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Abstract 

The tourism and recreation industry increasingly depends on visual storytelling to attract 

consumers and communicate brand value. However, the reliance on image-based promotion, 

particularly on social media, introduces new vulnerabilities — especially when visuals stretch or 

distort reality. This assignment presents a strategic communication plan for Alpine Adventures, 

a mountain resort that suffered reputational harm after releasing a misleading promotional video 

that exaggerated snow conditions and amenities. The fallout included customer outrage, viral 

backlash on social platforms, influencer disengagement, and a drop in bookings. 

The purpose of this paper is to develop a structured response that addresses both immediate 

reputational damage and longer-term brand recovery. The strategy builds on theoretical 

foundations from Situational Crisis Communication Theory (SCCT) and integrates 

perspectives from ethical marketing, brand repositioning, online reputation management 

(ORM), and intercultural business communication. The analysis applies a stakeholder-

focused approach, delivering separate tailored communication pieces to internal staff, customers, 

investors, and online influencers. These responses include an internal memo, public apology, 

investor reassurance letter, and influencer outreach — each informed by cultural frameworks 

such as Hofstede’s cultural dimensions to ensure relevance across international markets. 

In addition to reactive strategies, this assignment introduces a proactive rebranding initiat ive — 

"The Real Alpine Project" — aimed at reinforcing authenticity, sustainability, and 

transparency in future campaigns. Drawing from academic sources, industry benchmarks, and 

crisis communication best practices, the plan outlines how Alpine Adventures can rebuild public 

trust, realign its value proposition, and emerge as a more responsible and emotionally resonant 

brand. 

The assignment contributes to the field of tourism marketing by offering a case-based, student-

led model for crisis communication rooted in practical and ethical considerations. It emphasizes 

not just what companies should say in a crisis, but how they should say it — and more 

importantly, who they should become after. 



 

1. Introduction 

1.1 Context and Relevance 

In the digital age, tourism brands face a dual-edged challenge: they must inspire and attract 

through compelling visuals while ensuring complete accuracy and ethical representation. Unlike 

other industries where a product can be physically examined before purchase, tourism relies 

heavily on promotional storytelling — often consumed via social media — that shapes 

expectations long before the customer sets foot at the destination (Hays, Page, & Buhalis, 2013). 

Alpine Adventures, a popular mountain resort brand, fell into crisis when a viral marketing 

video showcased conditions that were significantly better than the reality experienced by guests. 

The video, rich with high-definition drone footage and digitally enhanced snow scenes, was 

launched during the shoulder winter season to boost bookings. While it succeeded in generating 

views and engagement, the actual customer experience did not align with the promises — 

resulting in severe backlash, negative press, and reputational damage. 

Customers posted their own videos comparing "Instagram Alpine" to "Real Alpine," and 

hashtags like #Snowgate and #MountainMyths began trending within days. Prominent 

influencers who had shared the promotional video without experiencing the resort firsthand were 

also criticized, adding pressure from both the consumer and media side. 

This incident highlights not just a communication failure, but an ethical breach in marketing — a 

serious issue in an era where consumers demand transparency, inclusion, and responsibility from 

the brands they trust (Gilmore & Pine, 2007). 

 

1.2 Research Purpose and Objectives 

The objective of this assignment is to develop a crisis marketing communication strategy for 

Alpine Adventures that is: 

 Ethical: Rooted in marketing honesty and consumer rights 

 Strategic: Aligned with SCCT and reputation management frameworks 

 Culturally aware: Tailored to an international audience 

 Sustainable: Leading to long-term brand repositioning 

By integrating academic theory with practical communication planning, the assignment aims to 

create a blueprint for handling reputation-threatening situations in the tourism sector — 

especially those emerging from misleading visual campaigns in social media environments. 

 



1.3 Research Questions 

This assignment is guided by the following key research questions: 

1. How should Alpine Adventures respond to a misleading marketing campaign using 

recognized crisis communication theories? 

2. What communication strategies are most effective for managing reputational risk in 

international tourism marketing? 

3. How can digital reputation management and influencer engagement be recalibrated post-

crisis? 

4. In what ways can cultural frameworks inform stakeholder-specific messaging during and 

after a crisis? 

 

1.4 Academic and Industry Significance 

The case of Alpine Adventures is fictional, but it reflects real patterns in contemporary tourism 

crises. Many resorts, hotels, and destination management organizations have faced similar 

backlash for exaggerated or poorly timed promotions (Hanna, Rohm, & Crittenden, 2011). 

Brands like Fyre Festival, Thomas Cook, and even TripAdvisor have all experienced moments 

where promotional promises clashed with customer realities — sometimes resulting in lawsuits, 

protests, or bankruptcy. 

By examining this crisis through an academic lens, this assignment not only fulfills the course 

learning outcomes for Basics of Marketing in Tourism and Recreation, but also builds 

professional readiness for real-world challenges. Marketing students and future tourism 

professionals must understand not only how to create persuasive content but also how to own 

their mistakes and communicate accountability when things go wrong. 

 

1.5 Scope and Limitations 

This communication plan is focused on the marketing and public relations response to the 

crisis. It does not include in-depth financial modeling, legal assessments, or operational 

restructuring. It assumes that the operational capacity of Alpine Adventures remains stable and 

capable of delivering on its redefined promises. Furthermore, as a student assignment, the 

insights are based on secondary research, theoretical analysis, and crisis case comparisons rather 

than original empirical data. 

 

1.6 Structure of the Assignment 

The assignment is organized into eight key sections: 



 Abstract: Summarizes the purpose and scope of the communication plan. 

 Introduction: Presents the context, significance, and research aims. 

 Literature Review: Examines theoretical frameworks and case-based knowledge 

relevant to the crisis. 

 Methodology: Describes the qualitative approach and data analysis strategy used. 

 Findings: Showcases crafted communication outputs and audience segmentation. 

 Discussion: Interprets the results in light of academic literature. 

 Conclusion: Wraps up key insights and implications for tourism marketing practice. 

 References: Lists scholarly and industry sources in APA format. 

  

2. Literature Review 

2.1 Introduction to Theoretical Foundation 

Crisis marketing communication in tourism demands more than damage control — it requires 

strategic introspection and adaptation grounded in theory. This section explores five core areas 

relevant to Alpine Adventures' crisis response: 

 Situational Crisis Communication Theory (SCCT) 

 Ethics in promotional content 

 Digital reputation management 

 Brand repositioning and trust restoration 

 Intercultural communication in tourism marketing 

Each concept contributes uniquely to building a well-rounded response strategy, especially for 

brands operating in the emotionally charged and high-stakes environment of international 

tourism. 

 

2.2 Situational Crisis Communication Theory (SCCT) 

One of the most recognized frameworks in crisis communication, SCCT, was introduced by 

Coombs (2007) to help organizations align their messaging with stakeholder expectations based 

on crisis type and attribution. Crises are categorized into: 

 Victim-based (low responsibility, e.g., natural disasters) 

 Accidental (moderate responsibility, e.g., technical failure) 

 Preventable (high responsibility, e.g., ethical breaches) 

The Alpine Adventures case clearly falls under the preventable cluster — a self-inflicted 

reputational issue caused by the decision to release misleading visual content. In such cases, 

SCCT recommends the use of accommodative strategies like apologies, transparency, 

corrective action, and engagement (Coombs & Holladay, 2010). 



The theory also highlights the need for a quick and culturally appropriate response. Failure to 

respond within 24–72 hours can intensify blame and reduce the credibility of later messaging 

(Ulmer, Sellnow & Seeger, 2010). SCCT thus provides the structural base for Alpine’s crisis 

management framework. 

 

2.3 Ethics in Tourism Marketing 

Ethical marketing refers to the principles that guide fairness, honesty, and responsibility in 

communication and promotional behavior. In the context of tourism, this becomes particularly 

important because services are intangible, and consumers rely heavily on media to shape their 

expectations (Middleton et al., 2009). 

Misleading content — like the snow-enhanced video in this case — undermines one of the most 

fundamental consumer rights: the right to truthful information (AMA, 2021). According to 

Ferrell et al. (2019), ethical marketing failures in tourism are often the result of over-promising 

or photo enhancement, which may initially attract bookings but result in long-term reputation 

loss. 

The virtue ethics approach, discussed by Murphy, Laczniak, and Prothero (2007), emphasizes 

authenticity, humility, and consumer empathy as core values that brands must embody in both 

good times and during crises. In Alpine’s context, issuing a defensive or vague response would 

only increase perceptions of manipulation. An ethical strategy, in contrast, involves open 

admission, restitution, and a public commitment to improving internal marketing standards. 

 

2.4 Online Reputation Management (ORM) and Social Listening 

Digital reputation can be built over years — and destroyed in a matter of days. Social media 

today functions as both the mirror and magnifier of brand narratives. Consumers not only react to 

content but co-create and reshape brand meaning through reviews, shares, and user-generated 

content (Sigala, 2011). 

ORM involves active monitoring, analysis, and response to digital feedback, using tools like 

Brand24, Sprout Social, or Google Alerts. It also includes crisis pre-preparedness, which many 

brands overlook until a problem explodes online. 

According to Kietzmann et al. (2011), brands must recognize that online audiences expect two 

things during a crisis: (1) acknowledgment and (2) dialogue. Silence or delayed responses are 

interpreted as guilt or apathy. In Alpine’s case, ignoring social media outrage or issuing a generic 

press release would appear insincere. Instead, their ORM strategy should include: 

 Real-time engagement with hashtagged content (#Snowgate, #MountainMyths) 

 Highlighting real guest reviews 



 Replacing ad visuals with authentic, minimally edited photographs 

This not only demonstrates responsibility but creates space for community-led brand recovery, 

which has proven more resilient in the long term (Scott, 2020). 

 

2.5 Brand Repositioning After Crisis 

Crisis situations often force brands to ask a difficult question: Who are we really? According to 

Aaker (1991), brand identity must go beyond surface-level visuals and focus on the core 

emotional promise delivered to consumers. For tourism brands like Alpine Adventures, this 

promise revolves around discovery, safety, nature, and memorable experiences. 

Repositioning after a crisis means shifting perception, not just altering a campaign. It involves 

redefining the value proposition and aligning it with evolving consumer priorities. After the rise 

of ethical tourism, climate awareness, and digital skepticism, today’s consumers are more 

attracted to “real” than “perfect” (Gilmore & Pine, 2007). 

By pivoting toward authenticity and ecological realism, Alpine can refresh its narrative from 

“luxury escape” to “natural immersion.” This is supported by studies like Kennedy and Guzmán 

(2016), which found that transparent repositioning after a trust breach significantly improves 

consumer forgiveness and loyalty, especially when accompanied by stakeholder engagement and 

consistent behavior. 

 

2.6 Intercultural Messaging in Crisis 

Tourism marketing is rarely monolingual or monocultural. With Alpine Adventures catering to a 

global clientele, the importance of intercultural sensitivity cannot be overstated. The use of 

Hofstede’s cultural dimensions (Hofstede et al., 2010) enables brands to craft apologies and 

messages that reflect local norms around politeness, authority, and emotional expression. 

For example: 

 In high-context cultures like Japan or UAE, an apology should be implicit, humble, and 

reflective. 

 In low-context cultures like Germany or the US, audiences expect directness, fact-based 

updates, and specific corrective actions. 

 In collectivist societies, the message should focus on restoring community trust, while in 

individualistic societies, the message should appeal to personal fairness and 

compensation. 

Failing to localize crisis communication can result in unintentional offense or misunderstanding. 

Alpine Adventures, therefore, must customize its outreach across cultural lines — including 



translations, regional spokespersons, and culturally familiar platforms (e.g., WeChat in China, 

WhatsApp in India, Twitter/X in the U.S.). 

 

2.7 The Role of Influencers and Visual Media in Crisis 

Influencer marketing has become a double-edged sword in the tourism industry. While 

influencers drive visibility and bookings, they also expose brands to credibility risks. A study by 

Abidin (2016) shows that influencers are held to a relational standard of trust by their 

followers. When their endorsements are perceived as dishonest or uninformed, both their 

reputation and the brand’s suffer. 

In Alpine’s case, some influencers were unaware of the inaccuracies in the promotional video — 

yet were still targeted in the backlash. Future crisis response plans must include: 

 Early outreach to influencers with background context 

 Offers to visit and re-experience the brand under new guidelines 

 Clear expectations and permissions for co-created content 

This reflects a move away from traditional endorsement models toward influencer-brand 

partnerships based on mutual authenticity, as emphasized by De Veirman, Cauberghe, & 

Hudders (2017). 

 

2.8 Summary and Theoretical Integration 

This literature review highlights the importance of integrated crisis response — where ethical 

responsibility, intercultural communication, strategic brand thinking, and digital agility all play 

critical roles. SCCT provides a useful structure for response type; ethical theory frames the tone 

and intent; ORM and visual strategy guide communication platforms and content; and cultural 

adaptation ensures message resonance globally. 

Alpine Adventures must act not just as a business under pressure, but as a brand in dialogue with 

its public — rebuilding trust through truth, presence, and action. 

  

3. Methodology 

3.1 Methodological Approach 

To design a response that is theoretically informed, strategically relevant, and culturally 

appropriate, this assignment adopts a qualitative interpretive methodology. The goal is to 



explore communication strategies not from a statistical standpoint but through a critical reading 

of texts, theories, and case-based practices. This approach is especially fitting for marketing 

communication crises, which involve emotional tone, ethical framing, and cross-cultural 

considerations that can’t be reduced to numbers alone (Denzin & Lincoln, 2011). 

The methodology combines secondary data analysis, theoretical application, and scenario 

simulation, enabling the creation of a communication plan that could realistically be 

implemented in an international tourism organization. 

 

3.2 Data Collection and Sources 

The assignment draws upon a variety of secondary sources, including: 

 Academic Journals: Peer-reviewed literature on marketing ethics, crisis communication, 

and brand recovery (e.g., Journal of Marketing, Public Relations Review, Tourism 

Management). 

 Industry Reports: White papers and crisis response manuals from PR firms (e.g., 

Edelman Trust Barometer, HubSpot Crisis Playbook). 

 Case Studies: Analysis of real tourism crises involving companies like Thomas Cook, 

Carnival Cruises, and Marriott. 

 Digital Media Trends: Observations from social media backlash patterns and influencer 

marketing dynamics in post-2020 consumer behavior. 

 Visual Communication Examples: Screenshots, campaign reviews, and influencer posts 

used to construct realistic responses for Alpine Adventures. 

These sources provide a diverse foundation to simulate and craft believable communication 

messages that are both tactically sound and emotionally resonant. 

 

3.3 Frameworks and Tools Used 

The assignment utilizes an analytical matrix combining the following frameworks: 

Framework Role in the Methodology 

SCCT (Coombs, 2007) 
Determines the appropriate response style (apology, denial, etc.) based 

on perceived responsibility. 

Hofstede's Cultural 

Dimensions 
Tailors tone and message delivery for different cultural audiences. 

AIDA Model 
Guides message structuring — grabbing attention, creating interest, 

triggering desire, and prompting action. 

Ethical Marketing Lens 
Ensures all content aligns with consumer rights, transparency, and 

honesty. 



Framework Role in the Methodology 

ORM Tactics 
Suggests tools for social media monitoring, influencer re-engagement, 

and review site recovery. 

This matrix allows for flexibility while ensuring academic grounding. 

 

3.4 Scenario Simulation and Message Crafting 

Unlike traditional research assignments, this methodology includes a creative component: the 

construction of original communication outputs. Based on the crisis scenario, the assignment 

creates: 

 An internal memo 

 A public-facing apology 

 An investor update 

 An influencer outreach message 

Each message is evaluated against best practices found in PR literature and recent crisis response 

trends (Fearn-Banks, 2016). Special care is taken to localize content based on likely market 

reactions, using Hofstede’s model to inform phrasing, tone, and emphasis. 

 

3.5 Stakeholder Mapping Strategy 

A critical part of the methodology is identifying and segmenting key stakeholder groups. Alpine 

Adventures interacts with diverse parties — each of whom requires a different message and 

emotional appeal. The stakeholder categories used include: 

 Internal team and content creators (to reform operations) 

 Global customers and online communities (to rebuild trust) 

 Financial stakeholders and partners (to secure confidence) 

 Influencers and affiliate marketers (to realign digital presence) 

Stakeholder-specific messages are constructed through role-based needs analysis and emotional 

impact mapping — ensuring both logic and empathy are balanced. 

 

3.6 Limitations 

The methodology, while rich in interpretive depth, has limitations: 



 No primary data: The responses are theoretical simulations, not validated through 

interviews or surveys. 

 Assumes brand control: In reality, some variables (e.g., media escalation, legal threats) 

may reduce Alpine's ability to manage tone and content. 

 Social volatility: The digital landscape evolves quickly, and what works today may be 

obsolete tomorrow. 

Still, the approach remains valid for educational and strategic planning purposes, equipping 

students with tools they can later refine in real-world contexts. 

 

3.7 Ethical Reflection in Methodology 

Although the study is fictional, the methodology is grounded in ethical analysis. Messages are 

crafted to avoid manipulation, misinformation, and superficial damage control. Instead, the plan 

promotes transparency, values-driven branding, and community reintegration — consistent with 

modern marketing ethics (AMA, 2021). 

 

3.8 Conclusion of Methodology 

This qualitative, theory-driven, and creatively applied methodology supports the development of 

a communication strategy that Alpine Adventures — or any international tourism brand — could 

implement in a real crisis scenario. By combining frameworks, audience insights, and 

stakeholder-specific strategies, the foundation is now set for the communication deliverables 

presented in the next section. 

 

4. Findings 

4.1 Overview of Stakeholder Communications 

The core of any crisis response lies in what is said, how it’s said, and to whom it is said. Alpine 

Adventures’ reputation can only be recovered by speaking differently to different people — 

internal teams, customers, investors, and influencers — while maintaining a consistent brand 

voice. This section presents four crafted communications, each tailored to a key stakeholder 

group, based on SCCT strategy, cultural frameworks, and ethical marketing guidelines. 

 

4.2 Internal Memo to Staff: Rebuilding Culture from Within 



Tone: Professional, encouraging, accountable 

Purpose: Address failure, outline reform, promote ethical culture 

To: Marketing Department & Content Creators 

From: Chief Brand Integrity Officer 

Subject: Reaffirming Our Marketing Values and Policy Enhancements 

Dear Team, 

Recent events have brought to light a gap between our messaging and our mission. The social 

media video released last month, while visually stunning, unintentionally created customer 

expectations that we could not meet. 

We take full responsibility for this and view it not as a branding mishap, but as a teachable 

moment for our team and brand. 

Effective immediately, Alpine Adventures is instituting the following reforms: 

 Visual Honesty Protocol: All promotional media must reflect unfiltered, in-season 

conditions. 

 Ethics in Media Certification: All content creators will complete a two-week training 

module on ethical tourism marketing. 

 Transparency Policy: Future campaigns must explicitly disclose limitations (e.g., 

seasonal changes, availability disclaimers). 

 Team-Wide Debrief: We will hold a roundtable next Monday to discuss how we can 

collectively ensure content represents both our values and the realities our guests 

experience. 

We believe in your creativity, passion, and commitment. Now is our chance to set a new 

standard — for ourselves and the industry. 

With appreciation, 

Amira Kellman 

Chief Brand Integrity Officer 

 

4.3 Public Statement: Sincere, Global Apology and Campaign Pivot 

Tone: Humble, transparent, hopeful 

Channels: Website homepage, Instagram caption, YouTube apology, multilingual newsletter 

Cultural Sensitivity: High-context and low-context markets differentiated 

Title: An Honest Reflection from Alpine Adventures 

To Our Global Community, 



We want to begin by saying something simple and sincere: We’re sorry. 

The video we published to promote our winter experience did not accurately reflect the 

conditions guests encountered. While our intention was to showcase the beauty of Alpine 

Adventures, the final content created unrealistic expectations — and for that, we take full 

responsibility. 

We’ve heard your feedback — through your videos, comments, and reviews. You reminded us 

that tourism is not about selling perfection; it's about sharing real, honest experiences. 

In response, we are launching The Real Alpine Project — a movement to bring transparency 

and authenticity to our brand, starting now. 

Here’s how we’re changing: 

 All future visuals will feature real, unstaged guest content. 

 Multilingual guest feedback will be displayed live on our website. 

 Guest contributors will co-create our next campaign. 

 A refund or 2-night voucher is available to all affected guests 

We’re not just changing how we market — we’re changing what we stand for. Thank you for 

calling us out — and calling us back to our values. 

With gratitude and humility, 

The Alpine Adventures Team 

 

4.4 Investor Update Letter: Confidence Through Strategy 

Tone: Strategic, factual, long-term vision 

Delivery: Private stakeholder portal + quarterly newsletter 

Purpose: Reassure investors of brand stability and ethical reform 

Subject: Post-Crisis Update: Transparency, Trust & Transformation 

Dear Shareholders and Strategic Partners, 

We are writing to address recent developments surrounding the brand's winter marketing 

campaign and outline our recovery and repositioning strategy. 

While the promotional video gained significant digital traction, the misalignment with on-ground 

realities resulted in reputational backlash and booking declines in Q2. However, we have taken 

immediate action with both short-term corrections and long-term strategy shifts: 

Immediate Actions 



 Public apology and transparent refund policy issued 

 Withdrawal of campaign materials from all platforms 

 Staff retraining in ethical content development 

Strategic Pivot 

 Rebranding initiative: The Real Alpine Project 

 Influencer marketing reform with signed Authenticity Declarations 

 Launch of an independent ethics review board 

We’ve already observed a 12% recovery in web engagement following these changes and expect 

stabilization by Q4. We remain confident that aligning with transparency and guest voice will 

result in stronger brand loyalty, lower churn, and long-term growth resilience. 

Thank you for your continued trust. 

Warm regards, 

Lucas Gräber 

Chief Executive Officer, Alpine Adventures 

 

4.5 Influencer Email: Restoring Collaboration with Empathy 

Tone: Personal, honest, forward-thinking 

Medium: Personalized direct outreach 

Platform: Email + optional video message 

Subject: Let’s Reset Together — A New Chapter with Alpine 

Hey, 

We hope this note finds you well. We wanted to reach out personally and thank you — not just 

for your previous support of Alpine Adventures, but for the authenticity and care you bring to 

your platform. 

We recognize that our recent campaign created friction, especially for partners like you who 

shared our video in good faith. We're truly sorry for any impact this had on your reputation. We 

take full accountability. 

Moving forward, we’re doing things differently — and we’d love for you to be part of this reset. 

 We’re launching The Real Alpine Project — featuring zero filters, zero scripts. 

 You’ll receive full creative freedom to document your stay, no brand edits. 

 A fully hosted 4-day experience + honorarium is offered in gratitude. 



No hard sell. Just an honest invitation to rediscover Alpine with us — through your lens. 

Warmest regards, 

Nia Romero 

Head of Digital Partnerships, Alpine Adventures 

 

4.6 Regional Adaptation Based on Hofstede’s Dimensions 

Region Trait Messaging Adjustment 

USA/UK Low context, individualistic Direct apology + refund options upfront 

Germany High uncertainty avoidance Detail of internal reforms + timelines 

Japan High-context, collectivist Focus on emotion, gratitude, and social trust 

Brazil/India High power distance Message from top leadership + warmth in tone 

This reflects how the same apology can (and should) shift depending on audience culture and 

expectations. 

 

4.7 Summary of Communication Outcomes 

Stakeholder Channel Used Strategy Anchored In 

Staff Memo Ethics + training + empowerment 

Public Social & web Transparency + reform + emotion 

Investors Private letter Stability + planning + resilience 

Influencers Personal email Trust rebuilding + creative freedom 

 

5. Discussion 

5.1 Introduction to Interpretation and Strategic Reflection 

A crisis can either fracture a brand — or become the catalyst for its reinvention. The 

communication responses presented in the findings reflect not just reactive crisis management 

but a forward-thinking repositioning of Alpine Adventures as a more authentic, ethical, and 

community-driven tourism brand. This section critically analyzes how the crafted 

communications align with academic theory and strategic marketing principles, and what 

implications they hold for Alpine’s long-term brand recovery. 

 



5.2 SCCT in Action: Aligning Response to Responsibility 

Situational Crisis Communication Theory (SCCT) emphasizes aligning crisis response 

strategies with the degree of perceived organizational responsibility. Since Alpine Adventures’ 

crisis was self-inflicted and preventable, SCCT dictates the use of accommodative strategies 

such as apologies, corrective action, and compensatory offers (Coombs, 2007). 

Each of the crafted communications demonstrates this principle: 

 The public apology takes full accountability. 

 Internal messages address structural reform. 

 The influencer message expresses regret and openness. 

 Investor communication emphasizes corrective and strategic clarity. 

SCCT also stresses speed and sincerity, both of which are embedded in Alpine’s proposed 

communication timeline. This alignment with theoretical best practice enhances the likelihood of 

brand image restoration and trust rebuilding (Coombs & Holladay, 2010). 

 

5.3 Stakeholder-Centric Communication Strategy 

Effective crisis communication is never “one-size-fits-all.” Stakeholders experience crises 

differently — emotionally, financially, and reputationally. Alpine’s segmented messaging 

strategy follows the stakeholder mapping model, which categorizes stakeholders based on 

power, interest, and proximity (Freeman, 1984). 

 Internal teams needed reassurance and direction, hence the memo emphasized shared 

values and retraining. 

 Public customers demanded honesty, emotional recognition, and clear compensation, 

which was delivered through the apology and campaign reset. 

 Investors needed hard data and timelines — addressed through strategic language and 

projections. 

 Influencers required personal outreach and restored creative agency — reflected in the 

tone and offer of collaboration on their terms. 

This targeted tone design mirrors integrated marketing communication (IMC) principles, which 

argue that cohesive yet differentiated messaging improves brand recall and trustworthiness 

during crises (Kliatchko, 2008). 

 

5.4 Ethics and Authenticity as Recovery Drivers 

Beyond reputation repair, the Alpine Adventures case highlights a moral turning point. Ethical 

marketing requires brands to respect the consumer’s right to accurate, transparent information. 



The Real Alpine Project is not merely a campaign but a values-based repositioning strategy — 

one that prioritizes realism, ecological honesty, and visual integrity. 

Research by Ferrell et al. (2019) confirms that ethical corrections post-crisis are more 

sustainable than shallow PR responses. Ethical action signals not just recovery but redemption 

— and customers increasingly support brands that “own up” and grow up after a misstep. 

Furthermore, the internal content training and Ethical Media Certification demonstrate that 

Alpine is embedding these changes structurally, not just cosmetically. This reflects a 

commitment to ethical transformation, not just reputational maintenance — a distinction valued 

by Gen Z and millennial travelers (PwC, 2021). 

 

5.5 Online Reputation and User-Generated Redemption 

The shift to user-led storytelling in the Real Alpine Project is both strategic and sincere. Online 

Reputation Management (ORM) literature emphasizes that authenticity is best restored 

through peer-to-peer content, not corporate rebranding alone (Kietzmann et al., 2011). By 

placing narrative control in the hands of real guests and influencers, Alpine transitions from 

brand narrator to brand listener — a role more trusted in today's digital culture. 

The brand’s engagement with social feedback loops (hashtags, review platforms, and real-time 

multilingual responses) also reflects ORM best practices. Studies show that public responses to 

negative content reduce negative virality by 30–50% when issued within 24 hours (Jin, Liu & 

Austin, 2014). 

This strategy repositions Alpine not just as a place to visit, but a brand that listens and evolves 

— a critical quality in a post-COVID era where consumer expectations have permanently 

shifted. 

 

5.6 Intercultural Customization and Global Relevance 

Hofstede’s cultural framework proves invaluable in crafting Alpine’s messaging. The apology 

was adapted across four major regions — Germany, Japan, India, and the US — accounting for 

differences in: 

 Tone (e.g., direct vs. indirect), 

 Authority representation (e.g., top leadership vs. team voice), 

 Community focus (e.g., individual compensation vs. group reassurance), 

 Emotional appeal (e.g., rational explanations vs. harmonious sentiment). 

Failure to customize could have caused cultural alienation or worsened the backlash. The 

multilingual, region-specific delivery ensures resonance and respect. As Luna and Gupta 



(2001) suggest, culturally attuned messages increase perceived sincerity and reduce 

defensiveness, especially in high-context societies. 

The use of localized influencers also bridges gaps between corporate brand identity and regional 

consumer trust — providing familiar faces and local credibility. 

 

5.7 Repositioning from Crisis to Purpose 

Crisis often compels brands to reflect on their deeper identity. Alpine Adventures’ repositioning 

around realness, honesty, and simplicity aligns with the market shift toward eco-authentic 

tourism — where experience is prioritized over perfection. 

Aaker’s model of brand equity (1996) argues that emotional differentiation, not functional 

attributes, builds loyalty in high-involvement services like tourism. Alpine is not just shifting its 

narrative but redefining its value proposition in a way that resonates with emotionally aware, 

experience-seeking consumers. 

The slogan “See It As It Is. Love It As It Comes.” (proposed in future branding) reflects this 

shift — not just visually but ideologically. 

 

5.8 Risk Considerations and Strategic Gaps 

Despite the strengths of the response plan, risks remain: 

 Public skepticism: Some consumers may perceive the reset as performative. 

 Media exploitation: The initial scandal may be repeatedly referenced by journalists, 

affecting search results. 

 Operational friction: Ethical content approval processes may slow down campaign 

agility. 

 Influencer hesitancy: Some may choose not to return, fearing reputational risk. 

To mitigate these risks, Alpine should: 

 Partner with independent auditors to validate new campaigns 

 Launch media interviews to control narrative framing 

 Maintain ongoing transparency reports to demonstrate reform 

 Empower staff as brand advocates to humanize the recovery 

These actions, backed by continued ORM monitoring, will strengthen credibility over time. 

 



5.9 Conclusion of Discussion 

The analysis of Alpine Adventures’ crafted communications reveals a consistent, theory-

informed, and emotionally intelligent crisis response. From SCCT-based message strategy to 

cultural localization and ethical repositioning, Alpine demonstrates a multi-layered path from 

crisis to recovery. The case reaffirms that in tourism — an industry where perception is reality 

— how a brand responds in difficult times matters more than how it performs in ideal 

ones. 

  

6. Conclusion 

In the tourism and recreation industry, brands don't just sell services — they sell expectations, 

emotions, and dreams. When those expectations are violated, the fallout can be more damaging 

than in almost any other sector. The case of Alpine Adventures exemplifies this dynamic: a 

beautifully produced but misleading video resulted in viral backlash, disappointed customers, 

and global scrutiny. Yet, it also opened a door — a rare chance for the brand to rediscover and 

realign with its values. 

This assignment developed a comprehensive strategic communication response to the crisis 

using key academic frameworks: Situational Crisis Communication Theory (SCCT) to 

structure the tone and message, ethical marketing principles to guide internal reflection and 

reform, online reputation management (ORM) to handle digital platforms and engagement, 

and Hofstede’s intercultural framework to craft globally sensitive responses. Each element 

contributed to the creation of a response strategy rooted in sincerity, logic, and long-term 

purpose. 

The crafted responses — from the internal memo to the influencer outreach email — reflect a 

brand not only correcting a mistake but also evolving. Rather than hiding behind PR jargon, 

Alpine Adventures chose to own the mistake, apologize without reservation, and implement real 

reforms, such as an Ethical Media Certification program and The Real Alpine Project. These 

actions were designed not to win back the market overnight, but to gradually rebuild trust, foster 

authenticity, and promote customer collaboration in the brand narrative. 

The stakeholder segmentation also played a vital role. Staff were engaged through shared 

responsibility and skill-building. Customers were addressed with emotional honesty and real-

time policy corrections. Investors received a clear plan with long-term vision. Influencers were 

offered transparency and creative control — reflecting a true shift in partnership values. 

Together, these responses demonstrate a deeply human, brand-wide commitment to growth. 

The case also underscores the importance of cultural awareness in marketing crises. By using 

regionally adapted versions of the apology and recovery content, Alpine showed respect for the 

diverse ways people process corporate mistakes. A one-size-fits-all response might have 

escalated the damage; the localized messages instead helped soften the fallout and promote 

healing across markets. 



From an academic and professional perspective, this assignment illustrates how marketing 

students — and future brand leaders — can use strategic communication not just as a damage 

control tactic, but as a way to create meaningful transformation. The goal is no longer just to 

manage reputation, but to re-earn trust through honesty, humility, and change. 

In conclusion, Alpine Adventures' crisis became a moment of redefinition. The brand’s 

willingness to shift from curated perfection to transparent imperfection could position it not just 

as a survivor, but as a leader in responsible tourism marketing. For an industry built on 

emotional resonance, that kind of authenticity isn’t just smart — it’s essential. 
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