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An Analysis of Image Repair Strategy:
King Car and Nestle’s crisis situation and response strategies in the crisis of Melamine
pollution in food.

Abstract

As economic globalization, the safety and manufacturing process of commaodities and its
ingredients becomes more and more complicated. The crisis of Melamine in milk powder in
September, 2008, seriously harmed the brand image of King Car and Nestle. The research
questions include: the crisis response strategies King Car and Nestle took, the crisis response
strategies showed in the mass media, and the relationship between crisis reaction strategy and
crisis situation. In this research, the Image Repair Theory is taken to be the framework to
analyze the response strategies King Car and Nestle used. By the method of Rhetorical
Criticism and Content Analysis, this research analyzes the discourses of the responses King
Car and Nestle took.

As this research shows, King Car adopted the four types of crisis response strategies,
denial, reducing the offensiveness of the act, correct action, and motification; Moreover,
Nestle adopted the strategy, evasion of responsibility in addition to the strategies similar to
King Cars, denial, reducing the offensiveness of the act, and correct action. For Nestle, in the
situation that the Department of Health (DOH) changed the standard of instruments from the
stage one (stage of ambiguous standard ) to the stage two (stage of standard reconfirmed), the
strategies it took also changed from the strategies denial, active to take its products to be
tested, differentiating the unpolluted products from the polluted, and seeking for other source
of ingredients to the strategies including denial, correct action, evasion of responsibility, and
reducing the offensiveness of the act except to the strategy differentiating the unpolluted
products from the polluted used in the stage one.
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Besides, there are some differences in the crisis response strategies of Kin Car and Nestle for

the situational factor. Because the crisis attributed to different cause, King Car adopted the
strategy shifting the blame, and Nestle simple denial. Although both King Car and Nestle’s
correct action strategy is one of the most important strategies, Nestle acted more passively
than King Car under the condition that the Department of Health (DOH) changed the
standards of certification. Finally, when using the strategy reducing the offensiveness of the
act, King Car and Nestle both take bolstering, differentiation, and compensation strategy. But
the result of research also shows that attacking accuser and minimizing crisis strategies are
adopted by Nestle as the situation chaged from the stage one (stage of ambiguous standard )
to the stage two (stage of standard reconfirmed).
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