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Abstract 

Crisis communication in tourism is more than crisis resolution — it’s reputation revival through 

empathy, accountability, and emotional clarity. This assignment explores the crisis Alpine 

Adventures faced after a misleading video about their snowy mountaintop experience circulated 

online. The video, while beautiful, distorted reality — triggering customer backlash and media 

attention. Using Situational Crisis Communication Theory (SCCT), ethical marketing principles, 

and intercultural adaptation, this paper builds a comprehensive response strategy. Through 

tailored stakeholder messages — including a heartfelt apology, transparent investor updates, and 

influencer reengagement — the brand attempts not just to recover but reposition itself. This 

assignment argues that Alpine Adventures must move from perfectionism to realism, from 

curated beauty to customer trust, and from controlling the narrative to co-creating it. 

 

1. Introduction 

In today’s hyper-visual tourism economy, destinations are not discovered — they are 

experienced first on screen. Before a booking is ever made, travelers imagine their trip through 

videos, influencers, and curated promotional visuals. For brands like Alpine Adventures — a 

mid-sized European adventure tourism brand — this visual storytelling can be their greatest 

asset. But when that narrative deviates from truth, it quickly becomes their greatest liability. 

In early 2025, Alpine Adventures published a breathtaking video campaign across social media 

platforms. Snow-covered peaks, cozy wooden lodges, crisp blue skies — the content promised a 

winter wonderland that looked lifted straight out of a dream. The problem? The actual weather 

during the promoted season had been erratic, and much of the “snow” was enhanced with filters 

and overlays. The backlash was swift. Customers who arrived expecting a frosted paradise 



instead found slushy trails and muddy hiking routes. What followed was a viral storm of 

disappointment, outrage, and #FakeAlpine tweets, reels, and reviews. 

This incident created not just a visual credibility crisis, but a deeper trust fracture between 

Alpine and its global audience. Travelers felt deceived. Influencers were dragged into the 

criticism. Investors saw the stock dip. Suddenly, the brand’s reputation — which had been built 

over years of quiet consistency — began to unravel in weeks. 

Tourism is uniquely vulnerable to such image crises. Unlike retail or tech, where errors can be 

fixed post-sale, tourism is ephemeral. A bad experience cannot be returned — only remembered, 

and reshared. That’s why marketing in this sector requires more than compelling design. It 

demands authenticity, ethical foresight, and deep cultural sensitivity. Crisis communication, 

then, becomes not just reactive damage control, but strategic emotional healing. 

This assignment explores how Alpine Adventures can rebuild that emotional bridge — with its 

customers, staff, partners, and global audience. By using frameworks such as the Situational 

Crisis Communication Theory (SCCT), principles of ethical tourism marketing, 

intercultural messaging, and online reputation management, the paper crafts a robust 

communication plan grounded in sincerity, logic, and emotional intelligence. 

More importantly, this assignment doesn’t just ask, “What should Alpine say?” It explores, 

“How should Alpine feel, reflect, and respond?” 

The methodology combines secondary data analysis with theoretical application. From analyzing 

past tourism crises (e.g., Fyre Festival, Marriott data breach) to reviewing PR recovery models, it 

draws insights from real-world failures and comebacks. The stakeholder messaging (internal 

memo, apology, investor update, and influencer email) is crafted uniquely for this version — 

distinct from previous assignments — with a narrative arc that reflects Alpine's transformation 

from an image-first brand to a values-first brand. 

In doing so, the assignment aims to provide a case model not just for Alpine, but for all tourism 

organizations grappling with the tension between curated perfection and authentic reality. 

What emerges from this journey is a key truth: In a world of digital filters and hyperexpectations, 

the brands that win aren’t the most perfect — they’re the most honest. 

 

2. Literature Review 

2.1 Introduction to Literature Themes 

A tourism crisis born from visual misrepresentation is not just a breach of marketing ethics — 

it’s a breakdown in emotional trust. This section critically reviews literature on five 

interconnected areas essential to building Alpine Adventures’ crisis response strategy: 



1. Situational Crisis Communication Theory (SCCT) 

2. Ethical marketing in tourism 

3. Emotional branding and trust repair 

4. Online reputation management 

5. Intercultural communication in global tourism markets 

By connecting theory with real-world tourism failures and recovery strategies, the review forms 

the conceptual foundation of Alpine's communication plan. 

 

2.2 Situational Crisis Communication Theory (SCCT) 

Developed by Coombs (2007), SCCT remains one of the most widely cited models in crisis 

communication research. It proposes that the type of crisis and the perceived responsibility of 

the organization determine the most appropriate response strategy. 

In Alpine’s case, the misleading campaign was not accidental — it was preventable. This places 

the brand in the “preventable crisis” cluster, where the audience expects apology, 

compensation, and meaningful corrective action (Coombs & Holladay, 2010). Using denial or 

deflection would only escalate the damage — an effect supported by empirical studies showing 

that brands who fail to express remorse in preventable crises suffer longer reputational recovery 

timelines (Claeys & Cauberghe, 2012). 

SCCT also suggests that the speed of response and consistency of message across stakeholder 

groups play a major role in credibility restoration (Coombs, 2015). Alpine’s communication 

strategy must therefore be fast, honest, and multifaceted — precisely the approach adopted in the 

messaging simulation in later sections. 

 

2.3 Ethical Marketing in Tourism 

Ethical marketing in tourism involves promoting experiences accurately, respecting cultural and 

ecological realities, and avoiding manipulation of consumer perception (Middleton et al., 2009). 

When brands cross the line between “aspirational storytelling” and “deceptive fantasy,” they risk 

creating a trust rupture that isn’t easily fixed with a refund. 

Scholars like Hudson and Miller (2005) argue that tourism marketing must reflect the fragile 

balance between inspiration and honesty, particularly as modern travelers increasingly seek 

authentic, raw, and unfiltered experiences. In fact, research by the Travel Foundation (2021) 

shows that 68% of millennials prefer tourism content that includes both pros and cons, including 

limitations (weather, seasonality, etc.). 

In Alpine’s case, the video’s use of digital snow overlays and strategic angles may not have been 

illegal — but it violated the consumer’s emotional contract. The lesson from ethical tourism 



marketing literature is clear: reputation is not built through fantasy — it’s built through 

alignment between expectation and reality (Ferrell et al., 2019). 

 

2.4 Emotional Branding and Trust Recovery 

Trust is not a rational process; it’s emotional. Tourists invest not just money but anticipation 

and hope into their travel plans. That’s why emotional branding is central to both crisis and 

recovery (Thompson et al., 2006). The disappointment from Alpine’s false imagery wasn’t just 

about slush instead of snow — it was about betrayal of the imagined experience. 

In tourism, emotional branding relies on three main pillars (Schembri et al., 2010): 

 Transparency (Show me what I’ll really get) 

 Sincerity (Say it like you mean it) 

 Consistency (Don’t change your tone across channels) 

Brands that fail in one but recover in another can survive. But failing in all three leads to 

emotional detachment and social backlash — as Alpine has experienced. Rebuilding emotional 

branding post-crisis requires reassurance, empathy, and humility — all of which inform the 

crafted messages in this assignment. 

Furthermore, Bergami and Bagozzi (2000) show that customers identify emotionally with 

brands that reflect their values. If Alpine shifts from curated perfection to realness, it may not 

just recover — it may deepen its bond with conscious travelers. 

 

2.5 Online Reputation Management (ORM) 

In the digital age, a single review, reel, or comment can become the brand's public face. Online 

Reputation Management (ORM) is no longer a reactive function — it is a proactive necessity in 

tourism marketing (Kietzmann et al., 2011). 

Tourism brands like Ryanair, Carnival Cruises, and Thomas Cook have faced severe online 

backlash, showing that social media virality can destroy brand equity in days (Scott, 2020). 

But ORM also offers a path to redemption. Responding promptly, acknowledging mistakes, and 

inviting feedback are proven methods to control damage and rebuild trust (Jin, Liu & Austin, 

2014). 

Alpine’s ORM strategy must focus on: 

 Monitoring sentiment in real-time 

 Responding to negative posts with acknowledgment and offers 

 Curating positive user-generated content for its comeback campaign 



 Avoiding defensiveness — the most common ORM mistake (Sigala, 2011) 

The use of hashtags like #RealAlpine and the pivot to guest-centered content directly applies 

ORM literature to the brand’s situation. 

 

2.6 Intercultural Communication and Tourism Messaging 

Crisis communication doesn’t travel equally across cultures. What sounds sincere in Germany 

may feel vague in Japan. What feels apologetic in India may feel overly emotional in the UK. 

Hofstede’s cultural dimensions offer a vital lens to ensure that Alpine’s messages resonate 

across its global markets (Hofstede et al., 2010). 

Key dimensions considered in the crafted strategy include: 

 Individualism vs. Collectivism — adjusting tone between personal and community-

oriented messaging 

 Uncertainty Avoidance — providing more structural detail in high-UA cultures (e.g., 

Germany, South Korea) 

 Power Distance — emphasizing senior leadership involvement in cultures with 

hierarchical respect norms (e.g., Brazil, India) 

 Context Sensitivity — tailoring message depth for high-context cultures (e.g., Japan) vs. 

low-context (e.g., US, UK) 

Tourism researchers like Reisinger (2009) highlight that culturally misaligned crisis messages 

can amplify damage, while culturally adapted content increases brand empathy and forgiveness. 

In Alpine’s plan, the use of regional influencer voices, multilingual messaging, and audience-

specific tone shifts is not just strategy — it is cultural respect in action. 

 

2.7 Summary of Theoretical Integration 

The literature reviewed shows that crisis response in tourism requires an integrative approach — 

combining emotional branding, ethics, cultural fluency, and digital engagement. Alpine’s 

communication plan applies these theories by offering: 

 A stakeholder-sensitive, theory-aligned response matrix 

 Honest, emotionally intelligent messages 

 Recovery grounded in values, not spin 

These academic frameworks not only legitimize Alpine’s strategy but also illustrate how modern 

tourism brands can emerge stronger by embracing transparency, co-creation, and humility. 



 

3. Methodology 

3.1 Purpose and Approach 

The core objective of this assignment is to develop a crisis communication strategy that is 

academically grounded, culturally sensitive, and practically usable by Alpine Adventures in 

response to the backlash following a misleading social media campaign. To achieve this, the 

methodology used is qualitative, interpretative, and strategic in nature — combining 

theoretical frameworks, real-world cases, and communication simulation. 

Rather than gathering new data from surveys or interviews, the study relies on secondary 

research and academic synthesis. This aligns with the nature of the assignment, which is rooted 

in reflective and theoretical application — typical of coursework in tourism marketing, 

especially in ethically sensitive contexts. 

 

3.2 Secondary Data Analysis 

A wide variety of academic sources were reviewed, focusing on: 

 Crisis communication models (especially SCCT) 

 Tourism marketing ethics 

 Digital communication and ORM 

 Emotional branding 

 Cross-cultural marketing literature 

This secondary data helped establish a conceptual framework to evaluate Alpine’s situation and 

build the response strategy. Sources include peer-reviewed journals (e.g., Public Relations 

Review, International Journal of Tourism Research), ethical marketing reports (e.g., AMA, 

Travel Foundation), and brand crisis case studies (e.g., Ryanair, Fyre Festival). 

In addition, news articles, social media analysis, and consumer sentiment reports provided real-

world context to understand how tourism audiences react emotionally to misleading content. 

 

3.3 Case Comparison and Inspiration 

Although the Alpine Adventures crisis is fictional, the method draws insights from real-life 

tourism failures with similar elements: 



 Fyre Festival (2017): A luxury island festival falsely advertised via influencer marketing 

— resulted in a global PR disaster. 

 Thomas Cook (2019): A collapse of trust through financial mismanagement and 

communication silence. 

 Ryanair (2018–2023): Multiple service strikes handled poorly, causing long-term brand 

damage. 

By comparing Alpine’s situation with these crises, key dos and don’ts were extracted — such as 

the importance of: 

 Timely acknowledgment 

 Offering compensation and reform 

 Avoiding defensive or robotic tone 

 Engaging directly with customer-created narratives 

These comparisons inform both the communication tone and the reform strategy embedded in 

this assignment. 

 

3.4 Communication Simulation Technique 

A critical part of the methodology is message simulation — constructing sample 

communications based on theory, stakeholder segmentation, and cultural analysis. 

Four tailored stakeholder messages are created: 

1. Internal Memo – for staff transparency and cultural rebuilding 

2. Public Apology – for customers, with global tone variation 

3. Investor Letter – for financial stakeholders, emphasizing strategy 

4. Influencer Message – for trust rebuilding through co-creation 

Each message is designed using: 

 SCCT category-fit (accommodative strategies for preventable crisis) 

 Emotional branding language (sincere, empathetic, human) 

 Cultural tailoring (based on Hofstede’s dimensions) 

 Ethical language framing (no manipulation, no blame-shifting) 

The communications are then “tested” against ethical and theoretical benchmarks to ensure 

appropriateness. 

 

3.5 Theoretical Frameworks Guiding Construction 



Three core theories inform the communication design: 

 SCCT (Coombs, 2007): Dictates level of responsibility and appropriate tone/action. 

 Emotional Branding (Thompson et al., 2006): Ensures the messages evoke care, 

reflection, and emotional repair. 

 Hofstede’s Cultural Dimensions (Hofstede et al., 2010): Provides tools for regional tone 

adjustment. 

These frameworks ensure the crafted responses are not just creative — but grounded in 

communication logic that increases effectiveness and audience trust. 

 

3.6 Limitations of the Methodology 

This methodology is not without limits. As a student assignment: 

 It lacks primary research from Alpine’s actual customers or stakeholders. 

 The stakeholder reactions are predicted, not measured. 

 The communication outcomes are theoretical, not tested in real-world impact. 

However, the focus remains academic and strategic — not operational. The goal is to 

demonstrate the thought process, not test an actual PR rollout. Future research could include 

audience reception analysis or sentiment tracking post-implementation. 

 

3.7 Summary of Methodological Value 

This methodology allows for: 

 Clear stakeholder understanding 

 Message crafting grounded in theory 

 Ethical alignment and emotional intelligence 

 Culturally relevant tone modeling 

It’s a human-centered, academically supported method that helps Alpine Adventures navigate 

crisis not by controlling perception — but by restoring connection. 

 

4. Findings 

4.1 Internal Memo to Employees 



Subject: A Moment of Reflection — Rebuilding Together 

Dear Team, 

I’m writing to you not as a CEO, but as a member of our Alpine family — one who shares in 

both our successes and setbacks. Over the past few days, we’ve faced one of the toughest tests in 

our company’s journey. The social media campaign meant to celebrate our unique Alpine 

experiences has sparked intense backlash. Many guests felt misled by how our destinations were 

portrayed. This moment hurts — not just externally, but internally — and I want to address it 

with full honesty. 

First, I want to acknowledge the mistake. The final video that was released — while visually 

stunning — did not represent the true environmental conditions during our winter season. While 

no one acted out of malice, the use of filters, stock snow overlays, and selective editing 

compromised the authenticity we promise our guests. 

This is not who we are. 

I know many of you — from guest service teams to our guides and creators — feel disappointed 

and conflicted. You work hard to deliver real, memorable experiences to our guests. And you 

deserve content that reflects the soul of your efforts, not just the surface of a scene. 

We are taking full responsibility and have already initiated the following actions: 

 A Real Content Policy will now guide all creative production. 

 A new “Ethical Content Review Committee”, including team leads and regional 

managers, will review every campaign before launch. 

 We will launch cross-department training on truth-in-tourism storytelling, blending 

marketing and operational insight. 

This is not a blame game. It’s a learning opportunity. A moment for us to rebuild not only 

external trust but internal pride in what we stand for. 

Alpine Adventures isn’t about perfection — it’s about connection. Real people. Real landscapes. 

Real stories. 

We’ll be inviting all teams to submit local, unfiltered photos and guest stories as part of our 

upcoming Real Alpine Project — because our most powerful campaigns come from the 

mountains we walk and the memories we create, not the edits we apply. 

We will get through this together. Stronger, wiser, and more aligned than ever. 

With humility and hope, 

Mira Tressler 

Chief Experience Officer 

Alpine Adventures 



 

4.2 Public Apology Letter (Global Consumer-Facing) 

Subject: We Owe You the Truth 

Dear Travelers, 

We’ve built our story on the magic of discovery. Of snow-kissed trails, quiet cabins, and the 

simple joy of breathing clean mountain air. But recently, we fell short of that story — and of 

your trust. And for that, we are deeply sorry. 

Our recent social media video, released to promote Alpine Adventures’ winter offerings, 

misrepresented the real weather conditions many of you encountered. While the video captured 

our love for the mountains, it failed to show them as they were — muddy trails, patchy snowfall, 

unpredictable skies. We enhanced visuals. We layered soundtracks. We focused on perfect shots, 

and in doing so, we forgot the most important part: honesty. 

You booked based on a promise. Some of you saved for months, traveled across continents, and 

showed up with expectations we helped shape. And when reality didn’t match — when snow 

was slush and beauty felt curated — you felt betrayed. We’ve read your messages. We’ve seen 

your posts. And you’re right to be upset. 

We can’t undo the disappointment. But we can start by telling the truth. 

Here’s what we’re doing now: 

 Launching The Real Alpine Project — a new campaign built entirely from guest-

generated content, no filters, no edits. Just raw, true, seasonal experiences. 

 Introducing a Transparency Tracker on our website showing current trail conditions, 

weather data, and webcam feeds. 

 Creating a Guest Reflection Panel — inviting those affected to help shape how we 

rebuild trust. 

 Offering a free return trip in any future season to those who felt misled — because 

you deserve another chance to see Alpine for what it really is. 

We don’t want to sell perfection. We want to share truth. Nature is imperfect. Travel is 

unpredictable. And that’s what makes it real — and memorable. 

This is our turning point. Not toward rebranding, but toward reconnection. 

Thank you for calling us out, for holding us accountable, and for giving us the chance to become 

better. 

Sincerely, 

The Alpine Adventures Team 



P.S. If you were impacted, please visit [alpineadventures.com/truth] to explore your support 

options. We’re here. We’re listening. 

 

4.3 Investor Update Letter 

Subject: Strategic Recovery Update — Alpine Adventures Q3 Brand Response 

Dear Partners and Shareholders, 

We are reaching out today with transparency and responsibility. As you may be aware, our brand 

recently experienced a significant reputational challenge following the launch of a winter 

promotional campaign that did not accurately reflect Alpine Adventures’ actual operating 

conditions. This misstep led to widespread customer dissatisfaction, online backlash, and 

temporary disruptions in booking trends and influencer partnerships. 

While the incident has impacted our short-term performance, we view this as a pivotal 

opportunity to restore and even grow our long-term brand equity. 

 

What Happened 

In January 2025, our marketing team released a winter experience video featuring enhanced 

visual content, including AI-simulated snowfall and over-processed imagery. While intended to 

amplify aesthetic appeal, the result was a perceived breach of consumer trust, especially 

among international visitors who expected snowy conditions based on the video. The backlash, 

amplified by user-generated criticism and travel bloggers, became a reputational concern. 

 

Short-Term Impact 

 Decrease in February and March bookings: –17% (YOY) 

 Drop in Instagram engagement: –38% 

 Increased refund requests: 12% spike across EU and US markets 

 Pause in collaborations from five major travel influencers 

While these numbers are concerning, we are acting decisively. 

 

Recovery Strategy 

We are implementing a three-phase strategic plan focused on trust restoration, brand 

repositioning, and operational transparency: 



1. Trust Restoration: 

 Offering goodwill return packages to impacted guests 

 Personal outreach to key influencers and brand partners 

 Public apology distributed across 9 languages and 17 territories 

2. Brand Repositioning: 

 Launching The Real Alpine Project, a UGC-based, no-filter campaign to emphasize 

realism 

 Ending use of enhanced imagery in destination marketing 

 Creating a cross-functional Ethical Storytelling Unit 

3. Operational Transparency: 

 Real-time trail conditions and weather integrations on booking platform 

 Monthly performance summaries including guest sentiment reports 

 Stakeholder advisory panel focused on tourism ethics and sustainability 

 

Looking Ahead 

Despite the turbulence, we are confident in Alpine’s future. Early signs post-apology already 

show a 17% rebound in engagement, with over 1,000 positive messages from loyal customers 

applauding our honesty. Media outlets have begun covering our comeback efforts positively. 

Most importantly, we are transforming a reputational loss into a long-term differentiator: 

Alpine will now be known for radical transparency in a filtered tourism world. 

We appreciate your continued belief in our purpose and mission. A full Q3 and Q4 strategy 

review will be presented during our Annual Partners Forum this October. 

Warm regards, 

Tobias Ehrlich 

Chief Strategy Officer 

Alpine Adventures 

 

4.4 Influencer Message (Re-engagement Letter) 

Subject: Let’s Rewrite the Alpine Story — Together 

Hey, 



I hope this message finds you well. I wanted to personally reach out and acknowledge something 

important. 

You may have seen the conversations unfolding around Alpine Adventures recently — 

especially criticism around our latest winter campaign. The video content we shared, while 

visually impressive, didn’t accurately represent the real conditions at the time. That was a 

mistake. It hurt our audience’s trust — and yours. We owe you a sincere apology for putting you 

in that position, especially if your followers questioned your partnership with us. 

We're not here to spin it. We’re here to own it — and fix it. 

That’s why we’re launching The Real Alpine Project, a complete reset in how we represent our 

experiences. This project invites creators like you to co-create content with no edits, no filters, no 

overproduction. Just raw, honest Alpine — the way it really feels when you’re here. 

Here’s what we’re doing differently: 

 Creator-driven storytelling — your voice, your lens, your terms. 

 Unfiltered footage campaign — launching with real guests, real moments. 

 Optional “Behind the Shot” stories — transparency over perfection. 

 Full creative control — if you come on board again, we want your vision. Not a script. 

We know regaining your trust takes more than a new brief — it takes listening. So before we 

pitch anything, we want to invite you to an open feedback circle with our content and ethics 

team. If you’re open to it, we’d love for you to be part of our Ethical Media Advisory Panel, 

where your input can shape how Alpine shows up online moving forward. 

You’ve been a core part of our journey — not just as a collaborator, but as a storyteller who 

helped build our brand’s voice. If you’re willing, we’d love to walk this next chapter with you. 

With truth, humility, and boldness. 

No pressure. Just honesty. 

Let us know if you’d be open to a call or even a short email chat — whenever it works for you. 

Thank you, 

Eli Navarro 

Head of Brand Partnerships 

Alpine Adventures 

 

5. Discussion 

5.1 The Nature of the Crisis 



The crisis Alpine Adventures faced was not one of logistics or legality — it was one of 

expectation and emotion. The backlash wasn’t about muddy trails; it was about broken trust. 

In tourism, where customers invest dreams more than money, the damage caused by perceived 

dishonesty runs deeper than a missed refund. 

Unlike physical product recalls, tourism experiences can’t be undone — they live on in memory, 

media, and reviews. This makes the emotional component of crisis communication central, 

not peripheral. The goal isn’t just to fix a booking or refund a trip; it’s to repair how customers 

feel about the brand. 

 

5.2 SCCT and the Preventable Crisis Response 

According to Situational Crisis Communication Theory (Coombs, 2007), Alpine's case falls 

under the preventable cluster — where stakeholders attribute high responsibility to the 

organization. For such crises, apology, compensation, and reform are not optional; they are 

expected. 

Alpine’s use of accommodative strategies — such as admitting fault, issuing a public apology, 

and offering compensatory return trips — reflects best practice under SCCT. The tone was also 

critical: emotionally honest, rather than corporately sanitized. This helped avoid the common 

pitfall of brands sounding “cold” or “defensive” during crises (Coombs & Holladay, 2010). 

In practice, the application of SCCT guided the communication across stakeholders: 

 Internal Memo: Rebuilding internal morale with transparency 

 Public Apology: Centering remorse and restitution 

 Investor Letter: Rationalizing the recovery with strategy 

 Influencer Message: Rebuilding trust through collaboration 

By aligning messaging with SCCT’s theory-to-practice framework, Alpine moved from damage 

control to trust restoration. 

 

5.3 Emotional Branding and Trust Repair 

While SCCT offered the structure, emotional branding brought in the soul. The crafted 

responses intentionally tapped into consumer feelings — not just logic. Literature by Thompson 

et al. (2006) highlights how brand trust hinges on sincerity and shared values, especially after 

failure. 

Alpine’s apology didn’t just say “we’re sorry.” It said, “we heard you, we disappointed you, and 

we want to earn you back.” This shift from transactional apology to emotional 



acknowledgement is key. The decision to offer free return trips was also symbolic — 

acknowledging not just inconvenience, but emotional harm. 

Incorporating guest-generated content through the Real Alpine Project reinforces emotional 

branding by turning the audience into co-authors. That’s not just smart marketing — it’s healing 

through participation. 

 

5.4 Ethics in Tourism Marketing 

Tourism ethics demand a higher level of honesty than most industries because customers often 

can’t verify claims until arrival. The literature is clear: aspirational content is acceptable, but 

deceptive representation breaches ethical responsibility (Middleton et al., 2009; Ferrell et al., 

2019). 

Alpine’s misstep — using digitally enhanced snow scenes during a low-snow period — may not 

have broken the law, but it broke the consumer’s emotional contract. Their experience didn’t 

match the advertised vision, leading to perceived exploitation. 

Corrective action through new internal policies — such as the Ethical Storytelling Unit and the 

Real Content Policy — directly responds to this ethical breach. It also aligns with frameworks 

from Murphy et al. (2007) who argue that ethical repair is not just about stopping harm, but 

about implementing preventative cultural reform inside the organization. 

 

5.5 Cultural Sensitivity and Message Localization 

Tourism is inherently global — and so must be crisis communication. The messages Alpine 

crafted reflect an understanding of Hofstede’s cultural dimensions (Hofstede et al., 2010), such 

as: 

 High-context cultures (e.g., Japan): Requiring softer tone and implicit messages 

 Individualistic cultures (e.g., US): Valuing personal accountability in apology 

 Collectivist cultures (e.g., India): Expecting group-oriented language and emotional 

sincerity 

 High power distance cultures (e.g., Brazil): Appreciating leadership visibility and 

formal commitment 

The global apology was worded simply and empathetically, while the influencer message 

allowed for flexible tone customization depending on the region. This shows how cultural 

adaptation is not an accessory, but a necessity for international tourism brands during crises 

(Reisinger, 2009). 

 



5.6 Reputation Recovery and Long-Term Positioning 

While Alpine’s short-term reputation took a hit (–17% bookings, social media backlash), the 

long-term brand opportunity lies in shifting toward transparency. Research by Gilmore & Pine 

(2007) shows that brands that own their flaws — and use them to fuel reinvention — often build 

deeper loyalty. 

By transforming this crisis into a values-led movement (e.g., user-generated content, content 

ethics board, real-time trail data), Alpine is differentiating itself in an over-filtered travel 

market. This could resonate especially with Gen Z and Millennial travelers who value 

authenticity over perfection (PwC, 2021). 

Moreover, by inviting influencers and guests into the rebuilding process, Alpine isn’t just doing 

PR — it’s redefining its culture of communication. 

 

5.7 Internal Brand Culture and Employee Morale 

Crisis communication must begin within — with the people who deliver the brand promise on 

the ground. Alpine’s internal memo was structured around transparency, shared responsibility, 

and pride recovery. This follows academic guidance from Ulmer et al. (2010), who argue that 

internal alignment after a crisis is as important as external messaging. 

By introducing ethical storytelling training and empowering employees to contribute to future 

campaigns, Alpine is turning internal teams into brand guardians — not just brand executors. 

 

5.8 Summary of Strategic Alignment 

Each component of Alpine’s recovery plan ties back to a central principle: trust is built through 

truth. 

The strategy aligns theory and practice in the following ways: 

Component Theory Applied Outcome Expected 

Apology + Return Offer SCCT + Emotional Branding Regain customer trust 

Real Content Campaign Ethics + UGC Strategy Long-term audience loyalty 

Cultural Messaging 
Hofstede + Cross-Cultural 

Marketing 
Regional tone sensitivity 

Staff Memo & Reforms Internal Branding + Ethics Employee morale + authenticity 

Influencer Re-

engagement 
ORM + Brand Co-Creation 

Trust rebuild in creator 

economy 



This alignment shows that Alpine is not just applying theory — it’s living it. 

 

6. Conclusion 

In the age of social storytelling, tourism brands no longer just sell destinations — they sell 

emotions, identities, and dreams. But when those promises are built on misrepresentation, the 

disappointment hits harder. Alpine Adventures’ recent crisis, triggered by a filtered and falsely 

suggestive winter campaign, is a textbook case of broken emotional trust in modern tourism 

marketing. 

This assignment has unpacked the layers of that crisis, not just from a communications 

standpoint, but from an ethical, cultural, and emotional lens. Through the application of 

Situational Crisis Communication Theory (SCCT), the brand’s preventable error was 

acknowledged with full responsibility, driving the design of emotionally honest and stakeholder-

specific messages. From the internal memo that honored employee integrity, to the global 

apology that centered customer emotion, to the investor communication that mapped a path 

forward — each piece of this strategy was built not around spin, but around sincerity. 

What emerges clearly is that reputation repair is not a campaign — it’s a commitment. 

Alpine’s crisis provided an opportunity not to cover up the error, but to evolve the brand. By 

launching The Real Alpine Project, shifting to unfiltered storytelling, involving guests and 

influencers in rebuilding, and implementing content ethics policies, Alpine didn’t just respond — 

it repositioned itself. 

Literature across branding, ethics, and tourism strategy all agree on one thing: modern audiences 

value transparency over perfection. The travelers of 2025 are digital natives, social 

researchers, and emotionally attuned decision-makers. They don’t want curated fantasy — they 

want authentic imperfection. In this light, Alpine’s future success depends not on restoring the 

old brand image, but co-creating a new one with its community. 

The assignment also underscores the importance of cultural adaptation. By tailoring language, 

tone, and message structure using Hofstede’s cultural dimensions, Alpine ensured that its 

global apology wasn’t just translated — it was felt. Emotional branding and intercultural 

marketing intersected to deliver a recovery strategy that could resonate across borders and belief 

systems. 

From an internal standpoint, the company’s willingness to open up about its mistakes and invite 

staff into the ethical reset process shows an emerging trend in tourism: crisis communication 

starts inside the brand, not outside. Staff become reputation carriers, and internal morale 

becomes the first line of trust recovery. 

In conclusion, Alpine Adventures’ journey through this crisis reveals that even painful missteps 

can become platforms for transformation — if handled with humility, clarity, and courage. The 



company has moved beyond a communications fix. It has begun a culture shift — from polished 

narratives to people-first marketing, from curated content to collaborative creation. 
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