategies i.e.

Image Repair Theory (Denial, Evading Responsibilities, Reducing Offensiveness,

Correction, and Mortification) significantly influence their perceived corporate

reputation toward Alibaba.
H1.1: Chinese customers’ attitude toward Alibaba’s crisis communication
strategy influences its corporate reputation in terms of products and services.
H1.2: Chinese customers’ attitude toward Alibaba’s crisis communication
strategy influences its corporate reputation in terms of workplace environment.
H1.3: Chinese customers’ attitude toward Alibaba’s crisis communication
strategy influences its corporate reputation in terms of social and

environmental responsibility.
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H1.4: Chinese customers’ attitude toward Alibaba’s crisis communication
strategy influences its corporate reputation in terms of financial performance
H1.5: Chinese customers’ attitude toward Alibaba’s crisis communication
strategy influences its corporate reputation in terms of market performance.
H1.6: Chinese customers’ attitude toward Alibaba’s crisis communication

strategy influences its corporate reputation in terms of vision and leadership.

H2: Chinese customers’ perceived reputation (product and services, workplace
environment, environmental responsibility, financial performance, market
performance, and vision and leadership) significantly influence to consumer purchase
intentions.

H3: Chinese customers’ attitude toward Alibaba’s crisis management strategies I.e.
Image Repair Theory (Denial, Evading Responsibilities, Reducing Offensiveness,
Correction, and Mortification) influence their customers” intention to purchase

Alibaba products.
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CHAPTER 3
METHODOLOGY

This chapter summarized the research methodology and the sampling method to
examine the relationships among crisis managemeiit strategies, corporate reputation
and Chinese consumers’ purchase intention of Alibaba products. This chapter is

composed of the following sections:

3.1 Research Design
3.2 Popuiation and Sample Selection
3.3 Research Instrument

3.4 Instrument Pretest

3.5 Data Collection Procedure

3.6 Data Analysis and Interpretation

3.7 Demographic data of the samples

3.1 Research Design

This research examines the influence of Chinese customers’ attitude toward crisis
management strategies on their perceived corporate reputation and purchase intention
behavior as suggested by the Image Repair theory. Three scales were used in this
study.
The first part examines the crisis communication strategies used by Alibaba Group
after the outbreak of the crisis events in 2017-2018, such as big issue in CCTV 3.15

for selling fake goods and problems products . etc., as suggested by the assumption of
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the theory of Image Repair. The second part examines the corporate reputation as
perceived by Chinese customers. The questionnaire was taken from Fombrun’
Reputation Quotient (RQ) (2006b) which combined Manfred two-dimensional scale
and Fulbright Reputation Quotient (RQ) scale together. Groenland, et al. (2002)
asserted in Michelotti (2008) that the RQ scale was a very popular reputation survey
used by Fortune’s reputation survey, reputation rankings, and proprietary image
research.

The third part examines Chinese consumer's purchasing decision, which was adapted
from Guido Berens, Cees BM Van Rile & Gerrit H. VVan Bruggen (2005). The
adapted instruments were closed-ended and the statements were analyzed based on
five-point Likert scale. Part 1-Part 3 used 5-likert scale, arranging from 1 strongly

disagree to 5 strongly agree.

3.2 Population and Sample Selection
The population of this research is the Chinese consumers using e-commerce

to purchase Alibaba or other online shopping platforms. The questionnaires were
distributed through online social media platform and collected by off-line
questionnaire at the same time. The purpose of this research is to investigate whether
the perception of corporate reputation will affect their choice of shopping platforms,
and whether Alibaba’s crisis responses to crisis events were unanimously recognized
and trusted by consumers.

In this research, 200 samples were collected for investigation, excluding 50
pretest samples. Before respondents filled out the questionnaire, the researcher will

inform about the objectives of the study.

3.3 Research Instrument
The questionnaire consists of 4 sections including: Personal demographic data

of sample, opinion of customers toward the crisis management strategies as suggested
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by Image Repair Theory, corporate reputation, and the customer purchasing intention
are used as a research instrument.
Section 1: Personal demographic data
The first section contained demographic information and responders are
asked to provide their personal details about sex, age, occupation, education
background, and monthly income. There are 4 nominal scales and 3 ordinal

scales .The demographic items are founded in section 1 of Appendix A.

Section 2: Opinion of Chinese customers toward crisis management strategies

This part of questionnaire asked about your perception of Alibaba’s crisis
management . To measure Alibaba’s crisis management strategy, the researcher has
used Benoit’s(1997) Image Repair Theory (IRT) which posited that maintaining or
rebuilding a company’s reputation after a crisis is the primary goal of communications.
In his view, there is a reputational threats in the crisis communications arena if 1)
there has been a crisis event and 2) the stakeholders hold the organization responsible.
And, the strategies were measured by 5 facts and 14 items. He proposed a series of
formalized corporate response strategies that could be used to protect or rebuild a

reputation post crisis. They are as follows (p. 177):

Table 3.1: Benoit's Image Repair Strategies

Strategy Key Characteristic
e Denial
Simple denial Organization did not perform act
Shift the blame Act performed by other

e Evasion of Responsibility

Provocation Responded to act of another
Defeasibility Lack of information or ability
Accident Act was a mishap

Good intentions Meant well in act

e Reducing Offensiveness of Event
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Bolstering Stress good traits
Minimization Act not serious
Differentiation Act less offensive
Transcendence More important consideration
Attack accuse Reduce credibility of accuser
Compensation Reimburse victim
e Corrective Action Plan to solve or prevent problem
e Mortification Apologize for act

Source: Adapted from "Image repair discourse and crisis communication,” By W.L.
Benoit,1997, Public Relations Review,23,p.197.

Five-likert scale was used to examine Crisis Management Responds,, ranging
from (1) strongly disagree, (2) disagree, (3) neither agree nor disagree, (4) agree , (5)
strongly agree, respectively.
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Section 3: Corporate reputation as perceived by Chinese customers

This section of questionnaire consisted of questions designed to measure
crisis management (IRT) to the corporate reputation towards customers purchase
intention. Corporate reputation was measured with a 6-factor and 20-item version of
the Reputation Quotient Scale (RQ) constructed by Fombrun, et al (2000b) which is a
reputation scale focusing mainly on corporate role. The instrument utilized a
five-point Likert-type response format ranging from strongly disagree (1) to strongly
agree (5). The RQ was developed based on the combination of commercial surveys
and academic literature, its authors claiming it to be a valid, reliable measure of
corporate reputation (Fombrun et al 2000b) that meets the requirements of validity.
Regarding reliability, Fombrun, et al. (2000b) claimed that Cronbach’s alpha for the
RQ exceeds 0.84, which shows that the items of RQ can be used as a reliable

corporate reputation measurement.

Table 3.2: The Reliability of Manfred’s two dimension and Reputation Quotient

Factors Cronbach’s alpha
Manfred’s two Personal cognitive 0.89
dimensions Personal affective 0.90
Product and service 0.88
Vision and leadership 0.89
Workplace environment 0.87
) ) Social and
Reputation Quotient environmental 0.89
responsibility
Financial performance 0.89
Market performance 0.90

Source: Liu Liang. (2005). The composition of corporate reputation and the research

of driving factors measurement. Journal of Marketing, 129, 1-141.
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Section 4: Purchasing Intention: Intention to Purchase Alibaba products.

The fourth section of questionnaire consisted of questions designed to measure

the behavioral intention base on Berens, Van Rile and Van Bruggen’s research in

2005. The instrument utilized a five-point Likert-type response format ranging from

very unwilling (1) to very willing (5).

Table 3.3 : The scale of consumers’ purchase intention.

1. If you were planning to buy a

Very unwilling

product of this  type, would you | ----- Very willing
choose this product?
Guido, Cees, & Gerrit 2. Would you purchase this
(2005) product?
3. If a friend were looking for a
product of this type, would you
advise him or her to purchase this
product?
3.3.2. Interpretation of the scale
Table 3.4: Criteria for degree of satisfaction dimension
Opinion toward the statement Score Criteria Meaning
Strongly Disagree the statement 1 1.00-1.50 | Strongly disagree
Disagree with the statement 2 1.51-2.50 | Disagree
Neither agree nor disagree 3 2.51-3.50 | Neutral
Agree with the statement 4 3.51-4.50 | Agreeable
Strongly Agree the statement 5 4.51-5.00 | Strongly Agreeable

3.4 Instrument pretest

Due to most of Alibaba's users are Chinese consumers, and are young people

who like online purchasing and are willing to try online payment experience. So the

questionnaires will be translated into Chinese first, and then the back translation will

be carried out to examine the external validity. We-chat, as a social media platform
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with the majority of Chinese young-G users, distributed 50 pre-test questionnaires to
50 users on the wechat platform, and tested the questionnaires to ensure the reliability
of the questionnaires. When it is used for research, the instruments and questions are
clear, understandable and answerable to the respondents. Researchers not only
adjusted unclear words, but also changed the 7-point likert scale to the 5-point likert
scale. The researchers used Cronbach's alpha coefficient to assess the reliability of the
instrument provided, as follows:

Table 3.5: The Reliability of Instrument

The Reliability of Instrument

_ Sample 50 Number Sample 200 Number

Variable respondents of items respondents of items
Cronbach’s Alpha Cronbach’s Alpha

1V: Customer Attltud_e of Alibaba Crisis 0.898 14 0.873 14
Management Strategies
Denial 0.852 2 0.776 2
Evading Responsibility 0.886 4 0.883 4
Reducing Offensiveness 0.910 6 0. 877 6
Correction Action 0.790 1 0.771 1
Mortification 0.790 1 0.771 1

After assessing the Cronbach alpha results, we found that it is acceptable and
this instrument is reliability, due to Cronbach’s Alpha (the level of reliability) is
higher than 0.7 level set of the reliability test which is considered to be acceptable
(Liu, 2005).

Table 3.6 showed that the corrected item-total correlation does affect the
reliability of the overall questionnaire, and the reliability of the questionnaire after the

deletion is greatly improved.
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The Reliability of Instrument

Sample 50 Sample 200
. Number Number
Variable respondents ) respondents )
of items of items
Cronbach’s Cronbach’s
Alpha Alpha
Customer Attitude of
Alibaba Crisis 0.898 14 0.873 14
Management Strategies

Table 3.6: Comparison of Cronbach Alpha



The overall of Corporate

50

. 0.951 18 0.972 18
Reputation
Product and Service 0.851 3 0.921 3
Workplace Environment 0.861 3 0.923 3
Social ar.md.E.nwronmentaI 0.767 ) 0.849 )
Responsibility
Financial Performance 0.799 3 0.905 3
Market Performance 0.821 3 0.889 3
Vision and Leadership 0.861 3 0.892 3

. ’

DV2:Consumers’ Purchase oD 3 0.753 3

Intention

3. 5 Data Collection Procedure

The following procedures described the process of the data collection as

follows:

3.5.1 The original questionnaires for this study is English. To study Alibaba's

perception of Chinese consumers and corporate reputation, researchers translated the

questionnaires into Chinese. Subsequently, the two versions are presented

simultaneously between different responders. Of course, in order to reduce
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misunderstandings caused by translation problems, the two versions of the original
edition have been checked and corrected continuously before implementation.

3.5.2 Because this study focused on Chinese users of e-commerce shopping, we
collect samples online from Chinese students at Bangkok University and Wechat
through online questionnaires. Firstly, the questionnaires were distributed to 50
samples for predictive test. After predicting 50 online shoppers, there was no
difference between Chinese and English opinions. The reliability and feasibility of the
questionnaires have been verified.

3.5.3 Then the questionnaires were collected online in the form of questionnaire
stars of Wechat and sent to some Alibaba employees through HR channel for filling in.
The data collection process took about one week to collect the results of the
questionnaires online. The Excel table composed of demographic data and core
research data was analyzed by statistical software SPSS. The results of data analysis

have been illustrated in the following sections.

3.6 Data Analysis and Interpretation

The 200 completed questionnaires were coded and processed to obtain the
total scores of each measuring instrument and its sub-scales. Social Science Program
(SPSS) was used to analysis the data. Descriptive statistics were used to describe
demographic characteristics of the subjects. The level of significance at 0.05 was
applied to determine the acceptance or rejection of each hypothesis. In addition, the
following inferential statistics were used to explain the results of hypothesis:

Hypothesis 1: Chinese customers’ attitude toward Alibaba’s crisis

management strategies (Denial, Evading Responsibilities, Reducing Offensiveness,
Correction, and Mortification) significantly influence their perceived corporate

reputation toward Alibaba.
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Independent variable: Chinese customers’ attitude toward Alibaba’s crisis
management strategies (Denial, Evading Responsibilities, Reducing Offensiveness,
Correction, and Mortification). (Five Likert Scale)

Dependent variable: Chinese customers’ perceived corporate reputation
toward Alibaba.

Statistical Analysis: Multiple Regression Analysis

H1.1: Chinese customers’ attitude toward Alibaba’s crisis communication
strategies influences its corporate reputation in terms of products and services.

Independent variable: Chinese customers’ attitude toward Alibaba’s crisis
management strategies (Denial, Evading Responsibilities, Reducing Offensiveness,
Correction, and Mortification). (Five Likert Scale)

Dependent variable: Alibaba’s corporate reputation in terms of products and
Services.

Statistical Analysis: Multiple Regression Analysis

H1.2: Chinese customers’ attitude toward Alibaba’s crisis communication
strategy influences its corporate reputation in terms of workplace environment.

Independent variable: Chinese customers’ attitude toward Alibaba’s crisis
management strategies  (Denial, Evading Responsibilities, Reducing Offensiveness,
Correction, and Mortification). (Five Likert Scale)

Dependent variable: Alibaba’s corporate reputation in terms of workplace
environment.

Statistical Analysis: : Multiple Regression Analysis

H1.3: Chinese customers’ attitude toward Alibaba’s crisis communication
strategy influences its corporate reputation in terms of social and environmental
responsibility.

Independent variable: Chinese customers’ attitude toward Alibaba’s crisis
management strategies (Denial, Evading Responsibilities, Reducing Offensiveness,

Correction, and Mortification). (Five Likert Scale)
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Dependent variable: Alibaba’s corporate reputation in terms of social and
environmental responsibility.
Statistical Analysis: Multiple Regression Analysis
H1.4: Chinese customers’ attitude toward Alibaba’s crisis communication
strategy influences its corporate reputation in terms of financial performance.
Independent variable: Chinese customers’ attitude toward Alibaba’s crisis
management strategies (Denial, Evading Responsibilities, Reducing Offensiveness,
Correction, and Mortification). (Five Likert Scale)
Dependent variable: Alibaba’s corporate reputation in terms of financial
performance..
Statistical Analysis: Multiple Regression Analysis
H1.5: Chinese customers’ attitude toward Alibaba’s crisis communication
strategy influences its corporate reputation in terms of market performance.
Independent variable: Chinese customers” attitude toward Alibaba’s crisis
management strategies (Denial, Evading Responsibilities, Reducing Offensiveness,
Correction, and Mortification). (Five Likert Scale)
Dependent variable: Alibaba’s corporate reputation in terms of market
performance.
Statistical Analysis: Multiple Regression Analysis
H1.6: Chinese customers’ attitude toward Alibaba’s crisis communication
strategy influences its corporate reputation in terms of vision and leadership.
Independent variable: Chinese customers’ attitude toward Alibaba’s crisis
management strategies (Denial, Evading Responsibilities, Reducing Offensiveness,
Correction, and Mortification). (Five Likert Scale)
Dependent variable: Alibaba’s corporate reputation in terms of vision and
leadership.

Statistical Analysis: Multiple Regression Analysis
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Hypothesis 2:  Chinese customers’ perceived reputation (product and services,
workplace environment, environmental responsibility, financial performance, market
performance, and vision and leadership) significantly influence to consumer purchase
intentions.

Independent variable: Chinese customers’ perceived reputation (product and
services, workplace environment, environmental responsibility, financial performance,
market performance, and vision and leadership)

Dependent variable: consumer purchase intentions to Alibaba.

Statistical Analysis: Multiple Regression Analysis

Hypothesis 3:  Chinese customers’ attitude toward Alibaba’s crisis management
strategies (Denial, Evading Responsibilities, Reducing Offensiveness, Correction,
and Mortification) influence their customers’ intention to purchase Alibaba products.
Independent variable: Alibaba’s crisis management strategies (Denial,
Evading Responsibilities, Reducing Offensiveness, Correction, and Mortification).
(Five Likert Scale)
Dependent variable: customers’ intention to purchase Alibaba products.

Statistical Analysis: Multiple Regression Analysis

3.7 Demographic Data of the Samples

This part focused on demographic information of the 200 customers
responding to the questionnaire. The demographic information was composed of
Alibaba users gender, age, education level, occupation, monthly income, and their
purchasing behavior online. The descriptive analysis of the frequency and percentage
of the samples is summarized in the following tables.

As shown in Table 3.7, the descriptive results showed that majority of

the sample were female (57%, n = 114), and male (43%,n = 86), respectively.



Table 3.7: Gender of the samples
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Gender: Frequency Percent%
Male 86 43

Female 114 57
Total 200 100

As shown in Table 3.8, the descriptive results found that most of the sample

were between the age ranges of 25-39 years old (40%, n = 80), followed by age

between

30-34 years old (18%, n = 36), and 20-24 years old (17%, n = 34), 35-39 years old

(13%, n = 26), respectively. The minority sample were 40 years old or more 8%, n =

16), and 15-19 years old (4%, n = 8), respectively. The findings showed that the

majority Alibaba customers of the samples aged between 25-29 years old.

Table 3.8: Age of the samples

Age Frequency Percent%o
15-19 years old 8 4
20-24 years old 34 17
25-29 years old 80 40
30-34 years old 36 18
35-39 years old 26 13

40 years old or more 16 8
Total 200 100

As shown in Table 3.9, the descriptive results indicated that majority were
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married (40%, n = 80), followed by those who were involved in a relationship
(29%, n = 58) , those who single (24.5%, n = 49), and divorced (5.5%, n=11),
respectively.

Table 3.9: Marriage status of the sample

Marriage Status Frequency Percent%
Single 49 24.5
Involved in a relationship 58 29
Married 80 40
Divorced 11 5.5
Others 2 1
Total 200 100

As shown in Table 3.10, the descriptive results indicated that majority of the
samples were working in private company employee (22.5%, n = 45) and students
(21.5%, n = 43), followed by freelance (19.5%, n = 39) and public enterprise
employees (14.5%, n = 29), and others (9.5%, n = 19). respectively. Entrepreneur is
the lowest percentage (4.5%, n=9) among all sample.

Table 3.10: Occupation of the sample

Occupation Frequency Percent%
Student 43 21.5
Government officer 16 8
Private company employee 45 22.5
Public enterprise employee 29 14.5
Freelancers 39 19.5
Entrepreneur 9 4.5
others 19 9.5
Total 200 100




As shown in Table 3.11, the descriptive results indicated that most of the
samples
earned a monthly income of more than 30,000 Y (28%, n = 56), followed by
samples with income less than 5,000 Y (24.5%, n =49), samples with income of
15,000 - 30,000 Y (18.5%, n= 37), and samples with income of 10,000 - 15,000 Y
(15%, n = 30), and samples with income of 5,000 - 10,000Y (14%, n = 28),
respectively.

Table 3.11: Income per month of the sample
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Monthly Income Frequency Percent %
Less than 5,000 Y 49 24.5
5,001 - 10,000Y 28 14
10,001 - 15,000 Y 30 15
15,001 - 30,000 Y 37 18.5
More than 30,000Y 56 28
Total 200 100

As shown in Table 3.12, the descriptive results indicated that most of the
samples
purchased Alibaba products online per month more than 6 times (34.5%, n = 69),
followed by samples that 4-6 times (24%, n = 48) and customers who purchased per
month 1-3 times (22.5%, n=45), and samples with minority less than 1 time
(19%, n = 38) respectively.

Table 3.12: Online Purchase per month of the sample

Online Purchase per Month Frequency Percent%
Less than 1 time 38 19

1-3 times 45 22.5
4-6 times 48 24

More than 6 times 69 34.5
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Total 200 o oow |

As shown in Table 3.13, the descriptive results showed that majority of
the sample favorite online-purchase websites were Alibaba (69%, n = 138), followed
by
Jingdong (14.5%, n = 29) and others (11.5%, n =23), and Amazon (19%,n=
38) respectively.

Table 3.13: Favorite Online-Purchase websites of the sample

C\F;l;/t(:;lt'[: Online shopping ey erconton
Taobao 138 69
Jingdong 29 15
Amazon 10 5
Others 23 AN
Total 200 100
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CHAPTER 4

FINDINGS

This chapter summarized the findings of quantitative data, which collected
from 200 online purchase users. SPSS program was employed to analyze the data in
this study. Multiple Regression was used to test all the hypotheses. The following
topics are presented in this chapter:

4.1 Summary on Findings of Descriptive Analysis

4.2 Summary on Hypothesis Testing Findings

4.1 Summary of findings of descriptive analysis

As shown in Table 4.1, the descriptive results revealed that majority of
respondents purchased Alibaba products via online frequently ( more than 6 times,
34.5%, n = 69), followed by those who sometimes (4-6 times, 24%, n = 48), seldom
(1-3 times, 22.5%, n = 45), and rarely (less than once, 19%, n = 38), respectively. The
findings showed that the majority customers of the samples are purchased online more

than 6 times frequently per month.

Table 4.1: The Frequency of consumer purchasing online per month

Frequency Online Purchase per Month Frequency Percentage%o
1. Rarely (Less than 1 time) 38 19%

2. Seldom (1-3 times) 45 22.5%

3. Sometimes (4-6 times) 48 24%

4. Frequently (More than 6 times) 69 34.5%
Total 200 100%
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Table 4.2 is the criteria to interpret the opinion of respondents about each
Statement in the crisis management strategies as suggested by Image Repair Theory
and Table 4.3 -4.4 is the criteria to interpret the level of reputation and intention to
purchase Alibaba’s product.

Table 4.2: Criteria to interpret the opinion of respondents toward each dimension of

crisis management strategies

Opinion toward the statement Score  Criteria Meaning

Strongly Disagree the statement 1 1.00-1.50  Strongly disagree

Disagree with the statement 2 1.51-2.50 Disagree
Neither agree nor disagree 3 2.51-3.50 Neutral
Agree with the statement 4 3.51-4.50 Agreeable
Strongly
rongly Agree th men 4.51-5.
Strongly Agree the statement 5 51-5.00 Agreeable

Table 4.3 Criteria to the degree of opinion towards Alibaba’s products

Criteria Meaning
1.00-2.33 Negative attitude
2.34 - 3.67 Neutral attitude
3.68 - 5.00 Positive attitude

In addition, the perception of Alibaba’s Reputation of the sample will further

be analyzed from 5 scales to 3 scales as follows:

3 Levels Corporate Reputation
3.67-5.00 Positive Reputation
2.34-3.66 Neutral Reputation
1.00-2.33 Negative Reputation

Remark: Range for each level (5-1)/3=1.33
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Table 4.4: Analyzing the degree of intention to purchase Alibaba’s products

Criteria Meaning
1.00 - 2.33 Low intention
2.34 - 3.67 Medium intention
3.68 - 5.00 High intention

Remark: Range for each level (5-1)/3=1.33

As shown in Table 4.5, the descriptive analysis of means, standard deviation,
and interpretation on the samples’ perceived crisis management strategies revealed
that Chinese customers’ attitude toward Alibaba’s overall crisis management
strategies is neutral (Mean= 2.57, SD=.59). When examining each variable, their
crisis management strategy in respect to denial response is disagree (mean= 2.13,
SD=.93) and their evading responsibility is disagree (Mean= 2.32, SD=.76),
reducing offensiveness is neutral (Mean=2.63, SD= .74), Correction Action is agree
(Mean=3.28, SD= 1.14), mortification is neutral (mean=3.37, SD= 1.12), respectively.

When examining the opinions of the respondents, the descriptive findings
found that majority of the Chinese customers had Neutral attitude oward Alibaba
products after the crisis. If examined each dimension, the findings found that refer to
the five strategies after the outbreak of the crisis, i.e. Denial, Evading responsibility,
Reducing Offensiveness, Correction Action, Mortification, consumers agree with
most of Alibaba's handling solutions. Consumers' negative attitude on Alibaba's direct
denial and evasion of responsibility after the crisis broke out. This shows that Alibaba
will correctly face and handle crisis events, and can positively solve problems for
consumers. However, in terms of reducing offensiveness, correction action, and
mortification in Alibaba's crisis management strategy, consumers' responses to

Alibaba are neutral.
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Table 4.5: Descriptive findings on the samples’ attitude toward Alibaba’s crisis

management strategies-

Descriptive Statistics

Statements: Crisis Management

Responds(IRT) Mean | Std. Deviation Interpretation
Denial
1.Simple Denial: did not do .

. . . Negative

(Alibaba just denial they don't 2.16 1.08 X

attitude
sale fake goods)
2.Shift the blame Negative
(Alibaba shift the blame of 210 0.97 J
: attitude
selling fake goods)
Negative
Total 2.13 0.93 Jatlv
attitude

Evading responsibility
3. Provocation:

Ali ' ion: .
(Alibaba just provocatlon to Negative
response that it's someone else’s 2.24 0.94 X

. . attitude
actions for selling nuclear goods

issue)
4.Defeasibility:

(Alibaba reported that they lack of .
. . Negative
information about or control over 2.30 0.90 X
N : attitude
the situation for selling nuclear
goods issue)
5. Accidental:
.(Allbaltba sald. they have no . 236 0.85 Ne.utral
intention for it to happen for selling attitude
nuclear goods issue)
6.Good intentions:
(Alibaba's response to this nuclear Neutral
o 2.38 0.85 .
goods were not their will, and they attitude
were not aware of it)
Negati
Total 2.32 0.76 egative
attitude

Reducing Offensiveness
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7. Bolstering:
(Alibaba paid more attention to Neutral
. . 2.70 0.85 .
users and reduce their worried for attitude
this issue)
8.Minimize offensiveness of the
act Neutral
(Alibaba claimed there is little 2.74 1.04 i
. attitude
damage from selling the nuclear
goods issue)
9.Differentiation:
. - Neutral
(Alibaba compare act to similar 2.62 0.90 .
- attitude
ones for this issue)
10.Transcendence:
(Alibaba stressed that more
. : Neutral
importantly, there are still other 2.63 0.87 .
. attitude
platforms selling these nuclear
foods.)
11.Attack accuser:
. Neutral
(Alibaba challenged those who say 2.58 0.88 .
. N e attitude
there is a crisis in this case)
12. Compensation: Neutral
(Alibaba offered money or goods 2.50 0.92 .
. attitude
in this issue)
Neutral
Total 2,63 0.74 eutra
attitude
Correction Action
13.Alibaba restore situation to
pre-act status and/or promise Neutral
3.28 1.14 .
change and prevent a repeat of the attitude
act in this crisis
Mortification
14.Alibaba apologize to the public Neutral
o . 3.36 1.12 .
about their mistake in this issue attitude
Total mean of crisis managemen Neutral
ota _ ean of crisis management 957 0.59 e_ut a
strategies attitude

As shown in Table 4.6.1, the descriptive results revealed that the respondents

“agreed” with the overall corporate reputation of sample in respect to product and

service, workplace environment, social and environmental responsibility, financial
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performance, market performance, vision and leadership toward Alibaba (Mean=3.91,
SD=.67). When examining each dimension, the sample perceived product and service
to be “agree” (Mean=3.84, SD= 1.03), workplace environment to be “strongly
agree” (Mean=4.91, SD=2.30), social and environment responsibility to be
“agree” (Mean= 3.69, SD= .98), the financial performance to be “agree” (Mean=
3.91, SD=1.00), market performance to be “agree” (Mean=4.00, SD=.98), and

vision and leadership to be “agree” (mean=4.10, SD= 1.05), respectively.

Table 4.6.1: Descriptive findings on the samples’ perceived corporate reputation

toward
Alibaba
Descriptive Statistics
: Std. .
Statements: Corporate Reputation Mean . Interpretation
Deviation
Product and Service
1. The prqducts sold in Alibaba are 384 114 Agree
good quality.
2. It’s worthy to buy Alibaba Goods. 3.83 1.08 Agree
: i [ Ali

3 _Serwces provided by Alibaba are 383 1.09 Agree
reliable.
Total 3.84 1.03 Agree
Workplace Environment
4. Ali rovi n llen

|_baba p _owdes an excellent 301 107 Agree
working environment.
5. Alibaba hires excellent staff. 3.97 1.00 Agree
6.Through news and Jack ma ‘s
video ,Alibaba has a fair employee 3.84 1.09 Agree
treatment.
Total 491 2.30 Strongly

Agree

Social and Environmental
Responsibility
7. Alibaba always supports charity. 3.86 1.01 Agree
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8. Alibaba is responsible for the

. . 3.66 1.1 Agree

well-being of local communities. g
0. Afhbaba s business is not harmful to 353 192 Agree
environment.
Total 3.69 1.00 Agree
Financial Performance
10. Ali Il kes low-risk
_O ibaba usually makes low-ris 3.77 114 Agree
Investment.
11. Alibaba maintains good profit

! ! . NS good prott 3.95 1.08 Agree
records and earnings
12. Through news and Jack ma ‘s

ideo ,Alibaba surpasses other

Vi . ! . “p . . 4.00 1.06 Agree
competitors in terms of financial
performance.
Total 3.91 1.00 Agree
Market Performance
13. Alibaba competes well with its 3.08 110 Agree

competitors.

14. Alibaba has a high market share. 4.10 1.01 Agree

15. Alibaba effectively maintains its

3.93 1.13 Agree

customer base.
Total 4.00 0.98 Agree
Vision and Leadership
16. Ali ’s CE k Ma has cl

6 : ibaba’s CEO Jack Ma has clear 4.08 113 Agree
business goals.
17. Ahbaba. s CEO J.ack Ma has a great 4.18 1,08 Agree
corporate vision for its future.
18. Alibaba’s CEO Jack Ma is

. . 4.03 1.26 A

well-known for his leadership. gree
Total 4.10 1.050 Agree
Total perceived Corporate Reputation 3.91 0.67 Agree

As shown in Table 4.6.2,when examining the levels of corporate reputation,
according to the criteria, if the mean value between 3.67-5.00, it means the sample
perceived corporate reputation toward Alibaba is “positive reputation”. There are six

key constructs of customers’ perceived corporate reputation. The majority of the
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sample had positive reputation (Mean = 3.91, SD=.67.) toward Alibaba product.
The six key constructs of customers’ perceived corporate reputation about Alibaba’s
sample ranked as following : workplace environment (Mean = 4.91, SD= 2.30), vision
and leadership (Mean = 4.10, SD = 1.05), market performance (Mean = 4.00,
SD=.98), financial performance (Mean = 3.90, SD= 1.00), products and services
(Mean = 3.84, SD=1.03), and social and environmental responsibility (Mean = 3.68,

SD = 0.98), respectively.

Table 4.6.2: Descriptive findings on the samples’ perceived corporate reputation

toward
Alibaba
Descriptive Statistics
Statements: Corporate Std. .
. Mean . Interpretation
Reputation Deviation
Posili
Product and Service 3.84 1.03 osmve_
Reputation
: Positive
Workplace Environment 491 2.30 [
Reputation
Social ar?anwronmental 3.60 1.00 Posmve_
Responsibility Reputation
Positive
Financial Performance 3.91 1.00 .
Reputation
Positive
Market Performance 4.00 0.98 .
Reputation
.. . Positive
Vision and Leadership 3.91 0.67 .
Reputation

As shown in Table 4.7, the descriptive findings revealed that the majority of
the sample had high intention to purchase intention Alibaba products
(Mean=3.72,SD=.01).

When examining each variable, samples had high intention toward the statement,

“Overall, I am satisfied with Alibaba and I will purchase again.” (Mean=3.83,
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SD=.85), and the statement about “I will recommend Alibaba to someone who seeks
my advice.” (Mean=3.77, SD=.78), followed by medium attention toward the
statement, “I am planning to purchase products in Alibaba.” (Mean=3.56,

SD=1.01)respectively.

Table 4.7: Descriptive findings on the samples’ of purchase intention about

Alibaba.
Descriptive Statistics
. : Std.
Statements: Purchasing Intention Mean . Level
Deviation
1. 1 am plannin rch r in Medium
_ am planning to purchase products i 3.56 101 edu_J
Alibaba. attention
2. 1 will recommer_1d Alibaba to someone 3.77 0.78 ng_h
who seeks my advice. attention
3. Over_all, I am satlsfled with Alibaba 3.83 0.85 ng_h
and I will purchase again. attention
: High
Total for Purchase Intention 3.72 0.01 |g_
attention
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4.2 Summary on Hypothesis Testing Findings

Hypothesis 1: Chinese customers’ attitude toward Alibaba’s crisis management
strategies (Denial, Evading Responsibilities, Reducing Offensiveness, Corrective
action, and Mortification) significantly influence their perceived corporate
reputation toward Alibaba.

To examine the influence of  Independent variables on the dependent

variables, the Multiple Regression Analysis was used and the significant level was set

to Alpha (o) 0.05., and all the results as follows:

As shown in Table 4.8, Multiple Linear Regression analysis of overall
Alibaba’s crisis management strategies are significantly influenced their corporate
reputation ats4.7% (R*=.547* p<.05). Hypothesis 1 was fully supported. When
examining the impact of each strategy, the results showed that corrective action
(Beta=.271**, p <.05) and mortification (Beta= .329**, p <0.05) were significant
predictors of Alibaba’s corporate reputation. However, the Coefficient table revealed
that the denial response (Beta=-.299, p>0.05),evasion responsibility (Beta=-.120, p >
0.05), reduce offensiveness (Beta= -.158., p>0.05), were not significant predictors,
respectively. The findings suggested that five elements can predict their corporate
reputation at the rate of 54.7%. And the respondents perceived corrective action and
mortification elements as the significant positive predictors while other elements were
not significant predictors. However, denial, evasion responsibility, reduce
offensiveness were negative predictors of Alibaba’s corporate reputation. That means,

these predictors affect negatively.

Multiple regression analysis examined the influence of the respondents’
attitude toward crisis management strategies on their  perceived corporate

reputation in terms of products and services, work environment, social and
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environmental responsibility, financial performance, market performance, vision and

leadership.

Table 4.8: Multiple Linear Regression on the influence of Alibaba’s Crisis

Management Strategies on

their Corporate Reputation

Model Summary®

Model | R R Adjusted | Std. Change Statistics Durbin-Wats
Square | R Errorof | R F dfl | df2 |Sig.F
Square | the Square | Change Change
Estimate | Change
1 740% | 0.547 | 0.535 0.61667 | 0.547 |46.877 |5 194 | 0.000 |1.347

a. Predictors: (Constant)Denial, Evading Responsibility, Reducing Offensiveness, Corrective Action,

Modification

b. Dependent Variable: Corporate Reputation

ANOVA?
Sum of Mean
Model Squares df Square F Sig.
1 | Regression 89.133 5 17.827 46.877 .000°
Residual 73.775 194 0.380
Total 162.909 199

a. Dependent Variable: Reputation Mean
b. Predictors: (Constant) Denial, Evading Responsibility, Reducing

Offensiveness, Corrective Action, Modification
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Coefficients?

0,
Unstandardized | Standardized 9510 o
Coefficients Coefficients Confidence
Model t Sig. Interval for B
Std. Lower | Upper
B Error Beta Bound | Bound
(Constant) 3.776 | 0.217 17.368 | 0.000 | 3.347 | 4.205
DEE 0292 | 0071 | -0299 | -4.105 | 0.060 | -0.432 | -0.152
Response
Evasion 0143 | 0,094 | 0120 |-1.523 | 0.129 | -0.329 | 0.042
1 Responsibility
A
educing 0195 | 0.080 | -0.158 | -2.445 | 0.015 | -0.352 | -0.038
Offensiveness
Corrective 0215 | 0054 | 0271 4.007 | 0.000 | 0.109 | 0.320
Action
Mortification 0.265 0.052 0.329 5.085 | 0.000 | 0.163 | 0.368

a. Dependent Variable: Corporate Reputation

H1.1: Chinese customers’ attitude toward Alibaba’s crisis communication

strategy influences its corporate reputation in terms of products and services.

As shown in Table 4.8.1, the analysis of Multiple Regression indicated that

corrective action (Beta=.297**, p < 0.05) and mortification (Beta= .328**, p < 0.05)

were significant predictors of Alibaba’s corporate reputation in terms of products and

services. However, denial response (Beta=-.330, p > 0.05), evasion responsibility

(Beta=-.002, p > 0.05), reduce offensiveness (Beta= -.143, p > 0.05) were not

significant predictors, respectively.
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Table 4.8.1: Multiple regression on the influence of crisis management strategies

on
Alibaba's reputation in terms of products and services
Coefficients?
.0%
Unstandardized | Standardized 95.0 .0
Coefficients Coefficients Confidence
Model t Sig. | Interval for B
Std. Lower | Upper
B Error Beta Bound | Bound
(Constant) 3.259 | 0.258 12.622 | 0.000 | 2.749 | 3.768
2l -0365 | 0084 | -0.330 | -4320 | 0.060 | -0.532 | -0.198
Response
evasion 4503 | 0112 | 0002 | -0.025 | 0.980 | -0.223 | 0.218
1 Responsibility
Reducing 0199 | 0,095 | -0.143 | -2.102 | 0.067 | -0.386 | -0.012
Offensiveness
Cor_rectlve 0.267 | 0.064 0.297 4.195 0.000 | 0.141 0.392
Action
Mortification 0.300 | 0.062 0.328 4839 | 0.000 | 0.178 | 0.422

a. Dependent Variable: Product and Service

ANOVA®
Model Sssl;zr‘:; df S'\(;'j::‘e F Sig.
Regression 105.739 5 21.148 | 39.435 | .000°
1 | Residual 104.038 194 0.536
Total 209.777 199

a. Dependent Variable: Product and Service

b. Predictors: (Constant), Denial, Evading Responsibility, Reducing
Offensiveness , Corrective Action, Modification
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H1.2: Chinese customers’ attitude toward Alibaba’s crisis communication
strategy influences its corporate reputation in terms of workplace environment.

As shown in Table 4.8.2, the analysis of Multiple Regression indicated that
corrective action (Beta=.233**, p < 0.05) and mortification (Beta= .318**, p < 0.05)
were significant predictors of Alibaba’s corporate reputation in terms of workplace
environment.. However, denial response (Beta=-.254, p >0.05), evasion
responsibility (Beta=-.148, p > 0.05), reduce offensiveness (Beta=-.103, p > 0.05)

were not significant predictors, respectively.

Table 4.8.2: Multiple regression on the influence of crisis management strategies on

Alibaba's reputation in terms of workplace environment.

Coefficients?

0,
Unstandardized | Standardized 95:(%
Coefficients Coefficients Confidence
Model t Sig. Interval for B
Sid. Lower | Upper
B Error 2ot Bound | Bound
1 | (Constant) 8.661 | 0.602 14.386 | 0.000 | 7.474 | 9.849
Denial response | -0.630 | 0.197 -0.254 -3.199 | 0.062 | -1.019 | -0.242
Evasion 1\ 48 | 0261 | -0148 | -1.720 | 0.087 | -0.962 | 0.066
Responsibility
Reducing 0322 | 0221 | -0.103 | -1.459 | 0.146 | -0.757 | 0.113
Offensiveness
Corrective 0470 | 0148 | 0233 | 3.168 | 0.002 | 0177 | 0.763
Action
Mortification 0.653 | 0.145 0.318 4517 | 0.000 | 0.368 | 0.938

a. Dependent Variable: Workplace Environment
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ANOVA?

Model Sumof -y | Mean F Sig.
Squares Square

Regression | 488.857 5 97.771 | 33.523 .000°

1| Residual | 565.807 | 194 2.917
Total 1054.664 | 199

a. Dependent Variable: Workplace Environment

b. Predictors: (Constant), Denial Mean, Evading Responsibility Mean,
Reducing Offensiveness Mean, Corrective Action Mean, Modification
Mean

H1.3: Chinese customers’ attitude toward Alibaba’s crisis communication
strategy influences its corporate reputation in terms of social and environmental
responsibility.

As shown in Tabhle 4.8.3, the analysis of Multiple Regression indicated that
corrective action (Beta=.269**, p < 0.05) and mortification (Beta= .265**, p < 0.05)
were significant predictors of Alibaba’s corporate reputation in terms of social and
environmental responsibility. However, denial response (Beta=-.251, p >0.05),
evasion responsibility (Beta=-.135, p > 0.05), reduce offensiveness (Beta= -.116, p >

0.05) were not significant predictors, respectively.
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Multiple regression on the influence of crisis management strategies

Coefficients?

0%
Unstandardized | Standardized 95.0 0
Coefficients Coefficients Confidence
Model t Sig. Interval for B
Std. Lower | Upper
B Error Beta Bound | Bound
1 | (Constant) 3.529 | 0.263 13.395 | 0.000 | 3.009 | 4.048
Denial
enia 0264 | 0086 | -0251 | -3.068 | 0.062 | -0.434 | -0.094
response
Evasi
vaston 1 5173 | 0114 | 0135 | -1522 | 0130 | -0.398 | 0.051
Responsibility
Reducing 0154 | 0097 | -0116 | -1.594 | 0.113 | -0.344 | 0.037
Offensiveness
SMERRTE 0230 | 0065 |  0.269 3536 | 0.001 | 0102 | 0.358
Action
Mortification 0.230 0.063 0.265 3.640 0.000 0.106 0.355
a. Dependent Variable: social and environmental responsibility
ANOVA?
Model Sumof |, | Mean F Sig.
Squares Square
Regression 81.060 5 16.212 | 29.036 .000°
1 Residual 108.317 194 0.558
Total 189.377 199

a. Dependent Variable: Social and Environmental Responsibility

b. Predictors: (Constant), Denial, Evading Responsibility, Reducing
Offensiveness, Corrective Action, Modification
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H1.4: Chinese customers’ attitude toward Alibaba’s crisis communication
strategy influences its corporate reputation in terms of financial performance.

As show in Table 4.8.4, the analysis of Multiple Regression indicated that
corrective action (Beta=.227**, p < 0.05) and mortification (Beta= .328**, p < 0.05)
were significant predictors of Alibaba’s corporate reputation in terms of financial
performance.. However, denial response (Beta=-.258, p > 0.05), evasion
responsibility (Beta=-.073, p > 0.05), reduce offensiveness (Beta=-.210, p> 0.05)

were not significant predictors, respectively.

Table4.8.4: Multiple regression on the influence of crisis management strategies on

Alibaba's reputation in terms of financial performance.

Coefficients?

0,
Unstandardized | Standardized 9510/0
Coefficients Coefficients Confidence
Model t Sig. Interval for B
Std. Lower | Upper
B
B Error ela Bound | Bound
1| (Constant) 3.842 | 0.267 14.415 | 0.000 | 3.316 | 4.368
Dl 0280 | 0.087 | -0258 | -3.207 | 0.062 | -0.452 | -0.108
response
Bvasion | 1097 | 0115 | 0073 | -0.841 | 0401 | -0.325 | 0.131
Responsibility
AMELlIEle 0286 | 0098 | -0210 | -2.932 | 0.064 | -0.479 | -0.094
Offensiveness
Corrective 0.199 | 0.066 | 0.227 3.032 | 0.003 | 0.070 | 0.329
Action
Mortification | 0.294 | 0.064 |  0.328 4587 | 0,000 | 0.167 | 0.420

a. Dependent Variable: Financial Performance
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ANOVA?
Model g‘;{:g; df S'\;'E::‘e F Sig.
Regression | 89.531 5 17.906 | 31.324 .000°
11 Residual |110.900 | 194 | 0572
Total 200.431 199

a. Dependent Variable: Financial Performance

b. Predictors: (Constant), Denial Mean, Evading Responsibility Mean,
Reducing Offensiveness Mean, Corrective Action Mean, Modification
Mean

H1.5: Chinese customers’ attitude toward Alibaba’s crisis communication

strategy influences its corporate reputation in terms of market performance..

As show in Table 4.8.5 the analysis of Multiple Regression indicated that corrective
action (Beta= .272**, p < 0.05) and mortification (Beta= .227**, p < 0.05) were
significant predictors of Alibaba’s corporate reputation in terms of market
performance.

However, denial response (Beta=-.214, p > 0.05), evasion responsibility
(Beta=-.238, p > 0.05), reduce offensiveness (Beta= -.142, p >0.05) were not

significant predictors, respectively
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Table4.8.5: Multiple regression on the influence of crisis management strategies
on
Alibaba’s reputation in terms of market performance
Coefficients®
0%
Unstandardized | Standardized 95.0 °
Coefficients Coefficients Confidence
Model t Sig. Interval for B
Std. Lower | Upper
B Error Beta Bound | Bound
1 | (Constant) 4.261 | 0.258 16.525 | 0.000 | 3.752 | 4.769
Denial 0226 | 0084 | -0214 | -2.680 | 0.068 | -0.392 | -0.060
response
EVaslon | 307 | 0112 | -0238 | -2748 | 0.057 | -0.527 | -0.087
Responsibility
Reducing 0189 | 0.095 | -0.142 | -2.000 | 0.067 | -0.375 | -0.003
Offensiveness
Corrective | 535 | 004 | 0272 | 3661 | 0.000 | 0.107 | 0.358
Action
Mortification | 0.198 | 0.062 0.227 3.202 | 0.002 | 0.076 | 0.320
a. Dependent Variable: Market Performance
ANOVA?®
f M .
Model Sum o df ean F Sig.
Squares Square
Regression 86.897 5 17.379 | 32.491 .000°
11 Residual 103.770 | 194 | 0.535
Total 190.667 | 199

a. Dependent Variable: Market Performance

b Predictors: (Constant), Denial, Evading Responsibility, Reducing
Offensiveness, Corrective Action, Modification

H1.6: Chinese customers’ attitude toward Alibaba’s crisis communication

strategy influences its corporate reputation in terms of vision and leadership..
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As show in Table 4.8.6 the analysis of Multiple Regression Analysis
indicated that corrective action (Beta=.171, p <0.05) and mortification (Beta=.309,
p <0.05)were significant predictor of Alibaba’s corporate reputation in terms of vision
and leadership.

However, denial(Beta=-.309, p >0.05),evasion responsibility (Beta=-.063, p > 0.05),
reduce offensiveness (Beta=-.135., p >0.05), were not significant predictors,

respectively.

Table 4.8.6: Multiple regression on the influence of crisis management strategies on

Alibaba's reputation in terms of vision and leadership.

Coefficients?

0,
Unstandardized | Standardized 9510/0
Coefficients Coefficients Confidence
Model t Sig. Interval for B
Std. Lower | Upper
B
B Error eta Bound | Bound
1| (Constant) 4.062 | 0.289 14.037 | 0,000 | 3.491 | 4.633
B 0349 | 0,095 | -0309 | -3.690 | 0.060 | -0.536 | -0.163
response
Bvasion | g8 | 0425 | 0063 | -0.701 | 0484 | -0.335 | 0.159
Responsibility
Rzl 0192 | 0106 | -0135 | -1.810 | 0.072 | -0.401 | 0.017
Offensiveness
Corrective 0157 | 0071 | 0171 2198 | 0.029 | 0016 | 0.297
Action
Mortification | 0.289 | 0.069 0.309 4165 | 0.000 | 0152 | 0.426

a. Dependent Variable: Vision and Leadership Mean
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ANOVA?
Model SS::;;; df sl\:j::e F Sig.
Regression | 88.741 5 17.748 | 26.339 .000°
Ll Residual | 130.724 | 194 | 0.674
Total 219.464 | 199

a. Dependent Variable: Vision and Leadership Mean

b. Predictors: (Constant), Denial, Evading Responsibility, Reducing
Offensiveness, Corrective Action, Modification

Hypothesis 2:  Chinese customers’ perceived reputation (product and services,
workplace environment, environmental responsibility, financial performance, market
performance, and vision and leadership) significantly influence to consumer purchase
intentions.

As shown in Table 4.9, Linear Regression analysis about Chinese customers’
perceived of Alibaba’s corporate reputation (product and services, workplace
environment, environmental responsibility, financial performance, market
performance, and vision and leadership) is not significantly influenced consumer

purchase intentions at 0. 5% (R?=.005*, p>.05). Hypothesis 2 was partly supported.



Table 4.9: The Multiple Linear Regression analysis on the influence of perceived

reputation on consumer purchase intentions

Model Summary®

Adiusted Std. Error
Model R R Square J of the | Durbin-Watson
R Square .
Estimate
1 .067° 0.005 -0.001 0.72344 1.878
a. Predictors: (Constant), Reputation Mean
b. Dependent Variable: Purchasing Intention
ANOVA?
Sum of Mean
Model Squares df Square F Sig.
1 | Regression 0.470 1 0.470 0.899 344°
Residual 103.627 198 0.523
Total 104.098 199
a. Dependent Variable: Purchasing Intention
b. Predictors: (Constant), Reputation
Coefficients®
Unstandardized | Standardized
Coefficients Coefficients .
Model St t Sig.
B ' Beta
Error
(Constant) 3.930 0.227 17.296 | 0.000
1| Reputati
SPUAtON 1 5054 | 0057 | 0067 | -0948 | 0.344
Mean

a. Dependent Variable: Purchasing intention

As show in Table 4.9.1, When examining the impact of each construct of

80

reputation toward Alibaba, the results showed that product and services (Beta=.003,

p>0.05), workplace environment (Beta= .118, p > 0.05), social environmental



81

responsibility (Beta= -.024, p> 0.05), financial performance (Beta=-.179, p> 0.05),
market performance (Beta=-.210, p >0.05), and vision and leadership (Beta=.223,
p>0.05) were not significant predictors toward Chinese customers’ purchase intention
about Alibaba respectively. That means, these predictors affect Chinese customers’

purchase intention negatively.

Table 4.9.1: Multiple Linear Regression on the influence of corporate reputation of

Alibaba on Chinese customers’ purchase intention

Coefficients?

Unstandardized Standardized
Coefficients Coefficients .
Model t Sig.
Std.
B Beta
Error
(Constant) 3.929 0.229 17.140 0.000
Product Service Mean 0.002 0.101 0.003 0.024 0.981
el 0.037 | 0.046 0.118 0811 | 0.419
Environment Mean
s AL 0018 | 0101 -0.024 0178 | 0.859
Responsibility Mean
B 120 | 0104 -0.179 1236 | 0218
Mean
Marketing Performance | oo | (13 -0.210 1404 | 0.162
Mean
Visi L hi
M'eS;cr’]" and Leadership | 5/ | 5003 0.223 1660 | 0.099

a. Dependent Variable: Purchasing Intention Mean

Hypothesis 3:  Chinese customers’ attitude toward Alibaba’s crisis management
strategies (Denial response, Evading Responsibilities, Reducing Offensiveness,
Correction, and Mortification) influence their customers’ intention to purchase
Alibaba products.

As shown in Table 4.10, Multiple Linear Regression analysis about Chinese

customers’ attitude toward Alibaba’s crisis management strategies (Denial response,
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Evading Responsibilities, Reducing Offensiveness, Correction, and Mortification) did
not significantly influence their customers’ intention to purchase Alibaba products 0%

(R?=.000* ,p>.05). Thus Hypothesis 3 was not supported.
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Table 4.10: Multiple Linear Regression on the influence of Alibaba’s crisis

management strategies on Chinese customers’ purchase

intention
Mode | R R Adjuste | Change Statistics Durbin-Watso
I Squar |dR R F df |df2 | Sig.F |n
e Square | Square | Chang |1 Chang
Chang |e e
e
1 .019 | 0.000 |-0.005 |0.000 |0.074 |1 [19 |0.786 | 1.882
4 8
ANOVA?®
Model y df Miean F Sig.
Squares Square
Regression 0.039 1 0.039 0.074 .786°
11 Residual 104.059 198 0.526
Total 104.098 199
a. Dependent Variable: Purchasing Intention
b. Predictors: (Constant), Crisis Management strategy
Coefficients®
i 0,
Unstandardized Standardize 9510 o
Coefficients d Confidence
Model Coefficients t Sig. Interval for B
Std. Lower | Upper
B Error Beta Bound | Bound
16.53
(Constant) | 3.781 | 0.229 4 0.000 | 3.330 | 4.232
1 Crisis
Managemen | -0.024 | 0.087 -0.019 -0.272 | 0.786 | -0.195 | 0.148
t strategy




a. Dependent Variable: Purchasing Intention

84



85

CHAPTER 5
DISCUSSION AND CONCLUSION

This chapter presented the summary and discussion about the findings found
from
this survey research along with the theoretical explanation. Furthermore, this chapter
also provided the limitations of the study, and recommendations for application and
future research. This chapter also includes the following components:

5.1 Summary of Descriptive Findings and Discussion

5.2 Summary of Hypothesis Testing and Discussion

5.3 Conclusion of the Research

5.4 Limitations of the Study

5.5 Recomimendations for Future Application

5.6 Recommendations for Future Research

5.1 Summary of Descriptive Findings and Discussion

Over the past decade, China has ushered in a wave of e-commerce. Online
shopping has become a common behavior and consumption habit of Chinese
consumers, and Alibaba, China's e-commerce giant, is also the first to set off the wave
of e-payment, leading a large number of Chinese consumers to online consumption
such as ordering, shopping and booking hotels, ticket purchasing and other online
areas are booming. However, a large number of studies have shown that the
reputation of e-commerce corporations can enhance customer trust. The effective
management of enterprise crisis will greatly reduce the damage to the reputation of

enterprises, thus restoring the confidence of stakeholders and the lost consumers.
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The study used data from 200 participants who completed the survey.
Descriptive results showed that majority of the samples were female (57%, n = 114),
followed by male (43%, n = 86).

Majority of the samples aged 25-29 years old (40%, n = 80), followed by
30-34 years old (18%, n = 36), 20-24 years old (16.9%, n = 34), 35-39 years old (13%,
n = 26), over 40 years old (8%, n = 16), 15-19 years old (4%, n = 8).

The marital status of most samples was married (40%, n = 80), followed by
involved in a relationship (29%, n = 58), single (24.5%, n = 49), divorce (5.5%, n =
11), respectively.

Majority of the samples were private company employees (22.5%, n = 45)
and students (21.5%, n = 43), followed by freelancers (19.5%, n = 39) and public
enterprise employees (14.5%, n = 29), others (9.5%, n = 19), government officials
(8%, n = 16), entrepreneurs (4.5%, n = 9), respectively.

Majority of the samples earned more than 30,001 yuan per month (28%, n =
56), followed by those earned less than 5,000 yuan per month (24.5%, n = 49),
15,001-30,000 yuan per month (18.5%, n = 37), 10,001-15,000 yuan per month (15%,
n = 30), 5001-10,000 yuan per month (14%, n = 28), respectively.

Majority of the samples purchased more than six times per month (34.5%,
n = 69), followed by 4-6 times per month (24%). N = 48), shopping 1 - 3 times per
month (22.5%, n = 45), and at least once per month (19%, n = 38), respectively.

Majority of the sample's favorite shopping online website were Taobao (69%,
n = 138), followed by Jingdong (14.5%, N = 29), others (11.5%, n = 23) and Amazon
(5%, n = 10), respectively.

The descriptive results revealed that majority of respondents purchased
Alibaba products via online frequently (more than 6 times, 34.5%, n = 69), followed
by those who sometimes (4-6 times, 24%, n = 48), seldom (1-3 times, 22.5%, n = 45),

and rarely (less than once, 19%, n = 38), respectively. The findings showed that the
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majority customers of the samples purchased online more than 6 times frequently per
month.

The descriptive findings found that majority of the respondents
attitude toward Alibaba’s overall crisis management strategies is neutral (Mean=
2.57, SD=.59). When examining the opinions of Alibaba’s overall crisis management
strategies for each dimension, the results found that they had neutral opinions in
respect to mortification (mean=3.37, SD= 1.12), Correction Action (Mean = 3.28,
SD= 1.14), and the negative opinions followed by reducing offensiveness (Mean =
2.63, SD=.74) evading responsibility (Mean = 2.32, SD=.76),denial (Mean = 2.13,
SD=.93), respectively.

The descriptive findings found that majority of the respondents “agreed” with
the overall corporate reputation of sample in respect to product and service,
workplace environment, social and environmental responsibility, financial
performance, market performance, and vision and leadership toward Alibaba (Mean
=3.91, SD = .67). When examining the level of each dimension, the results found that
they strongly agree with workplace environment (Mean = 4.91, SD = 2.30), followed
by vision and leadership to be “agree” (mean= 4.10, SD= 1.05), market performance
(Mean=4.00, SD= .98), the financial performance (Mean= 3.91, SD=1.00),product
and service (Mean=3.84, SD= 1.03), social and environment responsibility (Mean=
3.69, SD=.98), respectively.

The descriptive findings found that majority of the respondents the levels of

Alibaba corporate reputation is positive reputation (Mean = 3.91, SD = .67.). The
highest mean was workplace environment (Mean = 4.91, SD= 2.30), followed by
vision and leadership (Mean = 4.10, SD = 1.05), market performance (Mean = 4.00,
SD=.98), financial performance (Mean = 3.90, SD= 1.00), products and services
(Mean = 3.84, SD= 1.03), and social and environmental responsibility (Mean = 3.68,

SD = 0.98), respectively.
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The descriptive findings found that majority of the respondents had high
intention to purchase intention Alibaba products (Mean = 3.72,SD =.01). When
examining each variable, samples had high intention toward the statement, “Overall, I
am satisfied with Alibaba and I will purchase again.” (Mean=3.83, SD=.85), and the
statement about “I will recommend Alibaba to someone who seeks my advice.”
(Mean=3.77, SD=.78), followed by medium intention toward the statement, “I am
planning to purchase products in Alibaba.” (Mean=3.56, SD=1.01), respectively.

The survey results show that Alibaba can quickly and timely make
reasonable crisis management strategies after a series of crises broke out, and realize
the control of public relations crisis events within eight hours. The timing choice is
very fast. This is in line with Barton's (2007) view that companies must respond
within eight hours of the crisis. At the same time, it proved that rapid response to the
crisis plays an important role in restoring the reputation of corporation and had laid a
foundation for Alibaba's positive reputation in the eyes of consumers. It is also
associated with “good reputation” that will enhance customers' confidence in products
and services, advertising content and purchasing decisions (Fombrun, 1998; Lafferty
& Goldsmith, 1999). "The results are consistent.

The results showed that although Alibaba has experienced a lot of crisis
events, the vast majority of respondents have high purchasing intentions for Alibaba
products due to the high reputation of corporation in the hearts of consumers. This
also proves that "customers value the connection and transaction with high reputation
enterprises™ (Roberts & Dowling, 2002). Loyalty becomes stronger and stronger when
customers think that the company has a very good reputation (Nguyen & LeBlance,

2001).

5.2 Summary of Hypothesis Testing and Discussion

Hypothesis 1: Chinese customers’ attitude toward Alibaba’s crisis management

strategies (Denial, Evading Responsibilities, Reducing Offensiveness, Corrective
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action, and Mortification) significantly influence their perceived corporate
reputation toward Alibaba.

H1.1: Chinese customers’ attitude toward Alibaba’s crisis communication
strategy influences its corporate reputation in terms of products and services.

H1.2: Chinese customers’ attitude toward Alibaba’s crisis communication
strategy influences its corporate reputation in terms of workplace environment.

H1.3: Chinese customers’ attitude toward Alibaba’s crisis communication
strategy influences its corporate reputation in terms of social and environmental
responsibility.

H1.4: Chinese customers’ attitude toward Alibaba’s crisis communication
strategy influences its corporate reputation in terms of financial performance

H1.5: Chinese customers’ attitude toward Alibaba’s crisis communication
strategy influences its corporate reputation in terms of market performance.

H1.6: Chinese customers’ attitude toward Alibaba’s crisis communication
strategy influences its corporate reputation in terms of vision and leadership.

In order to test the influence of independent variables on independent
variables, Multiple regression analysis was used to set the significance level to (a)
0.05. The results revealed that Alibaba's overall crisis management strategy has a
significant influence on 54.7% of its corporate reputation (R? = 0.547*, P < 0.05).
Hypothesis 1 is fully supported.

At the same time, as shown in tables 4.8.1-4.8.6, Multiple regression analysis
examined the impact of respondents' attitude on Alibaba's crisis management
strategies on their corporate reputation in terms of products and services, work
environment, social and environmental responsibility, financial performance, market
performance, vision and leadership. The results of Multiple regression analysis
showed that the five factors of crisis management strategy, including denial, evasion
of responsibility, reduction of aggression, correction and humiliation) can predict

corporate reputation at the rate of 54.7%. Data show that respondents believe that
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corporate corrective measures and humiliation factors are significant positive
predictors, while other factors are not significant predictors. However, denial, evasion
of responsibility and reduction of aggressiveness are negative predictors of Alibaba's
reputation. This means that these predictors will have a negative impact. This shows
that enterprises need to deal with crisis events in a timely and positive manner, do not
deny or evade, in order to avoid more negative impact. Thus, assuming that the results
of hypothesis 1 are consistent with previous studies of Fombrun (1996) posited that
enterprises with good reputation are less likely to encounter risks, and even if they
encounter risks, they can control crises at a lower cost and avoid greater losses
because of their good reputation. Domestic scholars Zhang Silong and Zhou Zucheng
(2004) have shown that coimpanies with good reputation generally have a tight
internal control system, which can respond quickly to early warning signals and

eliminate the crisis in its very early time.

H2: Chinese customers’ perceived reputation (product and services,
workplace environment, environmental responsibility, financial performance,
market performance, and vision and leadership) significantly influence to
consumer purchase intentions.

For testing hypothesis 2, the analysis of Multiple Regression revealed that
consumers' corporate reputation in six aspects (preduct and service, work
environment, environmental responsibility, financial performance, market
performance, vision and leadership) has no significant impact on consumers' purchase
intentions at 0. 5% (R?=.005*, p>.05). Therefore, hypothesis 2 is not supported.

When examining the impact of each reputation structure on Alibaba, the data
showed that products and services (Beta = 0.003**, p < 0.05), working environment
(Beta = 0.118, p > 0.05), social environmental responsibility (Beta = 0.024, p > 0.05),
financial performance (Beta = 0.179, p > 0.05, market performance (Beta = -.210, p >

0.05), vision and leadership (Beta= 223, p > 0.05) were not a significant predictor of
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Chinese consumers' willingness to buy Alibaba, respectively. That is to say, these
predictive factors have a negative impact on the purchase intention of Chinese
consumers.

Alibaba Group is the originator of China's e-commerce platform. It has
pioneered the era of Internet marketing and consumption in terms of tracking big data
of users, analysis of users' behavior habits and precise positioning of users'
preferences. At the same time, it has constantly led China in improving pre-sale and
after-sale services and high-level enterprises headed by Jack Ma. In order to promote
the development of the Internet, the national economy and the new mode of
e-commerce marketing, the business giant crocodile has been highly sought after by
the industry in terms of high-tech talents and good corporate culture. After more than
ten years of development and growth, Alibaba has gradually formed a good reputation
and enterprise visibility in the hearts of every Chinese consumer. Its vision, mission
and reputation are constantly strengthened in the hearts of users. Every year, Taobao's
"Double Eleventh” promotional activities, and every year's "Tianmao Store
Celebration" activities are constantly gathering high trading reputation and corporate
prestige for Alibaba. At the same time, Alibaba has successfully guided the
consumption habits of Chinese e-commerce users, and consumers have recognized
and actively participated in this crazy promotion model. Alibaba and Jack Ma have
become the myths of Internet e-commerce in China. Chinese consumers have given
Alibaba's reputation great recognition and word-of-mouth communication. Therefore,
users' perception of Alibaba's reputation (products and services, work environment,
environmental responsibility, financial performance, market performance, vision and
leadership) will not affect their purchasing intention. This view is consistent with
previous research results which suggested that consumers with strong corporate
identity are more likely to purchase products or services of the enterprise, and are
more loyal to the enterprise. Consumers corporate identity also has a positive impact

on word-of mouth communication behavior (Aheame, Bhattacharya & Gruen, 2005;
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Bhattacharya & Sen, 2003;). Roberts and Dowling (2002) research showed that
customers are more willing to contact and trade with enterprises with good reputation.
Consumers with strong corporate identity are more likely to purchase products or
services of the enterprise. They are more loyal to the enterprise. Consumers' corporate
identity also has a positive impact on word-of mouth communication behavior

(Bhattacharya & Sen, 2003)

Hypothesis 3: Chinese customers’ attitude toward Alibaba’s crisis management
strategies (Denial response, Evading Responsibilities, Reducing Offensiveness,
Correction, and Mortification) influence their customers’ intention to purchase
Alibaba products.

For testing hypothesis3, Multiple regression analysis revealed that Chinese
customers' attitudes towards Alibaba crisis management strategies (Denial, Evading
Responsibilities, Reducing Offensiveness, Correction, and Mortification) have no
significant impact on their customers' intention to purchase Alibaba products 0%
(R?=.000* ,p>.05). Thus Hypothesis 3 was not supported. Since Alibaba is the first
company to conduct electronic platform shopping in China, it has occupied more than
90% of the market target space in China for a long time. Previous data proved that 70%
of consumers say that Taobao is their favorite shopping website.

More importantly, Alibaba is able to handle every crisis in a timely, sincere
and appropriate manner, coupled with the fast, convenient, fair and transparent trading
advantages that Taobao has formed in the hearts of Chinese consumers over the years;
Alibaba's industry hold high qualifications and good reputation, continuous public
welfare activities, but also in the minds of Chinese consumers left a particularly high
reputation. Jack Ma and Alibaba's reputation in the international market is extremely
rare in China's business community. Harvard University has included Alibaba's
management practices as MBA cases twice. In the second case of Alibaba MBA

management published in January 2002, Harvard University quoted Jack Ma’s
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elaboration on Alibaba's core value. "Jack Ma believes that the value of Alibaba lies
not in the number of daily visits, but in whether it can bring value to customers.” In
order to show the recognition of Alibaba's rapid development.(Jiale Zhang 2010)

Alibaba Group's business scope includes B2B trade, online retail, third-party
payment and cloud computing services. Under Jack Ma's leadership, Alibaba has
made obvious contributions to technological innovation and economic benefits in the
field of Internet e-commerce in China and the world through the Sesame Credit
System. Just like Alibaba's corporate mission which stated that “Let the world do
business easy!” Alibaba has really helped too many small entrepreneurs to make their
businesses profitable, and as Jack Ma advocated in many speeches which said that
“Alibaba has also enabled more women and young people to realize their
entrepreneurial dreams and income

levels”.( https://www.youtube.com/watch?v=rojft7g2BSl )

Therefore, Alibaba has always maintained a very good corporate image and reputation
in the hearts of Chinese consumers, so although there will be crisis events, it will not
affect their loyalty to Alibaba and their willingness to buy. This view is consistent
with previous research findings: good corporate reputation can significantly improve
customer loyalty to the enterprise (Nguycn & LeBlanee, 2001b). The study of Jin
Liyin (2006), a Chinese scholar, revealed that customer identification is conducive to
customers' higher evaluation of enterprise products and positive purchasing intention.
Wu & Tsai (2007) found that good corporate reputation can be most recognized by
consumers. Customer identification can increase loyalty, help enterprises attract new
customers, and more easily tolerate and forgive corporate errors. This is consistent
with Einwiller, Fedorikhin, Johnson, & Kamins (2006). research which found that
highly identical with the consumers of enterprises, strong resistance to negative news

about enterprises, can forgive the mistakes of enterprises.


https://www.youtube.com/watch?v=rojft7g2BSI
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5.3 Conclusion of the Research

The main purpose of this study is to explore the relationship between Alibaba
Group's crisis management strategy, i.e. image restoration, perceived corporate
reputation and consumers' purchase intention. In this study, it not only pays attention
to the impact of corporate crisis management strategies on corporate reputation, but
also promotes other aspects of research and development. Firstly, this study attempts
to expand the research of Manfred (2004) and Fombrun (1996) in order to find a new
measurement range in the context of the developed Internet information. At the same
time, the reputation here refers to the factors and strength that suit the actual situation
of China and can fairly measure the reputation of enterprises in all aspects. In addition,
this study extends Blau's (1964) social exchange theory. The Social exchange theory
posited that is “based on the notion that people think about their relationships in
economic terms” (West & Turner, 2007). Usually, social exchange theory argued
people to evaluate their relationship based on costs and rewards (West & Turner,
2010). However, Kim said the profit between costs and rewards that has different
significance. ). In addition, in society exchange theory relationship plays an important
role on explaining the fundamental notion of exchange. Cropanzano and Mitchell
(2005) said that there are two different concepts on relationships. One is that
relationship might be considered as the series of interdependent exchange that also
can be defined transaction; another is that it also might be regarded as the
interpersonal attachments, which is form interdependent exchanges.

By investigating the satisfaction of consumers and their attitudes towards
enterprises, the results also prove that social exchange theory is not easy to fluctuate
in the new field of Internet e-commerce, especially in enterprises with good reputation,
and that the views of individual behavior on profits and returns are not affected. The
influence of the concept of economy. That is to say, the completion of e-commerce
transactions on the cost and return assessment, consumers will have a more realistic

judgment on the enterprise, good corporate reputation will give consumers more sense
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of dependence. For the nature of relationship, it follows that relationships are
independent and relational life is a process (West & Turner, 2010).

The research data in this paper showed that the effective signals of enterprise
crisis management strategies are exposed to in the aspects of economy, society,
stakeholders and consumer perception, which has a significant impact on the
corporate reputation of consumers' self-perception. The findings coincided with
Fombrun (1996) who said that corporate reputation can play an active strategic role in
attracting investors and consumers, increasing customer loyalty, recruiting excellent
employees, establishing market barriers, driving the market, and helping enterprises
tide over the crisis. Value, sustainable, and intangible assets that competitors can
hardly imitate. The results of this study support Fombrum’ s (1996) statement, and
explain why Alibaba has become a popular consumer platform in China's unique
e-commerce environment, which is closely related to Alibaba's reputation, which has
been carefully maintained for a long time. This intangible asset will enable Alibaba to
remain after the crisis. Maintain positive corporate imagination and become an
irreplaceable platform.

Therefore, the findings of Hypothesis 1 supported the expansion of corporate
image restoration theory and previous studies. The Image Restoration theory posited
that the organization determines what is threatening its reputation or image, and also
determines which public must be dealt with and persuaded to maintain and restore a
positive image (Fearn-Banks, 2010). Specifically, when images are threatened,
organizations are forced to respond during crises because of them. They tried to
restore consumer confidence, minimize negative publicity and restore economic
stability to the company. Image restoration theory can be understood from the
assumptions of images, the components of attacks on images and image restoration
strategies™ (Wen,. & Benoit, 2012, p. 175). The research had proved that Alibaba
Group can identify the main factors threatened in each crisis evevts to repair its

reputation and make the right response, thus stabilizing Alibaba's normal e-commerce
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business and keeping consumers confident. Therefore, the author believes that if the
corporate crisis breaks out, when corporate adopt image repair theory to repair their
reputation, they need to recognize what the real threatened reputation factors are, and
then give reasonable explanations and measures to the issues of public concern, so as
to effectively recover the negative effects of crisis events and maintain consumers'
perception of the corporate good reputation.

According to hypothesis 2, the relevant analysis results revealed that Chinese
consumers' perceived reputation (products and services, work environment,
environmental responsibility, financial performance, market performance, vision and
leadership) has no significant impact on consumers' purchase intention. Alibaba does
not have any impact on consumers among these predictors, which showed that the
unique Chinese national conditions, as well as the growth trajectory of enterprises,
have deepened their understanding with consumers. Predicting consumers' individual
emotions and cognitive responses to corporate reputation dimensions is not only
different, but also can identify the main factors that lead to differences in emotional
and cognitive responses (Li, 2005). Timely and appropriate crisis response will enable
consumers to get and feel more positive information, and maintain user loyalty in
another way.

Hypothesis 3 showed that Chinese customers' attitudes towards Alibaba's
crisis management strategies (Denial, Evading Responsibilities, Reducing
Offensiveness, Correction, and Mortification) have no significant impact on their
customers' purchasing intentions. Koufaris & William (2004) advocated that
corporate reputation is an attitude structure composed of rational cognition and
emotional reaction. The author agreed that corporate reputation can be divided into
cognitive and emotional dimensions. Alibaba has a very good reputation in the eyes of
Chinese consumers. It has been proved by both consumers' personal feelings and their
perceptions of Alibaba's corporate reputation. In retrospect of previous scholars'

research on the theory of E-reputation, Koufaris & William (2004) defined perceived
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reputation as the degree of trust people have in the integrity of enterprises and
customer concerns, which is the same definition as in the non-network environment.
In the network environment, McKnight & Chervany (1998). believes that reputation
is something that people give to a particular individual according to his or her
information. They claimed that reputation is an important factor affecting the trust
building of online sellers, especially the cultivation of initial customer trust. Because
customers have no experience in dealing with businesses, customers are very
concerned about the reputation of the company. Positive experience from others can
reduce customers' risk perception in online transactions. In a study, Jarvenpaa &
Tractinsky (1999) found that the reputation of e-commerce enterprises has a positive
impact on the trust of network enterprises. The results of this study also prove that it
is because Alibaba has a good e-reputation and receives good trust from users. Even
in the event of a crisis, the adoption of crisis management strategy will not affect their
purchase trust and willingness to continue to purchased Alibaba products via online
frequently ( more than 6 times, 34.5%, n = 69), consumers will still buy Alibaba’s

products and have loyal for Alibaba.

5.4 Limitations of Study

1. Due to the limitations of the questionnaire survey, the tool is composed of
four parts. There are too many contents for the respondents to answer. In
addition, some problems related to the theory of corporate image restoration
are translated from English to Chinese. Some interviewees may have
misunderstandings or misunderstandings about academic statements.
Therefore, the respondents cannot directly answer the questionnaire through
real ideas. This may affect and distort the results of the study.

2. The limitation of this study is that for many of Alibaba’s crisis
management strategies, some consumers do not get accurate information in the

first place, and others do not know it. When they answered the questionnaire,
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they could not deeply understand and perceive the deep meaning of these
crisis management strategies and the continuity of events, which may affect
the accuracy of this study.

The researchers conducted a questionnaire survey in August 2018 and
distributed the questionnaire. Therefore, research can only represent a specific
period of time, not all the time. Different nature and causes of crisis may have
different impact on corporate reputation and customer purchase decision. Hence,

future research may conduct on different type of crisis.

5.5 Recommendations for Application

1.

Findings of hypothesis 1 showed that in China, the reputation of corporate
is very important in influencing consumers' e-shopping. The results of
Hypothesis 1 showed that Chinese customers' attitudes towards Alibaba's crisis
management strategy, including denial, evading responsibilities, reducing
offensiveness, correction action, and mortification, significantly affect their
corporate reputation.

In terms of image repair theory and reputation quotient, the results of
multiple regression analysis also support the consistency of corporate image
repair theory and previous studies. This paper emphasizes the direct impact of
the perceived elements of corporate reputation: products and services, financial
performance, market performance, vision and leadership, work environment,
and social responsibility. The research data showed that the six aspects of
corporate reputation perceived by consumers are mainly involved. Managers
need to make appropriate strategies in dealing with corporate crisis. The
fundamental survival of corporate is to repair the reputation part that will be
threatened by crisis events purposefully. For consumers, especially for
e-commerce corporations, the essence of reputation is: the relationship between

corporations and consumers. The fundamental purpose of the study is to serve
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corporate and consumers, especially for corporate reputation management,
because if corporations do well in reputation management, customers will get
higher satisfaction. High-quality products and services, good shopping
experience and reputation are the key to build an excellent reputation for
e-commerce, and also the basis for corporations to improve their capabilities
and position in the industry. The result of analysis shows that the weighting
coefficients of product and service, working environment and financial
performance are relatively high, and the overall reputation index of Alibaba
Group reaches Cronbach's Alpha=0.972, which is very high. At present, the
biggest concern of Chinese website users online shopping is that they do not
have confidence in the real value of goods and shopping platform. It is precisely
because they do not have confidence that customers pay more aitention to these
factors. Although this phenomenon is determined by the level of development
of China's e-commierce industry, but as China's e-commerce, the corporate must
face up to this problem, pay more attention in products and services, and
maintain the reputation of corporations in order to strengthen the trust and
confidence of users in corporations. Only by maintaining a good reputation of
corporations can consumers have trust in corporations when face of crisis
events, and there will be no negative impact on the economy and normal

operation of corporations economic loss.

Hypothesis 2 findings showed that Chinese consumers' perceived
reputation
(products and services, work environment, environmental responsibility,
financial performance, market performance, vision and leadership) has no
significant impact on consumers' purchase intention. Hypothesis 3 findings
showed that Chinese customers have no significant impact on Alibaba’s crisis

management. Strategic attitudes (Denial, Evading Responsibilities, Reducing
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Offensiveness, Correction, and Mortification) did not have a significant impact
on their customers' purchasing intentions. This case is suitable for corporations
in the same industry. Although the research results represent the case of
Alibaba, from the practical point of view, many enterprises can refer to
Alibaba's strategy, method, time choice and multi-channel multimedia form in
each reasonable crisis response. As well as the importance of consumers, to
gradually establish their own corporate reputation. At the same time, balancing
reputation from two aspects of consumer cognitive response and emotional
response, adjusting according to the interaction of Manfred's two dimensions
and reputation quotient, will achieve good corporate reputation promotion and
maintenance. Corporations will encounter various crisis at all period during
their development, especially in today's developed social media environment.
Correct strategies to deal with crisis events and constantly strengthen the
construction of corporate reputation will greatly enhance consumers'
recognition of the corporate. Especially for the corporations of e-commerce
platform, taking Alibaba as an example, the primary concern of corporate is to
deal with the crisis correctly and to pay attention to consumers for a long time,
and to what point the crisis event will threaten the reputation of Alibaba, and
then to respond quickly. Therefore, in terms of product quality factors, how to
improve the service, establish a good brand image, and do a good job in the
multi-channel dissemination of corporate crisis events; the information
provided to the outside world is truthful and reliable, strictly confidentiality of
customer's personal information and provide a safe trading system; these will be
the maintenance of the reputation of corporations in the future key points.
Corporate that sell through the internet, should care about consumers' needs,
pay attention to customers' complaints, provide perfect after-sales service
guarantee, and provide customers with the latest information in time. In this

way, like Alibaba Group, can continuously strengthen and improve their
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competitive strength and perceived corporate capability in all aspects. Let
consumers form the perception of corporate reputation by judging the strength

of corporations, and establish the loyalty and trust.

5.6 Recommendations for Future Research

In the new media network environment, whether in theory or in business

circles, the attention to corporate reputation is not enough at present. Many functions

of corporate reputation are scattered in various functional departments, which has not

attracted enough attention. The reputation management of e-commerce enterprises is

still in the initial stage of research. Although many researchers and managers are

aware of the role of corporate reputation in enhancing customer trust, the

understanding and management of corporate reputation is still in the process of

exploration.

1.

In the process of studying the factors affecting the reputation of Alibaba's e-
commerce enterprises, the design of measurement indicators mainly refers to the
indicators of non-online enterprises. In view of the great difference between
e-commerce enterprises and non-online enterprises, the future research can
conduct exploratory analysis and research on the evaluation indicators and
influencing factors of e-commerce enterprises’ reputation based on the
characteristics of Internet enterprises. At the same time, we need to combine the
characteristics of Internet consumers to study the driving factors of their
purchasing intentions.

The research object of this paper is representative e-shopping platform enterprises,
which have unique characteristics. Therefore, some of the indicators studied may
not be applicable to other types of network enterprises. Therefore, future research
can be carried out on other types of network enterprises, especially non-electronic
online shopping enterprises. Industry reputation research, such as corporate

reputation management of blog sites.



102

3. This paper adopts the form of sample survey in empirical research, without
considering other special basic conditions of the respondents (such as nationality,
region, education level, etc.). These basic conditions may also greatly affect their
different perceptions and opinions on corporate reputation. Therefore, in the future,
corporate reputation and corporate reputation will be greatly affected. The
research on the influence of reputation on customers' purchasing intention can
classify different types of customers and shopping experience, and provide

theoretical basis for more network enterprises' reputation management.
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Questionnaire

This questionnaire is a partial fulfillment for the course ICA 701: Independent
Study, enrolled in Master’s Degree in Global Communication Program, Bangkok
University. It aims to examine the impact of corporate crisis responses on the
customers’ corporate reputation and their purchasing intention after exposure to
Alibaba’ press publicity about their crisis situation. Please choose the answer that can
best represent your opinion. Your answers will be treated confidentially for the
researcher will be using the results of the surveys for educational purpose only. All
the questions would be taken your 5 - 10 minutes.

Section 1: Data about demographic profile of the sample.
Please place a cross mark /) next the appropriate answer that can best represent
your demographic profile.
Please choose the only one answer that best represents you or your behavior.
1. Gender of respondent:
O 1. Male O2. Female

2. Age of respondent:

1). 15-19 yearsold  2). 20-24 yearsold  3). 25-29 years old

4). 30-34 years oid  5). 35-39 years old  6). 40 years old or more
3. Marital status:

1). Single 2). Involved in a relationship 3). Married
4). Divorced 5). Others (Please specify): ..........cccoevvinnnn...
4. Occupation:
1). Student 2). Government officer
3). Private company employee 4). Public enterprise employee
5). Freelancer 6). Entrepreneur

7). Others (Please Specify) ........cccovviiviiiiiiiiinnn...

5. Monthly income:
1). Less than 5,000 Y 2). 5,001 - 10,000Y
3). 10,001 - 15,000 Y 4). 15,001 - 30,000 Y
5). More than 30,000 Y

6. How often do you make an online purchase per month?
1). Less than 1 time 2). 1-3 times 3). 4-6 times 4). More than 6 times

7. What is your most favorite online shopping website? Please indicate the brand
name of E-Commercial Website here:

1) Taobao 2)Jingdong 3) Amazon 4) others

For section 2 and 3, you need to add “question number” in front of each statement
(measurement). This will allow you to make an accurate data entry and data analysis.
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Section 2: Customer Attitude of Alibaba crisis Management Responds

Crisis Management etc. Image Repair Theory: From the video and clicks about
Alibaba’s CEO Jack Ma gave the public speech and talk show to show how Alibaba
group to responses after crisis and the group responsibility.
https://www.youtube.com/watch?v=rojft7g2BSI
https://www.youtube.com/watch?v=8G4793yg_08&t=461s
https://www.youtube.com/watch?v=A5Wvy9WOxwU
https://www.youtube.com/watch?v=DIly8WFf5ytA&t=1283s

This part of questionnaire would like to ask you about your perception of Alibaba’s
crisis management . By measuring Alibaba’s Image Repair Strategy. Please give your
opinions about Alibaba’s Responds: Please put the cross mark (V) in the box that best

represents your degree of agreement/disagreement on the following statements.

Your opinion about Alibaba
response
Statement Level of Agreement
/Disagreement
Stro | Disa | Neit | Agr | Stron
ngly | gree | her |ee(4) |gly
IRT Alibaba Crisis | Alibaba News Disa | (2) agre Agre
Issue Release gree e e(5)
(Response) (1) nor
disa
gree
©3)
8 Simple March 2017, To response this
Denial: did | Taobao was crisis, Jack Ma
not do complained by | directly denied the
(Alibaba representatives | accusation and gave
just denial of the NPC a sharp rehuttal:
they don't and CPPCC Business owners did
Denial sale fake for "Fake not manage their
goods) goods" online agent
9 Shift the channels yet, which
blame cause large number
(Alibaba shift of fake goods in the
the blame of market. Business
selling fake owners need to ask
goods) themselves.
10 Exposed Taobao quickly
Provocation: | e-commerce issued a statement
(Alibaba platforms sell | that all exposed
just nuclear batches of
provocation: | contaminated | problematic food



https://www.youtube.com/watch?v=rojft7g2BSI
https://www.youtube.com/watch?v=8G4Z93yg_o8&t=461s
https://www.youtube.com/watch?v=A5Wvy9WOxwU
https://www.youtube.com/watch?v=Dly8WFf5ytA&t=1283s
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to response

goods during

that it's CCTV
someone 315.2017
else’s actions
for selling
nuclear had been removed
Evading goods issue) from shelves, and all
Responsibility | 11 | Defeasibility products currently
: on sale in Taobao
(Alibaba lack had no problems,
of moreover, remind
information customers that there
about or are still sale in other
control over online
the situation platforms ,Please
for selling pay attention.
nuclear
goods issue)
12 Accidental:
(Alibaba said
it's not
mean for it to
happen for
selling
nuclear
goods issue
13 | Good
intentions:
(Alibaba
treated this is
meant well
for selling
nuclear
goods issue)
14 Bolstering: | Exposed Taobao quickly
(Alibaba pay | e-commerce issued a statement
Reducing more platforms sell | that all exposed
Offensiveness attention to nuclear batches of
users and contaminated | problematic food
rduce their goods during had been removed
worried for | CCTV from shelves, and all
this issue) 315.2017 products currently
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15

Minimize
offensiveness
of the act:
(Alibaba
claim there
is little
damage from
selling the
nuclear
goods issue)

16

Differentiati
on:
(Alibaba
compare act
to similar
ones for this
issue)

17

Transcenden
ce:

(Alibaba
placed act in
a different
context in
this issue)

18

Attack
accuser:
(Alibaba
challenge
those who
say there is a
crisis in this
case)

19

Compensatio
n:

(Alibaba
offer money
or goods in
this issue)

on sale in Taobao
had no problems,
moreover, remind
customers that there
are still sale in other
online

platforms ,Please
pay attention.

Correction
Action

20

Alibaba
restore
situation to
pre-act status
and/or

Alipay Bills
Hide
Mandatory
Terms and
Invasion of

Alibaba very
sincerely apologize,
then give remedies
and convey Alibaba's
corporate culture and
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promise Consumer mission to

change and Privacy . 2018 | consumers.

prevent a

repeat of the

act in this

crisis

21 | Alibaba Ali-game has | The Ali-game

apologize to | page bugs that | department

the public cause user apologized quickly,
Mortification about their complaints.201 | admitted that it was

mistake in 8 the negligence of

this issue their department,

asked the game user
to forgive and ensure
that it did not happen
again.
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Section 3: Reputation Quotient: 6 factors and 18 items

Instruction: Put the mark \/ in the box that best represents your level of

agreement/disagreement regarding your perception of Alibaba’s corporate reputation.

Statements

Strongly
Disagree

(1)

Disagree

()

Neither
agree
nor
disagree

(3)

Agree
(4)

Strongly
Agree

(5)

Products and Services

22. The products sold in
Alibaba are good quality.

23. It’s worthy to buy Alibaba
Goods.

24. Services provided by
Alibaba are reliable.

Workplace Environment

25. Alibaba provides an
excellent working
environment.

26. Alibaba hires excellent
staff.

27.Through news and Jack
ma ‘s video ,Alibaba has a
fair employee treatment.

Social and Environmental Resp

onsibility

28. Alibaba always supports
charity.

29. Alibaba is responsible for
the well-being of local
communities.

30. Alibaba’s business is not
harmful to environment.

Financial Performance

31. Alibaba usually makes
low-risk investment.

32. Alibaba maintains good
profit records and earnings

33. Through news and Jack
ma ‘s video ,Alibaba
surpasses other competitors in

terms of financial
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performance.

Market Performance

34. Alibaba competes well
with its competitors.

35. Alibaba has a high market
share.

36. Alibaba effectively
maintains its customer base.

Vision and Leadership

37. Alibaba’s CEO Jack Ma
has clear business goals.

38. Alibaba’s CEO Jack Ma
has a great corporate vision
for its future.

39. Alibaba’s CEO Jack Ma is
well-known for his
leadership.

Source: Liu Liang.(2005). The composition of corporate reputation and the research of driving

factors measurement. Journal of Marketing,129,1-141.

Section 4: Purchasing Intention: Intention to Purchase Alibaba products.
This part of questionnaire would like to examine your intension to purchasing Alibaba

products in the future.

Direction: Please put the cross mark (V) in the box that best represents your degree of
agreement/disagreement on the following statements.

Statements

Level of Agreement /Disagreement

strongly
Disagree

1)

Disagree

)

Neither
agree nor
disagree

3)

Agree
(4)

Strongly
Agree
()

40. |1 am planning to
purchase products in
Alibaba.

41. | will recommend
Alibaba to someone
who seeks my advice.

42.0verall, 1 am
satisfied with Alibaba
and | will purchase
again.
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. Summary of Crisis Management in Alibaba' Company in the 2017
Alibaba, as one of the best e-commerce platforms in China, will inevitably
encounter problems in terms of user payment system security, authenticity and quality
of products every year. There are some videos to show Alibaba group management
and their great CEO Jack Ma to create Alibaba’s great reputation:
https://www.youtube.com/watch?v=AHOIfJDRQ7M &t=688s
https://www.youtube.com/watch?v=IY GGpc2mMno&t=1177s
March 2017, Taobao was complained by representatives of the NPC and CPPCC
about fake goods
Denial
During the Second Session of the National People's Congress. Huang
Jianping, a deputy of the National People's Congress and chairman of Marco Polo
Tiles, disclosed to the media a bill he was preparing to submit. He focused on the
problem of cracking down on network counterfeiting and how to revitalize the real
economy. To sum up, one sentence is: the real economy is not good, Ma Yun has
"merit”. "In Taobao, there are more than 300 stores with the banners of 'Marco
Polo tiles' and 'Marco Polo bathroom'. Only two stores are authorized, the others
are 'fake’, and they are fake. The group itself only set up flagship stores in
Tianmao, and all other stores were infringed by pseudonyms. This has seriously
disrupted Marco Polo's price and service system, but also the bottom of the real
economy.
Jack Ma, as the CEO of Alibaba, first responded to the crisis in the social media.
First of all, we admit the responsibility, we also need to company’s manage the brand.
(1) The responsibility of counterfeiting we assume, but the management of their
own channels also have to bear the brand side) Secondly, Seize the wrong ideas of
opponents, correct the concept.
(2) Taobao is one hundred percent of the real economy, the real economy do
a good job with our "contributions™) Finally, put the attitude, let the data to speak, that
we have been working hard on counterfeiting.

(3) Fight fake is hardworking it’s not a show, let us call for fight drunk
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driving as fake.

Fighting still cannot be taken lightly, always concerned about the dynamic
response to the fastest speed, do not give the media ferment, suspicion of the time.

So in the absence of a large area of concern about this "proposal”, Taobao already
responded that when people come back, | saw this is "drip leak" response.

In the "proposal” only a few sporadic, Ali's response in addition to double micro has
been around the network. So, the public is to see Ali's "achievements."

Jack Ma for the first time in the social media crisis Alibaba for PR, what signal passed?
Ali tried hard to tear off the scar of "fake goods".

(1) Severely punished the drunk driving effect is significant, proving the
obvious role of the judiciary.

(2) Foreign countries have made great efforts to punish counterfeiting and
selling goods, and have achieved remarkable results.

(3) China's punishment for selling fake goods is not enough. Take Taobao for
example.

(4) Accused people's congress, you just put the cart before the horse, this is
"mouth rule”, not "rule of law."

Jack Ma used this reply although not with any emotional color, in fact, very
sharp. That is: "NPC and CPPCC members, when you are proposing or making
speeches, | suggested that you should do a basic survey to really perform your duties
as a representative, rather than having to talk to the media."” Ali's PR is indeed very
sharp.

In this issue, Alibaba used the denial method of image restoration theory to
deny the irrationality of its accusation directly, and transferred the accusation to the
other side. The warning was that the enterprise itself did not manage its own channel
sales well. What Alibaba provided was the platform. The enterprise's random
authorization to the agent led to a lot of fake products online. Alibaba has closed
many unqualified agents, but the enterprise itself must to do a good job in the key
authorization management.

https://www.guancha.cn/economy/2017 03 05 397236.shtml



https://www.guancha.cn/economy/2017_03_05_397236.shtml
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Exposed e-commerce platforms sell nuclear contaminated goods during 315,
2017
Reducing offensiveness.

CCTV 315 reported that on March 11, 2011, Japan was hit by a tsunami and a
serious nuclear leak occurred at Fukushima Daiichi Nuclear Power Station. The
nuclear accident that shocked the world caused widespread pollution in the
surrounding areas of Fukushima. In order to ensure the food safety of the people, the
Chinese government also promulgated relevant laws and regulations for the first time,
forbidding the importation of food produced in the area around the accident. Six years
later, Japanese food from nuclear-contaminated areas has quietly appeared in the
domestic market. Shenzhen Municipal Market Inspection Bureau found that more
than 13,000 online businesses suspected of selling Japanese nuclear-contaminated
food have preliminary statistics, and they will launch a comprehensive clean-up action
to address this problem. Taobao, as the largest e-commerce platform, may also
involve the sale of nuclear-contaminated food in daily newspapers. Twenty-five
minutes after the incident, Taobao quickly issued a statement that all exposed batches
of problematic food had been removed from shelves, and all products currently on
sale in Taobao had no probiems, please rest assured.

The logic of the whole response is clear, and the positive response and the way
of reducing hostility are used from the theory of image restoration: 1. Taobao has been
actively acting on this issue, responding positively to the negative report of CCTV
315; 2. The statement to consumers also supplements the report content of CCTV 315,
telling consumers what food will be involved in nuclear pollution at present.
Strengthen support and remind the public that there are still important things to pay
attention to; 3. The food on Taobao platform has long been off the shelves, but other
platforms are still selling. This kind of public relations practice weakens the
seriousness of the enterprise crisis and distinguishes it from other platforms to
enhance its brand reputation.

Most noteworthy of all, Taobao responded very quickly to the crisis, basically
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within 25 minutes after the CCTV 315 evening report mentioned relevant topics. As
we know, the general response time of crisis public relations is defined in 2 hours, so
Ali's public relations has done a lot of preparatory work in the early stage.

http://www.sohu.com/a/128999643 118881
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AXmRI108%K.
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Figure: Weibo Response of Alibaba Platform Governance Department to CCTV315


http://www.sohu.com/a/128999643_118881

122

APPENDIX B (Questionnaire in Chinese )

FFHERGREBARE ICAT0L £FRMEFM LA RENBILHFLRE. XK
WEK B BRI ENE R XA AR P LR R, A
BN B BAEZ HE—REVEHR R ERTEILCENEE, FRHTE
FERBGEARIASE T B B B2 B AR I 4 SEALSIN SR XHME R Ak 78 SR P AT 3K 7
BRIZHNKXR. FEFEREAREBELNER. BHNERSRRELHE, H
NN BRE RS R THE B 1.

BEERRLEE, HRE!

B0 ANOEIEEL
BIREERERERESMANTR, EMHREREARERTET (V).
1. 3]

o1 5 02. %
2. 4FRR:

1. 15-19 % 2). 20-24% 3). 25-29%

4). 30-34% 5). 35-39%  6). 40 FLLE

3. WBWIRM:
). B 2). 8% 3). BF
4). BR 5). FAth---.
4. HRMb.
1). %4 2). A%R
3). ALV ER 7 4). EHEMIIRRA
5). H HERILE 6). Mk
7). Hhh
5. AR :
1). {&F 5,000 RMB 2). 5,001 - 10, 000 RMB
3). 10,001 - 15, 000 RMB 4). 15,001 - 30, 000 RMB

5). =T 30,000 RMB

6 &5 A WIS R B R 7
1). 2F—% 2).1-3K 3). 4-6 K 4). T 6K

7. BPRRERNEYIN SR~ 42
2) WE 2 ®HE 3 LS@ 4 HMh OhLH, 57E
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FoEW: FANMEEEENEERBNSENERERERINA: R
RTMEBE CE0 BnFEMXEFHATHEIAIRIE, NiEsmEEES
B n e R} SEATL A B SR 1 Fe Al P

https://www. youtube. com/watch?v=rojft7g2BSI

https://www. youtube. com/watch?v=8G4793yg 08&t=461s

https://www. youtube. com/watch?v=A5Wvy9WOxwU

https://www. youtube. com/watch?v=D1y8WFf5ytA&t=1283s

I 25 X AR 202 AR ) o B L B B fEL B B,

AL SR AT B FT B E B KR

SBEFERETEY. FHEHEMNTECEANESERRENKEN: EE
BHRAREX T EHNRAR/ ARZREERNFEFIT EXE (V).
X EF B E:
EERAAR—EERE
&1L Ut B
k% | AR | | AR | 3EBE
AR E || @) | AR
R BEEHR o B FEEENENE (& |2 | Q) (5)
Jo2 F AN PRI AAREIR. | (1)
8 | MHEAU: | 2017 E3H, | N TG IZGEHL,
BAEGTHE | FEFHe L, & | Do EER U\TL
BERELE | SRR H | S HFAHT
Uis B ERBFE | B R /\\Il/lfﬁ
3z Bk, | DREAEHEFECS
P EERE | | e,
HELETIN AT i ST ERE
’fﬂl/\) FI’M”“ N EAE
B IRE RS
R, AR
10 | Zhef 2017 4 3.15
(BT EE | SRIE AT
WELIX R | g b, W | v R 2 s
FINHER | EHEE AR |, TG RHEEA W
i, 5HC | FLEEHA | SE sk,
Tk ) A Se i dZys | # CLg s M T 28
R T 11 | P20 | A ESE | ERCN, BHAEEIE
(BT FLEL LT | o TERYEE BT A 72 b
A% 5 G H A Il 5
7= A
BRI GEETS
=z TR
. )
12 | RIREES
(N B X ik
AEE 34T T4, HRAEE R
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https://www.youtube.com/watch?v=A5Wvy9WOxwU
https://www.youtube.com/watch?v=Dly8WFf5ytA&t=1283s
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VeI R A AR S B B R A0 W) 7 8 IR A I R /AN AL R BE R T HE AR 4T
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B (D
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BR (3

Rl
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22. ] B AR R P
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34. ) B H s et
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