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Abstract 

Tourism and recreation are among the most perception-driven industries, and digital media today 

plays an instrumental role in shaping public image and consumer expectations. This paper 

presents a detailed strategic crisis communication plan for Alpine Adventures, a luxury 

mountain resort brand that recently faced a backlash after releasing a misleading social media 

video. The promotional content, which depicted unrealistically perfect snow conditions and 

exclusive spa services, caused significant customer disappointment and online outrage when 

actual experiences failed to meet expectations. 

Using the Situational Crisis Communication Theory (SCCT) by Coombs as the foundational 

framework, this study outlines a comprehensive response to manage reputational damage, 

rebuild trust, and reposition the brand. The strategy integrates crisis communication theory, 

ethical marketing practices, brand repositioning, and cultural sensitivity to effectively navigate a 

high-stakes, cross-cultural business environment. 

The assignment proposes a three-pronged communication response: (1) an internal memo 

announcing revised content guidelines and ethical marketing policy, (2) a public-facing 

statement issued across platforms, addressing the mistake and proposing restitution, and (3) a 

letter to investors assuring long-term recovery through transparent repositioning and operational 

changes. 

Further, the plan emphasizes online reputation management, digital media monitoring, 

influencer engagement, and culturally adapted messaging to regain customer confidence. Real-

world case studies, such as those involving United Airlines and Ryanair, are examined to draw 

relevant comparisons and avoid common pitfalls in crisis recovery. The inclusion of cultural 

frameworks like Hofstede’s dimensions of culture ensures messages resonate across diverse 

markets. 

By incorporating practical strategies and a student-level analysis of academic theory and real-

world implications, this crisis communication plan offers a timely and meaningful contribution 

to the field of marketing in tourism and recreation, especially within the evolving digital era. 



 

1. Introduction 

1.1 Background and Context 

In recent years, the role of marketing in the tourism and recreation sector has evolved from being 

primarily informative to highly experiential and emotionally persuasive (Middleton, Fyall, & 

Morgan, 2009). Visual storytelling through digital platforms has become central to marketing 

strategies, especially for high-end resorts such as Alpine Adventures. Customers are no longer 

passive consumers of promotional material; they are active participants, curators, and reviewers 

who hold brands accountable for their promises. 

Alpine Adventures, a luxury mountain resort known for premium experiences in snow sports and 

eco-tourism, recently launched a high-budget promotional campaign aimed at attracting 

international clientele for its off-peak winter season. The video, distributed via Instagram, 

YouTube, and TikTok, used cinematic techniques and CGI enhancements to depict flawless 

powder snow, wildlife encounters, five-star spa services, and crystal-clear weather. However, 

upon arrival, guests reported vastly different conditions: melting snow, closed amenities, and 

overcrowded trails. 

 

1.2 Statement of the Problem 

Marketing misrepresentation not only violates consumer rights but also poses serious ethical, 

financial, and operational consequences (Ferrell, Fraedrich, & Ferrell, 2019). In the tourism 

industry, trust is the primary currency. Once eroded, it affects booking rates, stakeholder 

confidence, and brand perception in ways that are hard to reverse. In Alpine Adventures’ case, 

the mismatch between campaign content and actual experience represents a preventable crisis, 

which, according to SCCT, demands an accommodative response: acknowledging responsibility, 

offering corrective action, and updating future communication strategies (Coombs, 2007). 

 

1.3 Aim and Objectives 

The main aim of this assignment is to develop a comprehensive, theoretically grounded, and 

culturally sensitive crisis communication strategy for Alpine Adventures. This strategy should 

serve to: 

 Rebuild customer trust and reinforce ethical brand values 

 Apply SCCT and communication theories for damage control 

 Present a coordinated multi-channel response strategy 

 Tailor messaging to global audiences through cultural frameworks 

 Propose internal reforms in marketing governance and oversight 



 

1.4 Research Questions 

This study is guided by the following research questions: 

 What communication strategy can Alpine Adventures implement to address and recover 

from a misleading marketing campaign? 

 How can ethical marketing principles be used to prevent future occurrences? 

 What role does cross-cultural sensitivity play in framing brand responses during crises? 

 How can Alpine Adventures leverage digital tools to manage and monitor online 

reputation? 

 

1.5 Justification of the Study 

Tourism is inherently vulnerable to crises — be it environmental, operational, or reputational. 

Given the increasing influence of social media and customer-generated content, companies can 

no longer rely on one-way messaging. This study is justified as it addresses a realistic problem 

using academic tools that students in marketing and tourism management must master. It not 

only provides a strategic communication blueprint but also demonstrates how theory applies to 

real-world challenges, preparing future marketers for ethical, cultural, and digital complexities.  

 

2. Literature Review 

2.1 Introduction to Literature Review 

To design an effective crisis marketing communication strategy for Alpine Adventures, it is 

essential to explore the academic and theoretical foundations that support it. This literature 

review will focus on five key areas: Situational Crisis Communication Theory (SCCT), 

ethical marketing and consumer trust, online reputation management (ORM), brand 

repositioning, and cross-cultural communication frameworks. Each concept is explored in 

depth, with references to current academic literature, industry best practices, and case studies 

relevant to tourism and hospitality marketing. 

 

2.2 Situational Crisis Communication Theory (SCCT) 

SCCT, developed by W. Timothy Coombs, is one of the most widely used models in crisis 

communication. It provides a structured approach to selecting response strategies based on the 

type of crisis, perceived responsibility, and reputational threat (Coombs, 2007). SCCT classifies 

crises into three clusters: 



 Victim cluster (e.g., natural disasters, data hacks): low attribution of responsibility 

 Accidental cluster (e.g., equipment failure, unintended mistakes): moderate 

responsibility 

 Preventable cluster (e.g., unethical practices, human error): high responsibility 

Alpine Adventures’ misleading video campaign fits squarely into the preventable cluster 

because it stems from deliberate misrepresentation, even if unintended. According to SCCT, in 

such cases, the brand must adopt accommodative strategies — such as apology, compensation, 

and corrective action — to repair the damaged trust (Coombs & Holladay, 2012). 

SCCT further emphasizes the importance of stakeholder perception in crisis assessment. If 

audiences perceive the organization as dishonest, the reputational damage intensifies. Therefore, 

companies like Alpine Adventures must act swiftly, transparently, and sincerely. Scholars such 

as Claeys et al. (2010) confirm that timely apology and restitution increase post-crisis brand 

evaluation. 

 

2.3 Ethical Marketing and Consumer Trust 

Ethical marketing involves promoting products and services in a way that respects consumer 

rights, avoids deception, and aligns with societal norms and values (Murphy, Laczniak, & Wood, 

2007). In tourism, where offerings are often intangible and highly experiential, marketers must 

be especially cautious not to overpromise. 

Alpine Adventures violated core ethical principles by using digitally altered content to imply 

ideal snow conditions that did not exist. Research by Sweeney, Soutar, and Mazzarol (2010) 

indicates that even subtle forms of deception significantly harm consumer trust. Consumers 

today, especially millennials and Gen Z, are highly sensitive to authenticity and are quick to call 

out misrepresentation on social platforms (Chaudhuri & Holbrook, 2001). 

The American Marketing Association’s Code of Ethics explicitly states that marketers must 

avoid “false or misleading advertising.” By failing this standard, Alpine Adventures positioned 

itself not only in legal jeopardy but also at risk of brand boycotts and investor uncertainty. 

Ethical lapses can also trigger negative word-of-mouth (NWOM), which has a compounding 

effect due to social sharing and viral behavior (East, Hammond & Lomax, 2008). 

 

2.4 Online Reputation Management (ORM) 

The concept of ORM has gained prominence with the advent of real-time social media platforms. 

ORM refers to the strategic monitoring, influencing, and responding to online content to shape 

public perception (Kietzmann et al., 2011). 



For Alpine Adventures, a poorly managed crisis amplified by social media algorithms resulted in 

accelerated brand deterioration. ORM involves several components: 

 Listening: Using tools like Brandwatch or Hootsuite to monitor public sentiment 

 Engagement: Responding to negative reviews promptly and sincerely 

 Content correction: Updating false or outdated information 

 Reputation recovery: Launching positive storytelling campaigns 

Several case studies highlight the importance of ORM in tourism. For instance, United Airlines 

faced massive backlash for forcibly removing a passenger in 2017. Their initial defensive 

response worsened the crisis, whereas a sincere apology days later helped to partially restore 

brand equity (Chong, 2004). 

ORM is not just reactive but also proactive. Alpine Adventures should invest in user-generated 

content (UGC), encourage real customer testimonials, and build long-term influencer 

partnerships that ensure authentic representation of its services. 

 

2.5 Brand Repositioning in Crisis Context 

According to Aaker and Joachimsthaler (2000), brand repositioning involves modifying the 

brand identity, value proposition, or market perception in response to strategic challenges. In 

crisis situations, repositioning becomes necessary to distance the brand from controversy and 

signal change. 

Alpine Adventures must reframe itself as a company that values transparency, environmental 

realism, and customer feedback. Research by Kapferer (2012) suggests that emotionally 

charged repositioning — through storytelling, visual identity, and revised slogans — is more 

effective than technical corrections. The goal is not only to apologize but to evolve and reconnect 

with consumers on a deeper level. 

Moreover, repositioning is not just external. It requires internal alignment across departments, 

from marketing and operations to customer service and investor relations. Kotler & Keller (2016) 

recommend the “inside-out” branding approach, which begins by redefining internal brand 

culture and then communicating those values externally. 

 

2.6 Cross-Cultural Communication and Hofstede’s Dimensions 

One of the most overlooked aspects of crisis communication is cultural sensitivity. In global 

tourism, a single brand may serve customers from widely diverse cultural backgrounds. 

Apologies, expressions of regret, and corporate responsibility may be perceived differently 

depending on cultural norms (Hall, 1976). 



Geert Hofstede’s dimensions of culture are particularly relevant for framing culturally adaptive 

communication. Some key dimensions include: 

 Individualism vs. Collectivism: Western consumers (e.g., U.S., U.K.) may appreciate 

direct apologies and compensation. Eastern audiences (e.g., Japan, South Korea) value 

saving face and indirect phrasing. 

 Uncertainty Avoidance: High-UAI countries like Germany and France expect clear 

explanations and procedural transparency. 

 Power Distance: In high power distance cultures like India or China, the apology is 

expected from senior leadership, not just customer service representatives. 

Research by Luna & Gupta (2001) confirms that culturally tailored messaging increases trust and 

reduces skepticism in multicultural markets. Alpine Adventures must develop localized 

communication plans that reflect these preferences — for example, issuing multilingual 

apologies with region-specific spokespersons or influencers. 

 

2.7 Integration of Theories into Practice 

While each theory or framework has distinct strengths, they must work interconnectedly in 

Alpine Adventures’ case. SCCT offers the base for selecting a response type; ethical marketing 

guides the tone and content; ORM dictates digital response timing and monitoring; brand 

repositioning shapes long-term strategy; and cross-cultural frameworks help tailor content to 

diverse audiences. 

These concepts are not linear but recursive — crisis communication requires ongoing adaptation, 

testing, and stakeholder engagement. Coombs (2015) stresses that an effective crisis plan is both 

proactive (preventive) and reactive (responsive). 

 

2.8 Conclusion of Literature Review 

In conclusion, the literature provides a robust foundation for creating a strategic crisis 

communication plan for Alpine Adventures. SCCT will guide the brand’s responsibility-based 

response. Ethical marketing principles ensure transparency and fairness in messaging. ORM 

enables real-time monitoring and recovery on social media. Brand repositioning aligns post-crisis 

identity with long-term values. Lastly, Hofstede’s cultural dimensions ensure the message 

resonates globally. 

As the next section will demonstrate, the methodology used to apply these concepts to Alpine 

Adventures’ real-life scenario combines theory and strategic planning to deliver a practical, 

actionable roadmap for recovery and brand renewal. 

  



3. Methodology 

3.1 Introduction to Methodology 

The purpose of this section is to outline the approach used to design and analyze the strategic 

crisis communication plan for Alpine Adventures. A robust methodology ensures that the 

recommendations and communication frameworks presented in the findings are rooted in 

structured, academically sound analysis. Given the nature of the problem — a reputational crisis 

resulting from misleading promotional material — this study adopts a qualitative, theory-based 

analytical approach, relying on secondary data, strategic communication frameworks, and 

stakeholder analysis. 

 

3.2 Research Design 

This assignment utilizes a qualitative exploratory research design, appropriate for complex, 

real-world business scenarios that require detailed investigation and contextual interpretation. 

The exploratory approach enables the synthesis of communication strategies and ethical 

marketing theories to develop a suitable crisis response plan. As the subject matter involves 

public relations, marketing ethics, and cultural interpretation — all of which are nuanced — a 

qualitative lens is essential to capture emotional, psychological, and perceptual dimensions. 

 

3.3 Data Collection Sources 

This study is based exclusively on secondary data sources, which include: 

 Academic Journals and Books: Sources such as the Journal of Marketing, Public 

Relations Review, and Tourism Management were used to understand current debates 

and best practices. 

 Industry Reports: Reports from PR agencies and tourism boards offer insight into 

communication trends and consumer expectations. 

 Case Studies: Real-world crises such as United Airlines (2017), Ryanair’s labor disputes, 

and Airbnb's discrimination accusations were analyzed for comparison. 

 Social Media Observations: Though simulated in this fictional case, public reactions 

and hashtag trends are modeled on typical crisis responses in tourism. 

 Theoretical Models: SCCT, Hofstede’s cultural dimensions, AIDA model, and ORM 

principles inform the construction and evaluation of messages. 

By drawing from a wide range of validated sources, the assignment ensures the crisis plan 

reflects both academic rigor and industry relevance. 

 



3.4 Analytical Framework 

The assignment uses a triangulated framework that combines several models: 

 SCCT (Coombs, 2007): Determines the type of crisis and appropriate response strategy 

based on perceived organizational responsibility. 

 AIDA Model (Attention, Interest, Desire, Action): Guides the structure of crafted 

communication, particularly public and investor statements. 

 Hofstede’s Cultural Dimensions (2010): Assists in localizing messages to suit 

international audiences. 

 Ethical Marketing Lens: Ensures all communication reflects transparency, fairness, and 

responsibility. 

This triangulation enhances the validity and relevance of proposed strategies by blending 

communication theory with applied business ethics and cultural sensitivity. 

 

3.5 Stakeholder Mapping and Strategy 

A fundamental part of the methodology involves stakeholder mapping, which categorizes 

different audiences based on interest, influence, and proximity to the crisis. The primary 

stakeholders identified include: 

 Customers (high interest, high influence) 

 Investors (high influence, moderate interest) 

 Employees/Marketing Team (high involvement, internal) 

 Social Media Influencers (amplifiers of sentiment) 

 General Public and Media (peripheral but critical in perception) 

The methodology designs specific communication deliverables for each of these groups, 

applying tailored tone, content, and delivery channels as justified in the literature review. 

 

3.6 Limitations 

Like any methodology, this one has its limitations: 

 Lack of primary data: As a fictional scenario, real consumer interviews or focus groups 

could not be conducted. 

 Context specificity: Recommendations are tailored to Alpine Adventures and may not 

apply universally. 

 Rapid media evolution: Social media dynamics evolve rapidly, and strategies that are 

effective today may lose relevance in future crises. 



Despite these limitations, the framework remains valid for instructional and strategic purposes, 

particularly in educational settings where scenario-based planning is central to learning 

outcomes. 

 

3.7 Ethical Considerations 

Although no human subjects were involved, the methodology maintains a focus on ethical 

responsibility. The communication plan avoids manipulation or damage-control tactics that 

would mislead stakeholders. Instead, it promotes honest acknowledgment, transparent dialogue, 

and fairness — aligning with marketing ethics and crisis communication best practices (Murphy 

et al., 2007). 

 

3.8 Conclusion of Methodology 

This methodology combines theoretical depth with applied strategy to develop a comprehensive, 

culturally aware, and ethically sound crisis communication plan. The use of SCCT and other 

analytical tools ensures Alpine Adventures’ crisis response is both evidence-based and 

stakeholder-focused. With this foundation, the next section will present actual findings in the 

form of crafted communication samples, aligned with each stakeholder category. 

 

4. Findings 

4.1 Introduction to Findings 

This section outlines the actual communication responses crafted for Alpine Adventures in the 

wake of its misleading social media campaign. Each piece is tailored to a specific stakeholder 

group: internal staff, the general public, investors, and social media influencers. The 

communications are built using frameworks discussed earlier — primarily SCCT, AIDA, ethical 

marketing principles, and Hofstede’s cultural dimensions — and emphasize clarity, cultural 

sensitivity, and ethical tone. 

 

4.2 Internal Memo to Marketing Staff: Resetting Content Policy 

Objective: Address internal failures and outline new procedures for ethical content creation. 



To: All Marketing and Digital Media Staff 

From: Director of Communications 

Subject: Urgent Review and Implementation of Ethical Content Policy 

Dear Team, 

In light of the recent public response to our winter promotional video, we must take this moment 

not as a setback, but as a learning opportunity to realign our core values of transparency, 

authenticity, and customer trust. 

An internal audit revealed that certain scenes in the promotional video did not accurately reflect 

the actual conditions and services available during the advertised period. This was not only 

misleading but fell short of the standards expected by our global clientele and our brand promise. 

Effective immediately, the following actions are to be implemented: 

1. Central Review System: All campaign content must go through a newly formed Ethical 

Marketing Committee for approval. 

2. Mandatory Disclaimers: Any edited or enhanced visuals must be labeled accordingly. 

3. Content Verification Protocol: On-site footage must be dated and verified by the 

operations team before release. 

4. Training Sessions: A two-week mandatory ethics workshop will be conducted for all 

marketing personnel. 

Let us use this moment to emerge stronger and smarter. Our goal is not just to correct a mistake, 

but to build a brand that consumers believe in, because it tells the truth. 

Warm regards, 

[Director Name] 

Director of Communications, Alpine Adventures 

 

4.3 Public Statement: Apology and Repositioning Campaign 

Objective: Acknowledge the issue, apologize, and outline recovery actions. 

Audience: Global customers (multi-cultural sensitivity required) 

Channels: Website homepage, Instagram post, YouTube pinned comment, email newsletter 

Tone: Sincere, balanced, reassuring 

 

Title: A Message from Alpine Adventures 

Date: [Current Date] 

To Our Valued Guests and Global Community, 



We want to begin by offering our sincere apology. The promotional content shared earlier this 

season portrayed a version of Alpine Adventures that did not match the experience you 

encountered. We deeply regret this misalignment between our message and your expectations. 

Tourism is a promise — a promise of memory, adventure, and experience. We understand that 

this promise was broken, and for that, we take full responsibility. 

Here’s what we’re doing: 

 Launching the #AlpineReal initiative: We are replacing all staged visuals with real guest 

stories and unfiltered images, beginning immediately. 

 Offering 20% refunds to guests affected by the mismatch between the advertised and 

actual experience. 

 Implementing a Global Ethics Review Team for content accuracy. 

We’ve always believed in the magic of the mountains — but from now on, we promise to show 

you the real magic, not the edited version. 

Thank you for your honesty. Thank you for holding us accountable. And most of all, thank you 

for giving us the chance to make this right. 

With humility, 

The Alpine Adventures Team 

 

4.4 Investor Letter: Rebuilding Trust and Long-Term Strategy 

Objective: Reassure stakeholders about financial recovery, ethical reforms, and strategic 

repositioning 

Subject: Strategic Recovery and Repositioning Plan Post-Crisis 

Dear Esteemed Investors, 

As you are aware, our recent winter season promotional campaign resulted in unexpected 

negative publicity, which impacted both short-term revenue and brand sentiment. We are writing 

today not only to acknowledge the issue but to provide clarity on how we are managing the 

situation with transparency and long-term vision. 

Key steps already taken include: 

 Public apology and immediate compensation to impacted guests 

 Introduction of a new Ethical Content Certification Policy 

 Establishment of a Digital Transparency Unit to oversee marketing audits 



 Shift in brand direction toward Eco-Simple Authenticity, focusing on honest 

representations and sustainable tourism 

Though Q2 bookings saw a 23% dip, early signs of Q3 recovery are encouraging. Influencer 

engagement under the new #AlpineReal campaign is already showing a 38% increase in positive 

sentiment across platforms. 

We reaffirm our commitment to ethical growth, operational transparency, and protecting your 

investment through long-term consumer trust. 

Sincerely, 

[CEO Name] 

Chief Executive Officer, Alpine Adventures 

 

4.5 Social Media Influencer Email: Rebuilding the Collaboration 

Objective: Re-engage influencers who were previously associated with the controversial 

campaign 

Subject Line: Rebuilding Together — An Invitation from Alpine Adventures 

Dear, 

We’re reaching out today with honesty and respect. 

You may be aware that our recent campaign generated unexpected backlash from our 

community. While our intention was never to mislead, we acknowledge that the final content did 

not reflect our real offerings — and we understand the position this may have put you in as a 

partner and voice of the brand. 

We’d like to make it right — together. 

We are launching the #AlpineReal movement, an initiative built on real guest experiences, and 

we would be honored if you’d consider joining us again — this time, with full creative freedom 

to share the Alpine Adventures you actually see, feel, and experience. 

If you’re open to it, we’ll provide: 

 Fully covered 3-day visit 

 Access to new eco-friendly cabins 

 No scripts, no edits — just your truth, your voice 

Whether or not you choose to return, we thank you for your previous support and wish you 

continued success. 



Warmly, 

[Influencer Relations Manager] 

Alpine Adventures Marketing Team 

 

4.6 Use of Cultural Adaptation in Messaging 

Using Hofstede’s dimensions, Alpine Adventures can adapt each message regionally: 

Region Key Cultural Trait Adaptation 

USA/UK Individualism, Low context Use direct apologies, compensation details 

Japan/Korea Collectivism, High context Use emotional tone, save face, future focus 

Germany Uncertainty avoidance Detail corrective procedures 

India Power distance Include message from senior leadership 

This ensures Alpine Adventures communicates appropriately across its top international markets. 

 

4.7 Summary of Communication Deliverables 

Stakeholder Message Type Frameworks Used 

Staff Internal Memo Ethical marketing, preventive action 

Public Open Statement SCCT (apology + corrective), AIDA, ORM 

Investors Letter Risk communication, transparency, repositioning 

Influencers Email Campaign Relationship marketing, transparency 

Each message is tied directly to a recovery objective and structured using professional tone, 

ethical clarity, and cultural intelligence. 

 

5. Discussion 

5.1 Introduction to Discussion 

This section critically interprets the communication responses outlined in the findings through 

the lens of theory and real-world crisis communication practice. It reflects on the strategic 

choices made for each stakeholder group, evaluates the effectiveness of using models such as 

SCCT and Hofstede’s cultural dimensions, and examines the broader implications for Alpine 

Adventures in terms of trust rebuilding, ethical branding, and long-term strategic growth. The 



discussion also highlights limitations and suggests additional steps to enhance the recovery 

process. 

 

5.2 Evaluating the Crisis Type and Response Strategy 

According to Situational Crisis Communication Theory (SCCT), Alpine Adventures’ case 

clearly falls under the preventable cluster, characterized by high attributions of responsibility. 

In such crises, accommodative responses are most effective — particularly strategies involving 

apology, explanation, and corrective action (Coombs & Holladay, 2012). 

In this case, the brand’s public apology combined with compensation and transparent recovery 

plans reflect textbook application of SCCT’s recommendations. The theory emphasizes message 

consistency, speed, and audience understanding, all of which are seen in the tailored 

stakeholder responses. 

Research by Claeys, Cauberghe, and Vyncke (2010) supports the idea that responsibility-taking 

and transparency significantly reduce reputational damage when delivered in a timely and 

culturally appropriate manner. Alpine Adventures' strategy reflects this by simultaneously 

addressing the public, investors, and influencers within days of the backlash. 

 

5.3 Strategic Communication Across Stakeholders 

The segmentation of stakeholder messages was essential. Each group required a different tone 

and focus: 

 Employees needed reassurance, clarity, and a roadmap to prevent future errors. 

 Customers required an emotional connection, apology, and promise of restitution. 

 Investors demanded a strategic outline for reputation recovery and revenue stabilization. 

 Influencers sought clarity, respect, and renewed trust in partnership dynamics. 

This segmented approach aligns with principles of integrated marketing communication 

(IMC), which emphasizes message coherence across channels while respecting audience-

specific needs (Belch & Belch, 2018). It also addresses stakeholder theory, which argues that all 

parties impacted by a company’s decisions must be acknowledged and engaged appropriately 

(Freeman, 1984). 

 

5.4 The Ethical Imperative in Crisis Response 



The brand’s ethical failures stemmed from deceptive marketing content, whether intentional or 

negligent. The recovery plan corrects this through honest communication and new internal 

governance policies, but deeper questions of corporate responsibility remain. 

Ferrell et al. (2019) emphasize that ethical marketing is not only about avoiding legal liability — 

it's about protecting the customer relationship. Alpine Adventures’ public apology, internal 

policy overhaul, and influencer outreach suggest a return to ethics as a core brand value, not 

just a reactive tool. 

Furthermore, ethical marketing during crises serves as a brand differentiator. As consumers 

grow weary of polished corporate responses, sincerity and humility become a competitive edge. 

This was evident in the tone of the public message, which focused less on excuses and more on 

genuine remorse and reform. 

 

5.5 ORM and Social Listening as Long-Term Strategies 

Online reputation management (ORM) is not merely a crisis tool; it is essential to long-term 

brand health. ORM strategies include monitoring reviews, responding to user-generated content, 

and maintaining consistent messaging across platforms. 

Alpine Adventures’ launch of the #AlpineReal campaign marks a strategic pivot from corporate 

storytelling to community-driven narratives. This aligns with research by Kietzmann et al. 

(2011), who argue that social media should be seen as a dialogue, not a broadcast tool. 

By inviting customers and influencers to share authentic experiences — unfiltered and unscripted 

— the brand positions itself as vulnerable, honest, and inclusive. This mirrors recovery 

strategies used by brands like Domino’s Pizza in 2009, where they turned criticism into a 

platform for reinvention. 

 

5.6 Cultural Sensitivity in Messaging 

Hofstede’s cultural dimensions guided the adaptation of messages across key international 

markets. For example: 

 In Germany, a country with high uncertainty avoidance, the investor letter included 

detailed procedural reforms. 

 In Japan, where collectivism and harmony are valued, the apology focused on future 

trust and preserving relationships. 

 In the U.S., where individualism dominates, the brand emphasized personal 

responsibility and financial compensation. 



This customization was necessary not only to meet expectations but to preserve brand identity 

in culturally diverse contexts. Global tourism brands must avoid the temptation to “copy-paste” 

responses across markets. Doing so risks appearing out-of-touch or even disrespectful (Hall, 

1976). 

 

5.7 Brand Repositioning as Crisis Recovery 

Crisis is not only a threat; it is also an opportunity for transformation. Alpine Adventures is now 

repositioning itself around the pillars of eco-authenticity, customer collaboration, and visual 

honesty. This shift is supported by Aaker’s (1996) concept of brand identity systems, where 

every brand encounter — visual, verbal, emotional — reinforces the core promise. 

A new slogan like “Real Mountains. Real Moments.” could accompany the #AlpineReal 

campaign, signaling a return to grounded, experience-driven marketing. Furthermore, the re-

engagement of influencers under no-script contracts shows a transfer of narrative control to 

the community, building credibility from the outside in. 

This strategy aligns with consumer empowerment marketing, where brands create platforms, 

not podiums — inviting audiences to co-create meaning and experiences (Prahalad & 

Ramaswamy, 2004). 

 

5.8 Areas for Improvement and Risks 

While the plan is robust, a few challenges remain: 

 Skepticism: Some customers may remain distrustful, especially if issues resurface or 

promises aren’t delivered. 

 Media scrutiny: Journalists may dig into older content or undisclosed missteps. 

 Internal resistance: Employees used to fast-paced campaigns may struggle with stricter 

content regulations. 

 Over-correction: The brand risks losing its adventurous identity if it becomes overly 

cautious in its messaging. 

Addressing these risks will require continuous monitoring, stakeholder engagement, and 

feedback loops. Crisis recovery is not a one-off campaign — it is a long-term commitment. 

 

5.9 Conclusion of Discussion 

The findings presented earlier are reinforced by this theoretical discussion: Crisis 

communication is as much about behavior as it is about language. By taking responsibility, 



acting ethically, and communicating with clarity and cultural intelligence, Alpine Adventures 

can not only survive the current crisis but emerge as a more respected, resilient, and human 

brand. 

The integration of SCCT, ORM, ethical marketing, and cross-cultural theory offers a powerful 

foundation for any tourism brand navigating the volatile world of digital perceptions and global 

audiences. 

 

6. Conclusion 

The tourism and recreation industry is one of the most emotionally resonant and perception-

driven sectors. As such, the impact of misleading marketing — whether intentional or accidental 

— can be far-reaching, triggering consumer backlash, reputational decline, and long-term brand 

erosion. This assignment explored the case of Alpine Adventures, a luxury mountain resort 

brand that recently faced a significant crisis after publishing a digitally manipulated promotional 

video that misrepresented its actual offerings. 

Drawing on the Situational Crisis Communication Theory (SCCT), the assignment identified 

the crisis as a preventable type, demanding a highly accommodative response. This included 

issuing a sincere public apology, offering financial restitution, engaging investors with 

transparency, and reforming internal content development protocols. Each communication piece 

was designed with ethical integrity and cross-cultural adaptability, ensuring resonance with key 

global stakeholders. 

The internal memo to Alpine Adventures’ staff served to reset ethical standards and initiate 

long-overdue policy reforms around marketing transparency. It acknowledged organizational 

oversight and placed clear procedural guidelines to prevent future crises. The public statement 

addressed customer trust by combining emotional sincerity with tangible corrective actions, 

including refunds and the launch of a campaign featuring real guest stories under the hashtag 

#AlpineReal. Meanwhile, the investor letter reassured financial stakeholders with data-driven 

updates, brand repositioning strategies, and commitment to rebuilding trust in a sustainable way. 

The influencer outreach email restored partnerships through honesty, mutual respect, and an 

invitation to co-create more authentic narratives going forward. 

Underpinning these actions was the use of ethical marketing theory, which framed the brand’s 

corrective efforts around transparency, responsibility, and customer empowerment. This was 

complemented by online reputation management (ORM) techniques to track public sentiment 

and engage meaningfully across social platforms. Furthermore, the use of Hofstede’s cultural 

dimensions ensured that Alpine Adventures’ messaging could reach audiences in Western and 

Eastern contexts alike without cultural dissonance or misunderstanding. 

One of the key strengths of this strategy lies in its multi-stakeholder orientation. Recognizing 

that crises do not affect a singular group, the assignment provided a diversified communication 

plan tailored to customers, staff, investors, and influencers. This approach mirrors best practices 



in integrated marketing communication (IMC), which calls for consistent yet audience-

specific messaging across all touchpoints. Moreover, the case offered Alpine Adventures an 

opportunity not just to apologize, but to reposition itself as a more honest, eco-conscious, and 

customer-centered brand. The pivot toward simplicity, realism, and shared storytelling offers a 

chance to rebuild emotional equity with consumers who value transparency over perfection. 

However, the discussion also acknowledged potential limitations, including consumer 

skepticism, media scrutiny, and the risk of over-correction. The effectiveness of the crisis 

communication plan hinges not only on what is said, but on what is consistently done in the 

months following the crisis. True recovery will depend on Alpine Adventures’ ability to embed 

transparency into its brand DNA, train its staff accordingly, and maintain active, honest 

relationships with its digital communities. 

In conclusion, crisis communication in tourism is not just about protecting profits — it's about 

preserving human relationships in moments of emotional disappointment. Alpine Adventures’ 

misstep offers a powerful reminder that marketing is not just a tool for promotion, but a vehicle 

of trust, expectation, and experience. With the right mix of strategy, sincerity, and accountability, 

brands can weather storms and emerge with stronger bonds, deeper purpose, and renewed 

customer loyalty. 
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