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1.0 Abstract

In response to a recent norovirus outbreak at one of its upscale resort properties in the Maldives, GlobalSun
Resorts Ltd. developed a strategic crisis communication plan, which is presented in this report. Due to the
highly contagious nature of norovirus and the resort's upscale international clientele, there were serious risks to
operations, reputation, and health. This report develops a targeted communication response, including an
internal staff memo, a press release that is visible to the public, and a stakeholder letter addressed to investors

and travel agency partners, using Situational Crisis Communication Theory (SCCT) as the guiding framework.

By using culturally sensitive tone, clarity, persuasion, and strategic intent that is appropriate for the audience
and crisis stage, each communication deliverable exhibits advanced proficiency in business English.
Coordinating a coordinated staff response and reinforcing hygiene protocols are the goals of the internal memo.
While the stakeholder letter concentrates on long-term reputation and business continuity, the public press

release stresses transparency and reassures guests of safety measures.

In order to guarantee worldwide resonance, the report also examines cross-cultural factors in handling blame,
trust, and emotional tone, relying on Hofstede's cultural dimensions. According to research, using SCCT-
supported corrective and rebuilding tactics with culturally sensitive messaging can help minimize harm to a
brand's reputation, win back stakeholder trust, and preserve its position as a leading luxury travel brand

worldwide.

2.0 Introduction

At its flagship resort in the Maldives, GlobalSun Resorts Ltd., a prominent player in the high-end travel
industry, recently encountered a norovirus outbreak. Known for its quick spread and gastrointestinal side
effects, norovirus is a major health risk to both employees and visitors. Such an outbreak is not only a health
emergency but also a serious threat to brand integrity, customer loyalty, and international reputation in the
context of luxury tourism, where guests have extraordinarily high expectations for cleanliness, safety, and
individualized service. A badly handled response could cause long-term financial and reputational harm

because travel advisories and internet reviews have a significant impact on reservations.

This report's goal is to develop a technically sound, culturally aware, and strategically sound crisis
communication plan to deal with the incident. The plan identifies suitable communication strategies based on
the nature and cause of the crisis, using Situational Crisis Communication Theory (SCCT) as its conceptual

foundation. To ensure that messages are understood by a range of stakeholders, including employees, foreign



visitors, investors, and partners in travel agencies, cross-cultural communication framework principles are also

applied.

This report's scope is restricted to communication tactics used during the outbreak's acute response phase. Only
as background information for messaging are operational responses, such as medical interventions and
sanitation logistics, mentioned. An internal staff memo, a public press release, and a stakeholder letter are the
report's three main deliverables. A thorough examination of tone, structure, and cultural appropriateness
bolsters these. The ultimate goal is to protect the resort's image, reassure interested parties, and strengthen

confidence in its ability to handle emergencies and provide for guests.

3.0 Literature Review

Effective communication is more than just conveying information when handling high-stakes health crises in
the tourism sector, like the norovirus outbreak that GlobalSun Resorts Ltd. encountered. It must be carefully
planned to preserve confidence, reduce harm to the company's reputation, and reassure a wide range of
international audiences. In this situation, effective crisis communication necessitates a sophisticated fusion of
evidence-based tactics, cultural awareness, and linguistic accuracy. The four main pillars that support this
report's crisis communication framework are examined in this literature review: Reputation management in the
hospitality sector, cross-cultural communication in travel, situational crisis communication theory (SCCT), and

business English in emergency situations.

Each of these areas offers unique perspectives on how tourism-related organizations can handle communication
issues when there are health-related disruptions. First, the tone, clarity, and persuasiveness of all internal and
external communications are greatly influenced by the use of business English in crisis situations. Language
used in a high-stakes situation needs to be both grammatically sound and strategically adaptive, able to convey

empathy, manage public perception, and preserve authority.

Second, a structured framework for comprehending how the attribution and nature of a crisis impact
communication tactics is offered by Situational Crisis Communication Theory (SCCT). SCCT, which was
created by W. Timothy Coombs, classifies crises according to the level of organizational responsibility and
provides three response strategies: deny, diminish, and rebuild. SCCT promotes rebuilding strategies that give
priority to transparency, corrective action, and expressions of concern in situations such as a norovirus

outbreak, where the organization is expected to manage the crisis responsibly but is not held accountable for it.



Third, it is impossible to overestimate the significance of intercultural communication in the travel industry.
International resorts usually have a multicultural clientele with a range of communication preferences,
emotional expectations, and values. Effective crisis communication must modify tone, formality, and emotional
framing to accommodate audiences from high- and low-context cultures, as well as collectivist and individualist

societies, by drawing on cultural frameworks like Hofstede's dimensions.

Lastly, during and after crises, reputation management in the hospitality sector becomes a major concern.
Reputation in the travel industry is strongly correlated with perceived safety, brand credibility, and service
quality. According to research, stakeholder trust, recovery time, and long-term brand loyalty can all be greatly

impacted by how a crisis is communicated, particularly in the early phases.

These four domains collectively provide a thorough theoretical and practical basis for creating a crisis
communication strategy that is adapted to the challenges that GlobalSun Resorts Ltd. faces when dealing with a
norovirus outbreak. Each of these elements will be covered in more detail in the literature review's upcoming
sections, which will be backed by current research, industry standards, and accepted communication theories.
Crisis Communication in Business English

In high-stakes situations, business English is characterized by tone, register, and rhetorical intent in addition to
grammatical accuracy. Business English is increasingly seen as a strategic asset in international corporate
communication, particularly in times of crisis, claim Louhiala-Salminen and Kankaanranta (2018). The
language used in these situations needs to convey professionalism, openness, and empathy. Public
announcements must be both informative and emotionally sensitive, stakeholder communications must be

reassuring and reputational, and internal memos must be direct and operational (Zhou & Hall, 2021).

Register and tone are important. According to Hyland (2019), modal verbs, passive constructions, and hedging
are frequently used in persuasive writing in business English to communicate authority without coming across
as defensive. Messages about health crises also need to address uncertainty and fear. By ensuring that
stakeholders with different language skills understand the communication, clear and accessible language lowers

the possibility of reputational misinterpretation (Mazur, 2020).

Theory of Situational Crisis Communication (SCCT)

SCCT, which was created by W. Timothy Coombs, provides a framework for aligning crisis response tactics
with the level of accountability assigned to the company. The three main response clusters identified by
Coombs (2021) are rebuild, diminish, and deny. The rebuild strategy works best in situations where the
organization is operationally responsible but not directly at fault, such as a norovirus outbreak in a resort. It

entails voicing concerns, offering compensation, and taking corrective action.



According to Coombs (2019), the timing, credibility of the source, and channel choice all affect how effective
crisis communication is. Rapid communication through a variety of channels (email, website, and press) would
be consistent with SCCT's recommendation for responsiveness and transparency in the case of GlobalSun
Resorts Ltd. Additionally, Coombs' theory emphasizes how crucial it is to maintain consistency across
audiences in order to avoid misunderstandings or perceived deceit—this is particularly important when

communicating in a multicultural, multilingual setting.

Intercultural Interaction in Travel

The tourism sector works in a variety of cultural contexts, and there can be significant differences in how crises
are viewed and handled. A fundamental framework for comprehending these variations is still Hofstede's
(2010) cultural dimensions. For instance, cultures with high levels of uncertainty avoidance (like France and
Japan) might respond more strongly to uncertainty about health than cultures with lower levels (like Sweden
and the UK). Safety procedures and certainty of action must be emphasized in messages intended for these

audiences.

Additionally, individualist cultures (like the US and Australia) value openness and individual accountability,
while collectivist societies (like China and Indonesia) frequently demand a more communal and sympathetic
tone. Gudykunst (2020) asserts that trust can be damaged in times of crisis if cultural communication
preferences are not taken into consideration. A one-size-fits-all approach to tone and content can backfire in the

tourism industry, where visitors may be from more than 50 different countries.

The selection of the spokesperson, the formality of the language, and the incorporation of culturally relevant
values like respect, accountability, or family care must all demonstrate cultural sensitivity. According to Hall
(2021), when creating global messages, it is important to take into account both high-context (implicit
communication, like in Japan) and low-context (explicit communication, like in Germany) communication

styles.

Managing Reputation in the Hospitality Sector

For operators of luxury travel, brand reputation is a vital intangible asset. Reputation has a direct impact on
market positioning, revenue, and loyalty in the hospitality industry, where customer satisfaction is determined
by service quality and emotional experience (Buhalis & Sinarta, 2019). A health emergency such as a norovirus
outbreak jeopardizes the resort brand's reputation for safety and prestige. Effective communication can mitigate

this damage.

Kim and Park (2022) highlight how social media and internet reviews are becoming more and more important

in determining a person's reputation after a crisis. Timely, reliable, and values-based communication speeds up
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recovery and drastically lowers bad word-of-mouth. Additionally, crisis communication must be consistent with

the current brand voice; a luxury resort should sound authoritative and calm rather than defensive or reactive.

Additionally, as part of SCCT's rebuilding strategy, reputation management calls for admitting mistakes (if
any), detailing corrective actions, and providing regular updates. The resort can maintain stakeholder
confidence both during and after the crisis by combining these with cultural adaptation and best practices for

Business English.

4.0 Methodology

This report models a real-world response to a norovirus outbreak at GlobalSun Resorts Ltd. using a qualitative,
scenario-based methodology. The method makes it possible to simulate in great detail communication strategies
that are suited for business stakeholders, the general public, and internal employees. In order to assess message
creation and delivery in a high-pressure tourism setting, it incorporates theoretical models from crisis

communication and intercultural business studies.

Analysis Based on Scenarios

The scenario revolves around a fictitious but plausible norovirus outbreak in an upscale resort in the Maldives.
This disease context was selected because it frequently occurs in closed travel settings, like resorts and cruise
ships, making it extremely pertinent to the planning of tourism communication. The simulation looks at how

different audiences—employees, visitors, and investors—need different answers depending on their emotional

states, needs, and cultural norms.

The analysis's three main communication deliverables are as follows:

an internal memo that focuses on staff morale and operational coordination;

a public press release to reassure guests about the brand;

a letter to stakeholders intended to preserve confidence between travel agencies and investors.

Source Information

The following secondary sources are used to inform the communication scenarios:

case studies from academia about norovirus outbreaks in cruise travel (e.g., Dowling, 2019);



handbooks on hospitality crisis management and WHO travel health recommendations;

Actual press releases and company memos published by travel agencies during public health emergencies (like

COVID-19).

To find the tone patterns, structural formats, and strategic messaging typical of successful crisis responses, this
source material was triangulated.

Framework for Analysis

The main analytical framework used in this study is Situational Crisis Communication Theory (SCCT).
Because it makes it possible to distinguish between crises that can be prevented and those that cannot, SCCT
was selected. The norovirus outbreak falls into the "accidental cluster" of SCCT, where reconstruction plans are
ideal and accountability is moderate (Coombs, 2021). As a result, the analysis assesses whether the

deliverables' brand assurance, expressions of concern, and corrective actions are appropriate.

To ensure that messages align with the value systems of diverse international audiences, SCCT is combined
with Hofstede's Cultural Dimensions model. Considerations such as power distance, individualism versus
collectivism, and uncertainty avoidance are used to adjust tone and content for specific stakeholder groups. For
instance, reassurance language is given priority in high-uncertainty cultures, while empowerment messaging is

included in individualistic cultures.

Together, these frameworks allow the report to assess not only what is communicated but also how, to whom,
and why, ensuring that communication is both operationally and culturally effective and strategically aligned

with brand objectives.

5.0 Findings

The three main communication deliverables created in reaction to the norovirus outbreak at GlobalSun Resorts
Ltd. are shown in this section. These consist of a stakeholder letter, a public press release, and an internal staff
memo. Every message follows Business English conventions and SCCT principles, with content and tone

specific to the recipient.

a. Internal Staff Memo
From: Resort General Manager To: All Employees of GlobalSun Maldives Resort
Date: [Insert Date]

Subject: Staff Coordination and Immediate Health Procedures for Norovirus Response



To the Team,

At our Maldives property, we are currently dealing with a confirmed norovirus outbreak. Ensuring the health
and safety of all visitors and employees while maintaining the highest standards of operational excellence is our

top priority right now.

With immediate effect, kindly follow these procedures:

e Enhanced Sanitation: Our Level 3 Disinfection Protocols must be followed by the F&B and
housekeeping teams. This includes wearing gloves strictly when handling any visitor belongings or

room linens, as well as disinfecting surfaces in high-traffic areas on an hourly basis.

e Health Monitoring: Employees who experience symptoms like diarrhea, vomiting, or nausea should
notify HR right away and not report for duty. Full medical assistance and paid leave will be provided to

affected employees.

e Communication Protocol: The Guest Relations Team should be contacted with any questions from

visitors. Share no unofficial information about the outbreak or personal opinions.

e (Guest Reassurance: Please continue to be composed, professional, and customer-focused. When
engaging with visitors, adhere to our customer service guidelines. Right now, our professionalism and

empathy are essential.

Together, we are in this. Your commitment guarantees that our resort will always be resilient, courteous,

and safe. This evening at 6:00 PM, there will be a briefing in the staff cafeteria.

I appreciate your professionalism and dedication.

Sincerely,

[Name of Resort General Manager]| GlobalSun Resorts Ltd., Maldives

b. IMMEDIATE RELEASE OF A PUBLIC PRESS RELEASE
Date: [Insert Date]
Contact information: +1-800-000-0000 | media@globalsunresorts.com
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GlobalSun Resorts Ltd. Issues a Health Update and Puts Safety Measures in Place at the Maldives Property

[Insert Date] Maldives A localized norovirus outbreak at GlobalSun Resorts Ltd.'s flagship property in the
Maldives has been confirmed. All of the impacted guests are doing well after receiving prompt medical
attention. Under the guidance of public health officials, the resort has responded by implementing its entire

emergency hygiene protocol.

The general manager of GlobalSun Maldives stated, "We place the utmost importance on the safety and

wellbeing of our guests and staff." "To guarantee that the situation is handled quickly and openly, our teams are

working around the clock."

The following steps are being taken as a precaution:

Every two hours, all public areas, including rooms and guest areas, are thoroughly disinfected.

Self-service buffets are being discontinued, and individually plated meals are being introduced.

24/7 availability of on-site health care providers and hygienic counsel

Regular updates through the resort's guest relations team and mobile app

GlobalSun Resorts sincerely apologizes for any inconvenience caused to our visitors' experience and is

providing free stay extensions and travel assistance to those who were impacted. Under stricter safety

regulations, the resort is still open and running.

As we collaborate to uphold the high standards of care and excellence that our brand is known for, we

appreciate our guests' cooperation and understanding.

Concerning GlobalSun Resorts Ltd.
A luxury resort chain with locations in top locations across the world, GlobalSun Resorts Ltd. provides

outstanding experiences based on sustainability, safety, and service.

c. Stakeholder Letter to Travel Trade Associates and Valuable Investment Partners
From: GlobalSun Resorts Ltd. CEO.
Date: [Insert Date]
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Subject: Strategic Update on GlobalSun Maldives Property's Health Incident

Greetings, Partners

I'm writing to let you know about a contained norovirus outbreak at our Maldives property. Although this has
naturally raised concerns, I want to reassure you that GlobalSun Resorts Ltd. has handled the situation with the
utmost professionalism, openness, and adherence to the law.

As soon as we recognized the problem, we initiated our Crisis Management Protocol, which consists of:
Collaborating with regional health authorities to manage and eradicate the outbreak

bringing on more medical personnel and infection control experts

Proactively informing and providing assistance to all impacted guests

Our property in the Maldives is still open and running properly. The recovery curve is quick, and there hasn't
been much of an impact on guest services. To maintain message coherence, we have also updated our brand

channels and released a multilingual public press release.

We are aware of how critical it is to preserve stakeholder trust during these kinds of occasions. Our prompt

action demonstrates not only our readiness but also our steadfast dedication to visitor safety and trust.

To further solidify our standing as a trustworthy and resilient worldwide brand, we are evaluating our hygiene

training and crisis simulations at every property.

We appreciate your ongoing help and are here to answer any more queries.

Warm regards

[Name of CEO] GlobalSun Resorts Ltd.'s chief executive officer.

6.0 Discussion

Using the SCCT framework, cross-cultural theory, and best practices for crisis communication, this section
assesses the communication deliverables' strategic efficacy. To evaluate the messages' overall impact, it also

takes timing, tone, and media strategy into account.
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Alignment of SCCT and Tone Strategy

The messages were created using Coombs' SCCT's rebuild response cluster, which is suitable for situations in
which the organization is partially to blame but is not thought to have intentionally caused the incident. In order
to lessen internal panic and promote unity, the internal memo concentrated on operational clarity, emotional
reassurance, and instructional support. Its firm yet composed tone complemented Coombs' suggestion for

consistent messaging and staff empowerment.

The tone of the press release was open, sympathetic, and factual. It struck a balance between acknowledging the
situation and providing reassurance (health precautions, guest care). While soft modal verbs and the passive
voice prevented alarmism, the use of clear and approachable Business English guaranteed readability for a

global audience.

With a focus on continuity, risk management, and reputation preservation—all of which are essential
components of investor trust—the stakeholder letter was strategically persuasive. It incorporated the rebuilding
strategies of SCCT, which include voicing concerns, emphasizing remedial measures, and guaranteeing long-

term safety.

When combined, these resources met SCCT's objectives of lowering uncertainty, safeguarding the

organization's reputation, and preserving stakeholder goodwill.

Cross-Cultural Factors

Culturally sensitive messaging was necessary for the resort's foreign clientele. Detailed explanations of
hygienic practices and medical assistance were provided to visitors from high uncertainty avoidance cultures
(such as Germany and Japan). These audiences value structure, process, and transparency, all of which were

highlighted in the press release.

The internal memo and press release's tone of empathy and community care reflected the cultural preferences
for emotional connection and shared responsibility in collectivist cultures (such as China and Indonesia). The
public's right to continuous updates and assistance, on the other hand, reflects how individualistic cultures (such

as those in the US and the UK) responded better to accountability, proactive action, and guest autonomy.

Power distance was also taken into account. The formal stakeholder letter from the CEO reaffirmed authority
and decisiveness in high-power-distance societies (like India). The tone stayed professional but approachable in

low-power-distance areas (like Scandinavia).
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Hofstede's dimensions served as a guide for formality, message order, emphasis, and content. For instance,
high-context cultures benefited from the use of institutional voice (GlobalSun Resorts Ltd. as subject), whereas

low-context cultures benefited from the use of active voice combined with personal pronouns.

Possible Misunderstandings and Requirements for Adaptation
Potential misunderstandings could occur in spite of these efforts. For example, cultures like South Korea, which
have strong face-saving norms, may view even a small acknowledgement of failure as harmful. Perhaps a more

subdued tone or an implicit acknowledgement would be more suitable.
Similarly, unless quantitative updates (e.g., infection rates, recovery percentages) are provided, highly direct
cultures (e.g., Germany) might find the stakeholder letter excessively ambiguous. Different linguistic and

cultural regions may require localized versions of messages in future communications.

Although the internal memo is clear, staff members who do not speak English might find it easier to understand

if it were translated or simplified. A high level of English literacy is assumed in the current version.

Media Channel Strategy and Timing

All three messages contained strategic timing. In order to guarantee operational coordination prior to public
communication, the memo was created for instant internal release. Within a day, a press release was issued,
exhibiting openness without hurrying unconfirmed information. The stakeholder letter, which offered strategic
foresight and calm assurance instead of reactive defense, was timed to follow the initial containment.

Media outlets were chosen in accordance with digital tourism trends and SCCT best practices:

Staff meetings and emails regarding the internal memo

The press release's travel media, international wire services, and resort website

B2B channels and investor portals for the stakeholder letter

The communication ecosystem permitted regional and linguistic customization, preserved consistency, and

decreased conjecture.
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7.0 Discussion

The health of visitors, business continuity, and brand image were all seriously threatened by the norovirus
outbreak at GlobalSun Resorts Ltd.'s Maldives property. Clear, sympathetic, and culturally sensitive
communication is crucial in a luxury hospitality setting where safety and service standards are high. This study
has shown how a strategic crisis communication plan, based on cross-cultural communication frameworks and
Situational Crisis Communication Theory (SCCT), can successfully repair stakeholder trust and minimize

reputational harm.

A stakeholder letter, a press release intended for the general public, and an internal staff memo were the three
main communication deliverables that were created. Each was written with a particular audience in mind,
adhering to the rules of Business English, which prioritized professionalism, emotional intelligence, and clarity.
The messages' tone and structure were determined by SCCT's "rebuild" strategy, which avoided placing too

much blame while guaranteeing accountability and transparency.

By utilizing Hofstede's dimensions of power distance, collectivism, and uncertainty avoidance, the
communication strategy also took cultural variations in audience expectations into consideration. The
deliverables met the psychological and emotional needs of a wide range of international stakeholders by

modifying tone, register, and messaging focus.

GlobalSun Resorts Ltd. ought to take a number of proactive steps moving forward. These include investing in
simulation exercises based on various health scenarios, offering crisis response teams cross-cultural training,
and putting multilingual crisis communication templates into practice. A centralized digital crisis dashboard

could also decrease disinformation and enhance real-time communication.

To sum up, the crisis communication approach described in this report provides a useful, flexible framework for
handling health-related issues in high-stakes, cross-cultural travel settings. In the event of future crises,
GlobalSun Resorts Ltd. can strengthen its resilience and maintain the integrity of its global brand by fusing

theoretical rigor with practical application.
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