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1.0 Abstract  

The strategic crisis marketing communication plan for Alpine Adventures, a well-known mountain resort 

company that received negative publicity after releasing a deceptive promotional video, is presented in this 

report. Customer dissatisfaction, online criticism, and reputational harm resulted from the video's inaccurate 

portrayal of the typical guest experience, which featured idyllic snow conditions and opulent amenities. In 

response, this report suggests an integrated communication approach that emphasizes stakeholder engagement, 

transparent messaging, and ethical repositioning. 

 

Situational Crisis Communication Theory (SCCT), along with business English and global audience targeting 

principles, serve as the foundation for the communication strategy. Clarity, tone, and cultural sensitivity are 

emphasized in order to control perception in a variety of markets. Three main deliverables are created: an 

investor letter detailing recovery plans and long-term brand repositioning initiatives; a public statement 

expressing regret for the deceptive campaign and clarifying the brand message; and an internal memo 

announcing updated content policies. 

 

This plan seeks to restore Alpine Adventures' integrity in the global tourism scene, protect brand equity, and 

rebuild consumer trust by coordinating strategic messaging with ethical marketing principles and culturally 

sensitive communication techniques. 

 

An internal memo announcing updated content policies, training requirements, and oversight mechanisms for 

marketing teams; a public statement expressing sincere regret for the deceptive campaign and realigning the 

brand message with Alpine Adventures’ core values of sustainability and authenticity; and an investor letter 

detailing the brand’s recovery plan, long-term repositioning efforts, and commitment to ethical marketing 

practices are the three main deliverables created to support the strategy. 

 

Through strategic alignment with SCCT and ethical marketing principles, this plan aims to restore Alpine 

Adventures' integrity in the global tourism scene, protect brand equity, rebuild consumer trust, and lay the 

groundwork for sustainable growth in a competitive, multicultural market. 

 

 

2.0 Introduction 

In the current digital era, where brand perception can change significantly in a matter of hours, travel agencies 

need to make sure that their promotional materials adhere to strict guidelines for authenticity and transparency. 

Following the publication of a social media campaign that overstated the caliber of its services, Alpine 

Adventures, a reputable mountain resort operator that caters to tourists from around the world, recently faced a 
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crisis in its reputation. The promotional video's depictions of immaculate snow, opulent lodgings, and flawless 

guest experiences were very different from the realities faced by most tourists. Customers, influencers, and 

watchdogs in the travel industry reacted negatively to the campaign after visitors and internet reviewers started 

pointing out these discrepancies. 

 

Such errors can undermine customer confidence and damage long-term brand equity in a global tourism market 

that depends heavily on experience, reputation, and trust. Therefore, crisis communication is essential for 

minimizing harm, readjusting stakeholder expectations, and restoring brand trust. The Alpine Adventures 

incident highlights how urgently businesses must combine culturally sensitive communication techniques with 

ethical marketing principles. 

 

In order to address the fallout from the deceptive video, this report creates a crisis communication response that 

makes use of SCCT (Situational Crisis Communication Theory), intercultural communication frameworks, and 

best practices for Business English. Three main deliverables will be produced as part of it: an investor letter 

detailing recovery and repositioning strategies, a public statement for audiences around the world, and an 

internal memo to marketing personnel. The effectiveness of the communication strategy in reestablishing 

confidence and safeguarding Alpine Adventures' brand integrity in a high-stakes, global setting is also assessed 

in the report. 

 

3.0 Literature Review 

Crisis Communication in Business English 

In corporate crisis communication, business English is essential, particularly when dealing with reputational 

risks in global marketplaces. Effective business English in emergency situations must strike a balance between 

professionalism, emotional intelligence, clarity, and accuracy (Nickerson, 2021). Tone and register are essential 

for reducing ambiguity and preserving trust, claim Charles and Marschan-Piekkari (2002). Poorly written 

language can increase public backlash or result in legal liabilities in high-stakes situations. 

 

According to Hynes (2016), crisis communications need to be emotionally appropriate for the situation's 

sensitivity and linguistically consistent with the organizational voice. Inappropriate framing of a crisis response, 

whether too defensive or too casual, can alienate audiences or imply guilt. Therefore, in crisis situations, 

business English needs to be clear and reassuring while also supporting the organization's positioning. 

 

Frameworks for Marketing Communication 

Established marketing communication concepts, particularly those pertaining to positioning, brand image, and 
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customer trust, must be incorporated into crisis marketing. According to Keller (2003), brand image is the way 

that consumers view a brand based on prior encounters and outside messaging. According to Kotler and Keller 

(2016), a deceptive advertising campaign can seriously harm a brand's credibility by fostering unfavorable 

associations, decreasing consumer loyalty, and eroding its online reputation. 

 

According to positioning theory, brands need to specify their market niche precisely and constantly match their 

messaging to the services they actually provide (Trout & Ries, 2001). A breach of the psychological contract 

between the customer and the business occurs when promotional materials overstate or misrepresent the 

company's core offerings, which erodes trust and increases discontent (Berry, 2000). Therefore, restoring brand 

integrity necessitates open communication that repositions the brand in the minds of consumers in an ethical 

and practical manner. 

 

Message reception is also influenced by consumer psychology. Fennis and Stroebe (2015) state that consumers 

use cues like tone, admittance of fault, and consistency across communication channels to determine how 

trustworthy a brand is. For crisis communications to have a positive impact on brand attitudes, cognitive 

heuristics like competence, responsiveness, and sincerity must be activated. 

Situational Crisis Communication Theory (SCCT)  

The Situational Crisis Communication Theory (SCCT), developed by Coombs (2007), offers a solid framework 

for developing crisis responses based on perceived accountability and reputational risk. Three categories of 

crises are distinguished by the SCCT: victim (low responsibility), accidental (medium responsibility), and 

preventable (high responsibility). Each category corresponds to a set of recommended communication 

strategies, ranging from denial and diminishment to apology and compensation (Coombs, 2015).  

 

In this case, the company's deceptive promotional video is an avoidable crisis because Alpine Adventures had 

control over the content and its dishonest nature was predictable. To restore public trust in high-responsibility 

crises, SCCT suggests employing rebuild strategies like full apologies, remedial actions, and compensation 

offers (Coombs & Holladay, 

SCCT also emphasizes the significance of past reputation and crisis history. Stakeholders would place more 

blame on Alpine Adventures if the company had prior marketing scandals or customer complaints, which 

would worsen the harm to its reputation. As a result, during the recovery phase, the SCCT framework informs 

both strategic positioning and tactical messaging. 

 

Theories of Apologia and Image Repair 

Benoit's (1995) Image Repair Theory offers supplementary insights to further the analysis. Denial, evasion of 

responsibility, reducing offensiveness, corrective action, and mortification are the five general response 

strategies it describes. These tactics prioritize public opinion over organizational accountability. The best 
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results come from mortification (apology) coupled with corrective action when there have been ethical 

transgressions or audience deception, both of which Alpine Adventures has experienced. 

 

 

 

Similarly, the rhetorically grounded Apologia Theory stresses the presentation of self-defense in a way that is 

morally acceptable (Ware & Linkugel, 1973). According to the theory, organizations can preserve their 

legitimacy by reiterating their values, elucidating their intentions, and providing an explanation for their 

actions. 

 

When combined with SCCT, these theories are especially beneficial. Image Repair and Apologia concentrate 

on linguistic and rhetorical delivery, which aids in customizing tone, structure, and emphasis, whereas SCCT 

defines the approach according to the type of crisis. 

 

Theory of Intercultural Communication 

Intercultural communication theory must also be applied when interpreting crisis messages in a global tourism 

market. The way audiences view apologies, responsibility, and emotional tone is influenced by Hofstede's 

(2011) cultural dimensions, which include individualism vs. collectivism, power distance, and uncertainty 

avoidance. 

 

For instance, face-saving techniques and indirect expressions of regret are more acceptable in high-context 

cultures like the UAE or Japan, whereas directness and complete accountability are valued in low-context 

cultures like the US or Germany (Hall, 1976). In one culture, a tone that seems excessively defensive or 

ambiguous might be interpreted as modest and respectful in another. Global travel companies like Alpine 

Adventures must thus carefully craft their messaging to guarantee cultural sensitivity in a variety of markets. 

 

Glocalization, or the deliberate adaptation of global messaging to regional cultural contexts, is also crucial. 

While modifying tone and style to meet local expectations, it guarantees that core messages (such as apology 

and corrective action) uphold consistent values. 

 

4.0 Methodology 

This report analyzes and develops a thorough crisis marketing communication plan for Alpine Adventures 

using a qualitative, theory-driven methodology. The approach combines intercultural viewpoints, marketing 

frameworks, and communication theory to assess and create impactful messaging in reaction to an avoidable 

reputational crisis. The approach places a strong emphasis on contextual appropriateness, ethical alignment, and 



7 
 
strategic tone catered to a variety of international audiences because of the cross-cultural nature of the tourism 

sector. 

 

The Situational Crisis Communication Theory (SCCT), created by Coombs (2007), is the main theoretical 

framework chosen. SCCT was selected because of its methodical approach to aligning crisis response tactics 

with the degree of organizational accountability and reputational risk. Given that Alpine Adventures is thought 

to have complete control over the incident, the deceptive promotional video in this instance represents a 

preventable crisis. The "rebuild" posture, which includes public apologies, justification of corrective actions, 

and reputational restoration, is advised by SCCT. As a result, SCCT is perfect for directing strategic choices 

and message development in this situation. 

 

The report uses Apologia Theory (Ware & Linkugel, 1973) and Image Repair Theory (Benoit, 1995) to 

improve the linguistic and persuasive aspects of the communication. These rhetorical models help to improve 

messages' emotional appeal, tone, and moral position. These theories guarantee that the messaging is not only 

strategically positioned but also sympathetically conveyed by emphasizing discourse-level tactics like 

mortification (apology), bolstering (highlighting positive traits), and corrective action. 

 

To evaluate the cultural resonance of the communication across target markets, a third analytical lens—

intercultural communication theory, specifically Hofstede's cultural dimensions—is employed. Because Alpine 

Adventures caters to a global clientele, it is essential to modify language, tone, and format to accommodate 

different cultural norms around corporate responsibility, apology, and blame. When speaking to audiences from 

both high-context (like East Asia and the Middle East) and low-context (like North America and Western 

Europe) cultures, this layer of analysis helps avoid tone-deaf or culturally insensitive messaging. 

 

Three main deliverables are examined using a content analysis model as part of the methodology: 

1. Internal Communication with Marketing Personnel 

What it is: 

Management sent the marketing team an internal message. 

 

Goal: 

 

to notify employees of the crisis's immediate policy changes. 

 

to strengthen internal accountability and guarantee that upcoming promotional material is truthful and 

consistent with brand values. 
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to implement new practices such as ethical messaging training and content verification. 

 

Strategic Value: By endorsing corrective action under SCCT, this memo shows that the business is 

accepting accountability and enacting meaningful change. It promotes an ethical marketing culture, 

improves internal alignment, and lessens the likelihood of recurrence. 

 

2.  A Statement of Public Apology to Customers 

What it is: 

a formal, external communication meant for the general public, with a focus on current and potential 

clients. 

 

Goal: 

 

to sincerely apologize and publicly acknowledge the deceptive video. 

 

to explain the precise steps done to address the issue and stop it from happening again. 

 

to reassure people about Alpine Adventures' honesty and dedication to openness. 

 

Strategic Value: When the company is at fault, this is the "rebuild" strategy in action—a crucial SCCT 

response. It restores public trust by delivering an emotionally intelligent and culturally sensitive apology 

using the principles of Business English. 

 

3. Letter to Investors on Brand Recovery Plan 

What it is: 

a focused communication outlining the company's crisis response and future course to investors and 

stakeholders. 

 

Goal: 

 

to show that the crisis is being proactively managed by the leadership. 

 

to demonstrate a precise, well-organized recovery plan in order to preserve investor confidence. 

 

to convey expected results, brand repositioning, and business continuity. 
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Strategic Value: A crucial component of crisis recovery, stakeholder reassurance is supported in this 

letter. Additionally, it demonstrates alignment with reputation management and ethical business 

practices. The message is unambiguous, self-assured, and consistent with SCCT's emphasis on 

legitimacy restoration and accountability. 

 

In order to restore trust, reposition the brand, and guarantee Alpine Adventures' long-term reputational 

resilience, each message speaks to a different audience and serves a unique purpose. When combined, 

they create a whole and harmonious cricis communication response. 

 

The following standards are applied when evaluating each deliverable: 

 

Clarity and Tone: Does the communication use professional, emotionally intelligent, and approachable 

Business English? 

 

Cultural Sensitivity: Does the language respect audience expectations and international norms? 

 

Strategic Alignment: Does the message follow SCCT guidelines and encourage brand repositioning? 

 

This multifaceted approach guarantees that the communications are both practically and theoretically sound in 

controlling stakeholder expectations and reestablishing the credibility of the brand. 

 

5.0 Finding  

The main communication strategy created in reaction to Alpine Adventures's reputational crisis following the 

release of a deceptive promotional video is presented in this section. The plan's three main deliverables are 

aimed at various stakeholder groups, including investors, the general public, and internal staff. To address the 

sensitivities of a global audience, each message is customized using Business English standards, informed by 

the Situational Crisis Communication Theory (SCCT), and framed with intercultural awareness. 

 

1. Internal Memo to Marketing Staff: Objective and Content 

The internal memo announces required training in intercultural communication and ethical marketing, along 

with immediate changes to content policies. It acknowledges the department's role in averting future crises and 

establishes a positive and professional tone. A passage: 

 

"Going forward, a revised three-stage review process that incorporates factual verification, cultural sensitivity 

analysis, and brand alignment checks must be applied to all promotional content." 
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Assessment: 

 

Business English Tone: The memo encourages accountability without placing blame by using clear, polite, and 

inspiring language. 

 

SCCT Strategy: One of the suggested approaches in a crisis situation that can be avoided is corrective action, 

which is reflected in this message. 

 

Cultural Sensitivity: The memo foresees the expectations of a global clientele by placing a strong emphasis on 

inclusive storytelling and cultural awareness training. 

 

2. Statement of Public Apology to Customers: Objective and Content 

The public statement apologizes bluntly and freely admits that the video was deceptive. It also describes the 

actions done to fix the problem and stop it from happening again. An important passage: 

 

"We sincerely apologize to everyone who felt misled and acknowledge this misrepresentation... Authenticity, 

safety, and respect for all the cultures and communities we serve continue to be the cornerstones of our values. 

 

Assessment: 

 

Clear, emotionally intelligent, and suitably apologetic is the tone of business English. By staying away from 

technical jargon, it guarantees accessibility. 

 

SCCT Strategy: In line with high-responsibility crises, this statement employs the rebuild posture, particularly 

the apology and corrective action. 

 

Cultural Sensitivity: The apology acknowledges the various ways that people around the world view ethics, 

trust, and corporate responsibility. 

 

3. Letter to Investors on Brand Recovery Plan 

Goal and Content: 

The purpose of this letter is to remind stakeholders of the leadership's dedication to openness and brand 

restoration. It mentions early positive sentiment trends and provides a roadmap for strategic actions. An excerpt 

 

"Internationally recognized frameworks, such as SCCT, serve as the foundation for our brand recovery strategy, 
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guaranteeing that our response is stakeholder-focused and grounded in evidence." 

 

Assessment: 

 

Business English Tone: Accurate vocabulary, measured optimism, forward-thinking, formal, and confident. 

 

SCCT Strategy: It offers proof of continuous monitoring and long-term correction while bolstering rebuild 

strategies. 

 

Cultural Sensitivity: Maintains a globally professional tone while acknowledging the expectations of foreign 

investors. 

 

An Integrated Communication Method 

These messages support Alpine Adventures' strategic recovery by forming a coherent, tiered communication 

plan. Every message is: 

 

Context-sensitive: audience-specific 

 

Theory-informed: in line with the principles of marketing communication and SCCT 

 

Cross-culturally sensitive: created with consideration for diversity around the world 

 

To provide complete visibility while maintaining the main body's analytical focus, the messages could be 

displayed in Appendices A–C. 

 

6.0 Discussion  

The efficacy of Alpine Adventures' crisis communication plan is evaluated critically in this section in relation 

to theoretical and strategic benchmarks, such as brand marketing frameworks, intercultural communication 

theory, and SCCT. 

 

Conformity to SCCT Guidelines 

In avoidable crises, SCCT recommends that organizations implement rebuild strategies that include complete 

apologies, compensation (if applicable), and corrective measures (Coombs, 2007). The communication strategy 

of Alpine Adventures closely adheres to these guidelines. While the internal memo starts structural changes in 

marketing practices, the public apology acknowledges full responsibility and outlines immediate reforms. The 
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investor letter reflects stakeholder-focused accountability by openly reporting the crisis and outlining long-term 

corrective measures. 

The choice to refrain from minimization or denial is in line with SCCT's recommendation that when an 

organization is obviously at fault, action and transparency are more successful. Additionally, by using past 

reputation, these messages present the incident as an anomaly rather than a pattern of dishonesty. 

 

Reaction of the Global Audience and Cultural Framing 

Alpine Adventures and other tourism brands operate in a multilingual, multicultural setting. Therefore, avoiding 

more backlash requires an understanding of cultural expectations. The communication strategy modifies tone 

and delivery for worldwide resonance by referencing Hofstede's dimensions: 

 

High-context cultures, like those in Japan and the United Arab Emirates, value indirectness, humility, and 

group-focused values. By focusing on common values and refraining from an aggressive defense, the apology 

honors these characteristics. 

 

Direct communication and accountability are valued in low-context cultures (such as the US and Germany). 

This need is met by the investor letter and apology, which include ownership of fault and explicit action plans. 

 

Idiomatic phrases, legalistic jargon, and culturally sensitive wording are avoided to keep the communication 

polite and accessible in all situations. 

 

Danger of Retaliation or Misunderstanding 

Despite the strategy's thoroughness, some risks still exist: 

 

Online amplification: If there is no genuine change after the apology, social media users might view it as 

performative. 

 

Cynicism from previous visitors: Rebuilding trust may involve more than just messaging if previous 

experiences have consistently deviated from marketing promises. 

 

Alpine Adventures must combine communication with obvious operational improvements, like updated resort 

services, open guest reviews, and user-generated content that supports new brand promises, in order to reduce 

these risks. 
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Rebuilding Trust and Managing Digital Reputation 

Rebuilding customer trust starts with a solid communication plan. The public apology provides reasonable 

expectations and directly addresses customer concerns. A hallmark of crisis-ready Business English is the tone, 

which is composed, culturally aware, and measured. 

 

However, it takes consistent effort to restore one's online reputation. Important tactics consist of: 

 

releasing corrections made behind the scenes (such as videos demonstrating changes) 

 

Encouraging former clients to share their genuine, well-rounded experiences 

 

Responding to user comments in a courteous, tailored manner 

 

A message by itself won't restore trust right away; it needs to be earned over time via consistency and 

genuineness. 

 

Long-Term Repositioning of the Brand 

The communication plan sets Alpine Adventures up for strategic brand repositioning after recovery. The brand 

can stand out in a crowded market by integrating the values of ethical marketing, cultural sensitivity, and 

transparency into internal procedures. 

 

The communication strategy shifts the brand narrative from "aspirational luxury" to "authentic alpine 

experience," which more accurately represents the service and fosters enduring loyalty. Alpine Adventures can 

come out of the crisis stronger and more reputable if this repositioning is incorporated into current campaigns 

and operations. 

 

7.0 Conclusion 

Particularly in the fiercely competitive and culturally sensitive international tourism industry, the crisis that 

erupted at Alpine Adventures after the release of a deceptive promotional video posed a serious reputational 

challenge. In order to rebuild public confidence, uphold moral principles, and reposition the brand for long-term 

resilience, this report created and assessed a thorough crisis marketing communication plan. The response plan, 

which is based on Situational Crisis Communication Theory (SCCT), Image Repair Theory, and intercultural 

communication frameworks, shows how communication theory can be strategically applied to real-world, high-

stakes tourism crises. 
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Three well-crafted communication deliverables, each suited to a different stakeholder group—internal staff, 

customers, and investors—are at the center of the strategy. These include a public apology admitting the 

campaign's failures, an investor letter offering reassurance and detailing the brand recovery roadmap, and an 

internal memo to marketing staff detailing updated content policies and training initiatives. To ensure wide 

worldwide resonance, each message was written using precise, emotionally intelligent Business English, a tone 

that was carefully calibrated, and cultural sensitivity principles. 

 

Through the implementation of concrete reforms and staff training, the internal memo demonstrates the 

organization's dedication to operational accountability. The marketing team is better equipped to represent the 

brand in the future thanks to this internal communication, which also serves to reinforce ethical standards. In 

situations where the organization bears primary responsibility for the crisis, the public apology was intended to 

express genuine regret, admit fault, and provide transparent corrective action—all of which are characteristics 

of SCCT's rebuild posture. The investor letter supports these initiatives by reaffirming the proactive approach 

of the leadership, detailing plans for reputational recovery, and reviving trust in the company's long-term 

course. 

 

The use of SCCT is especially important. The report supports the need for a complete apology and corrective 

action rather than denial or deflection by categorizing the misleading video as a preventable crisis. Alpine 

Adventures' rebuild plan emphasizes perceived sincerity and accountability, which is in line with both academic 

and real-world best practices in crisis communication. The report also uses Image Repair Theory's rhetorical 

insights to improve the messaging's quality by utilizing techniques like mortification and corrective action. By 

guaranteeing that the messaging would work for a broad range of international audiences, the incorporation of 

intercultural communication theory—more especially, Hofstede's cultural dimensions and Hall's context 

communication framework—further reinforced the approach. 

 

The crucial role that business English proficiency plays in influencing the results of crisis response is another 

significant finding from this analysis. In addition to theoretical knowledge, advanced language skills—such as 

professional language usage, emotional intelligence, and word choice—are necessary for effective crisis 

communication in the tourism industry. In this instance, cautious word choice prevented additional harm and 

established the groundwork for brand restoration. 

 

The strategy also recognizes the dangers of public perception in the era of social media as well as the 

effectiveness of digital communication. Stakeholders expect quick, culturally sensitive, and compassionate 

communication, followed by practical changes, so transparency alone is insufficient. The report's messages 
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form the cornerstone of a more comprehensive recovery strategy that incorporates continuous sentiment 

analysis online, operational enhancements, and ethical marketing campaigns moving forward. 

 

Going forward, Alpine Adventures needs to keep integrating moral and cross-cultural communication into its 

brand strategy. This entails investing in multilingual and multicultural communication tools, providing 

continuous training to employees on content ethics, and fostering closer ties with clients by producing 

transparent, user-driven content. A more grounded and genuine brand image can be achieved, especially, by 

using past visitors as brand ambassadors, sharing true guest stories, and soliciting community input. 

 

In conclusion, the report's findings emphasize how crucial it is to match ethical responsibility, linguistic clarity, 

and cultural sensitivity with crisis communication. With integrity, inclusivity, and long-term trust more 

important than immediate promotional gains, Alpine Adventures now has the chance to not only bounce back 

but also become a leader in ethical tourism marketing. The business can regain its brand identity and guarantee 

long-term reputational strength in the international travel industry by continuing to place a high priority on 

authenticity and strategic communication. 
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