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Research Article

Analyzing the Effects of Self-Mockery as an
Emotional Crisis Response:
Evidence from the T-Mall Case

Hui-Chung YAO, Yu-Bin LAI, Han FU

Abstract

Facing a challenge, an organization may turn a paracrisis into a crisis if it
responds inappropriately. Drawing on the case of T-mall’s error in sales
quantity, this study explored the categories, communication effects, and
applicable situations of self-mockery. The findings showed that self-mockery,
which denotes the admission of mistakes by self-depreciation, is an expression
of positive emotion and delivers an emotion-laden message that is congruent
with a verbal one in terms of the organization’s intention to take responsibility.
Because self-mockery was found to have a distracting effect, this study
classified it as a new category in paracrisis response strategies: reframe. The
study also found that the self-mocking strategy was appropriate for online
audiences when an organization’s mistakes are unintentional, irrelevant for
expertise, and victimless.
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