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1. Abstract 

Tourism is a cornerstone of global economic development, contributing significantly to 

employment, foreign exchange, and cultural exchange (UNWTO, 2020). However, the sector's 

heavy reliance on human interaction and cross-border mobility makes it especially susceptible to 

health-related crises (Gössling, Scott, & Hall, 2021). In this context, health threats such as 

norovirus outbreaks not only endanger public health but can severely damage a tourism brand’s 

reputation, disrupt operational continuity, and erode guest trust (Page, Yeoman, & Connell, 

2012). This abstract explores a crisis communication response framework tailored for GlobalSun 

Resorts Ltd., a luxury hospitality chain operating in the Maldives, as it manages a recent 

norovirus incident. Given the resort's international clientele and workforce, a sensitive, timely, 

and strategic communication approach is essential. 

Norovirus, often dubbed the “winter vomiting bug,” is highly infectious and spreads rapidly in 

close-contact environments such as resorts and cruise ships (Centers for Disease Control and 

Prevention [CDC], 2023). The psychological impact of such outbreaks on tourists is profound, 

often resulting in cancellations, negative media attention, and long-term image damage 

(Reisinger & Mavondo, 2005). Therefore, an evidence-based communication plan rooted in 

transparency, empathy, and professionalism becomes critical. GlobalSun Resorts must 

demonstrate not only competence in handling the outbreak but also emotional intelligence in 

addressing the concerns of affected guests and employees (Coombs, 2007; Kim, Dirks, & 

Cooper, 2009). To achieve this, communication must be intentional, structured, and audience-

specific. 



This plan applies the Situational Crisis Communication Theory (SCCT), which recommends 

tailored communication strategies based on the organization’s crisis history, responsibility, and 

response type (Coombs, 2007). Given that GlobalSun is perceived to have low direct 

responsibility (as viruses can spread unintentionally), the use of the “diminish” and “rebuild” 

response strategies is appropriate. The diminish strategy helps clarify facts and correct 

misperceptions, while the rebuild strategy focuses on regaining trust through empathy, 

compensation, and commitment (Coombs & Holladay, 2012). By combining these strategies, 

GlobalSun aims to mitigate reputational damage while preserving credibility among guests, 

investors, and staff. 

The first deliverable, an internal staff memo, was designed to ensure operational alignment and 

calm internal panic. Clear, respectful, and informative internal communication is essential in 

crises, as employees act as front-line brand ambassadors (Men & Bowen, 2017). Using Business 

English and simple language, the memo outlines health protocols, preventive measures, and 

employee responsibilities in a culturally inclusive manner. Hofstede’s dimensions of culture—

especially uncertainty avoidance and power distance—were considered to ensure that messages 

resonated across a multicultural workforce (Hofstede, 2001). The memo emphasizes 

psychological safety and transparency, strengthening trust between leadership and staff. 

The public-facing press release serves as the primary tool for shaping external perception and 

media narratives. According to Fearn-Banks (2016), press releases during health-related crises 

must balance factual detail with empathetic language to avoid panic while preserving credibility. 

The release issued by GlobalSun communicates the timeline of events, response measures (such 

as guest isolation and sanitation protocols), and the brand’s commitment to guest well-being. 

Drawing from Destination Image Theory, the release also highlights unaffected services and 

emphasizes the resort’s safety and hospitality excellence to maintain brand allure (Echtner & 

Ritchie, 2003). Such proactive communication minimizes speculation and supports information 

integrity in public domains. 

The stakeholder letter, addressed to partners, investors, and travel agencies, underscores 

GlobalSun’s long-term brand responsibility and financial stability. Stakeholder reassurance is 

vital in tourism, where business partnerships and investor confidence fuel expansion (Freeman, 

1984; Buhalis & Law, 2008). This letter communicates not only the factual updates but also 

GlobalSun’s broader commitment to health infrastructure and strategic crisis readiness. By using 

high-context language, expressions of gratitude, and forward-looking statements, the letter aligns 

with stakeholder expectations in a culturally sensitive manner (Gudykunst, 2004). The message 

demonstrates that the brand prioritizes safety, transparency, and resilience. 

One of the plan’s key strengths lies in its use of intercultural communication theory to shape 

message tone and structure across different audiences. For example, while Western stakeholders 

may value directness and evidence, Asian stakeholders might respond more positively to 

hierarchical assurances and collective language (Hall, 1976; Hofstede, 2001). The plan respects 

such variations, ensuring consistency without compromising effectiveness. Trust-building in 

global tourism is deeply relational, requiring brands to adapt their communication to audience 

expectations (Wang & Fesenmaier, 2004). This culturally adaptive approach boosts brand 

authenticity and reduces the risk of misinterpretation during high-pressure situations. 



The communication framework also integrates Business English principles—clarity, politeness, 

coherence, and conciseness—to ensure professionalism across all documents (Bhatia, 2008). 

Especially in multilingual tourism contexts, the use of plain English helps remove linguistic 

ambiguity and fosters inclusivity among international stakeholders. It reinforces GlobalSun’s 

identity as a responsible and globally aware brand. Moreover, embedding values such as 

empathy, transparency, and shared responsibility in every message supports emotional 

connection, which is crucial for post-crisis recovery (Heath & O’Hair, 2009). Thus, the plan is 

not merely a reaction to a crisis but an articulation of the company’s long-term values. 

In summary, this crisis communication strategy presents a cohesive and research-backed model 

for responding to health threats in global tourism. By leveraging SCCT, intercultural theories, 

and Business English, GlobalSun Resorts Ltd. addressed operational, reputational, and emotional 

dimensions of the norovirus outbreak. Each deliverable—memo, press release, and stakeholder 

letter—demonstrates how language, culture, and structure intersect in effective crisis messaging. 

Most importantly, the plan emphasizes that brand resilience in tourism is not just built through 

prevention, but through how a company communicates during moments of uncertainty and 

distress. 

 

2. Introduction 

This crisis also unveiled a broader need: internal cultural transformation. A health emergency 

may start as a medical issue, but it quickly exposes organizational cracks, particularly in how 

companies communicate, support staff, and uphold guest dignity. At GlobalSun Resorts Ltd., the 

norovirus outbreak triggered urgent questions not only about hygiene protocols but also about 

internal communication, trust, and the emotional environment at work. Staff were unsure how to 

address guests’ concerns, supervisors hesitated to speak candidly, and decision-making felt 

siloed. These dynamics created fertile ground for rumors, internal anxiety, and public distrust. 

The moment demanded more than medical intervention—it demanded a human-centered 

transformation within the organization’s culture, where dignity and emotional safety become part 

of everyday operations. 

Transforming organizational culture after a crisis is not just about writing new protocols; it 

requires leaders to model emotional intelligence, transparency, and empathy. Emotional 

intelligence—especially self-awareness and empathy—helps managers respond constructively 

under pressure, while also making space for the emotional experiences of both staff and guests. 

A hotel leader who calmly acknowledges concerns and listens without defensiveness sets a tone 

that trickles down to every department. This also rebuilds a workplace climate where staff feel 

safe to speak up, ask questions, and engage in honest dialogue. When employees feel 

emotionally supported, they’re more motivated and equipped to offer compassionate, competent 

service to guests, even in challenging situations. 

A transparent, emotionally intelligent HR-led reform helps reverse reputational damage by 

shifting the narrative from blame to learning. Stakeholders—guests, travel agents, media, and 

investors—pay close attention to how an organization treats its people during tough times. A 



visible commitment to cultural reform sends the message that the company is taking 

accountability seriously and evolving in real time. This can shift public perception from scandal 

to resilience. When an organization admits its internal gaps and uses a crisis as a trigger for 

improvement, stakeholders often respond with renewed loyalty. Reputation, after all, is shaped 

not just by what happens but by how people feel in response—and feelings are best managed 

through transparent and emotionally aware leadership. 

HR should lead this reform, not as a compliance body but as a cultural architect. That means 

redesigning onboarding and training programs to include not just procedures, but values: 

compassion in service, active listening, intercultural sensitivity, and emotional regulation. This 

cultural curriculum should be reinforced with continuous learning, team coaching, and feedback 

mechanisms where staff feel safe to evaluate their own workplace experience. Employees must 

understand that their well-being matters as much as guest satisfaction, because the two are 

deeply connected. A front-desk associate under pressure will mirror the tone of their internal 

culture. If they feel respected and supported, they’ll extend the same to guests—especially 

during a crisis. 

Psychological safety is essential in this transformation. According to Edmondson (1999), 

psychological safety means people feel they can take interpersonal risks—like asking for help or 

raising concerns—without fear of humiliation or punishment. In the resort setting, this can mean 

anything from admitting confusion about a hygiene protocol to respectfully questioning a 

supervisor’s unclear direction. When the culture rewards silence or discourages curiosity, 

mistakes compound, and trust erodes. But when staff are psychologically safe, they become 

collaborators in the solution, offering creative ideas, flagging blind spots, and helping the 

organization navigate uncertainty more effectively. 

Transparency also requires internal storytelling. HR and leadership should actively communicate 

the “why” behind every new measure: Why is a new sanitation routine necessary? Why are 

certain rooms closed for inspection? When employees understand the rationale, they’re more 

likely to comply willingly and communicate confidently with guests. Internal newsletters, huddle 

talks, and informal Q&As help demystify decision-making. This openness builds shared 

ownership of the crisis response and bridges the gap between leadership and frontline staff. Staff 

who are informed feel valued; they feel like insiders, not afterthoughts. 

To embed dignity at work, GlobalSun Resorts must rethink power hierarchies. A culture where 

only top leaders speak—and others follow orders blindly—prevents the kind of agility needed in 

tourism crises. HR reforms should create channels for upward communication, peer learning, and 

cross-departmental problem solving. Leaders should seek feedback from housekeeping, 

reception, and food service teams—those closest to the issue. When reforms are co-created rather 

than top-down, they’re more likely to stick. Shared responsibility also boosts morale, as 

everyone sees themselves as part of a positive change rather than passive recipients of new rules. 

Long-term stakeholder loyalty grows from consistency. Guests don’t expect perfection—but they 

do expect authenticity and growth. When a brand shows that it cares about its staff, learns from 

its mistakes, and is willing to evolve, it earns deeper emotional credibility. Travel agents are 

more likely to continue their contracts. Guests leave positive reviews. Media coverage softens. 



Investors note the brand’s resilience, which is increasingly tied to social responsibility. In this 

way, internal cultural reform becomes an external competitive advantage—turning adversity into 

sustainable loyalty. 

Even after the virus is gone, the cultural scars it revealed will remain unless they are 

intentionally addressed. A reform plan should include long-term monitoring: anonymous staff 

surveys, whistleblower protections, emotional well-being check-ins, and transparent reporting of 

progress. These steps reassure both employees and external partners that the reform is not 

cosmetic but embedded in the brand’s DNA. HR’s role is ongoing—not just to manage talent, 

but to nurture a values-driven ecosystem where people thrive, even under pressure. 

 

3. Literature Review 

A well-structured crisis communication plan, especially one addressing health threats in tourism, 

requires a foundation in relevant communication theories, cross-cultural analysis, and an 

understanding of professional Business English frameworks. This section reviews existing 

literature on health threats in tourism, crisis communication models, intercultural dynamics, and 

appropriate language usage in high-pressure contexts. 

 

3.1 Health Threats in Tourism 

Health risks in tourism are varied and increasing due to the globalization of travel. Norovirus 

outbreaks are among the most common health crises affecting tourism, particularly in enclosed 

environments like cruise ships, resorts, and airplanes (Ahmed et al., 2014). According to the 

Centers for Disease Control and Prevention (CDC, 2023), norovirus is responsible for over 90% 

of non-bacterial gastroenteritis outbreaks globally. In high-density travel environments, the virus 

can spread rapidly via contaminated surfaces, food, or person-to-person contact. 

In the Maldives, a highly sought-after luxury destination, such outbreaks are particularly 

damaging because the economy is tourism-dependent. The country’s vulnerability to waterborne 

illnesses due to tropical climate and high resort occupancy rates makes prevention and 

communication crucial (Naeem & Rahman, 2021). 

Health threats in tourism not only create physical risk but also instill psychological fear among 

travelers. The immediate result is cancellations, poor reviews, and long-term brand distrust. 

Therefore, addressing the health risk through both medical response and clear communication is 

vital to resilience (Gossling et al., 2020). 

 



3.2 Business English in Crisis Settings 

Business English in crisis communication prioritizes clarity, empathy, and persuasion. It is 

distinct from conversational English because it must be professional, strategic, and audience-

sensitive. According to Guffey and Loewy (2020), effective Business English uses plain 

language to convey complex information, avoiding jargon or ambiguity that could mislead or 

worry audiences. 

In a health crisis, the tone becomes especially significant. Witte and Allen (2000) found that fear 

appeals—such as emphasizing the dangers of norovirus—must be balanced with constructive 

advice and positive reinforcement. For instance, phrases like “we are taking all precautionary 

steps” or “the situation is under control” reassure readers without minimizing the issue. 

In multicultural tourism environments, Business English also requires cultural adaptability. 

Gesteland (2012) notes that the same sentence may be interpreted differently depending on the 

reader’s culture, which demands thoughtful phrasing. For example, an American guest may 

appreciate directness, while a Japanese guest may prefer indirect, polite expression. 

 

3.3 Crisis Communication Theories (SCCT) 

The Situational Crisis Communication Theory (SCCT), introduced by Coombs (2007), offers a 

framework to assess and tailor communication based on the type of crisis. Crises are categorized 

into: 

 Victim: organization is also a victim (e.g., natural disasters), 

 Accidental: unintentional harm caused by organization (e.g., foodborne illness), 

 Preventable: organizational misdeeds (e.g., negligence). 

A norovirus outbreak typically fits the accidental cluster but may slide into preventable if 

hygiene standards are revealed to be poor. SCCT recommends rebuild strategies for accidental 

and preventable crises—apologies, compensation, and assurance of corrective actions. 

Applying SCCT allows businesses like GlobalSun Resorts to build a communication response 

that acknowledges stakeholder concerns without unnecessarily admitting fault unless needed. 

According to Coombs & Holladay (2012), rebuild strategies work best when combined with 

transparency, fast response, and cultural alignment. 

 

3.4 Cross-Cultural Sensitivity in Tourism Communication 

Tourism communication takes place in a cross-cultural context, where norms around illness, 

blame, and crisis differ significantly. Hofstede’s cultural dimensions (Hofstede, 2011) help in 

decoding these differences. For example: 



 High power distance cultures (e.g., UAE, India) may expect leadership to take charge 

and communicate firmly. 

 High uncertainty avoidance cultures (e.g., Japan, Germany) prefer detailed plans and 

proactive messaging. 

 Collectivist societies (e.g., China, Brazil) value community safety over individual 

freedom and might expect privacy regarding affected guests. 

According to Gudykunst (2004), communication must be adapted not just in tone, but in 

content—how much is shared, how it is framed, and whether emotions or facts are prioritized. 

For example, Western audiences may demand numerical data and statistics, while Eastern 

audiences might value respectful reassurance and spiritual undertones. 

By integrating these frameworks, the communication plan becomes more likely to resonate with 

the resort’s diverse guest base and stakeholders. 

  

4. Methodology 

The methodology for developing this crisis communication plan is based on a qualitative, theory-

driven approach combining case-based simulation with best practices in tourism communication, 

public health response, and intercultural messaging. The framework uses strategic business 

communication principles and academic research to construct the core deliverables. The 

following steps were employed: 

 

4.1 Data Collection and Case Simulation 

As this is a simulated academic scenario, primary data collection (e.g., interviews or surveys) 

was not feasible. Instead, secondary data was gathered from: 

 WHO and CDC guidelines on norovirus management, 

 Case studies of past outbreaks in cruise ships and resorts (e.g., Carnival Cruise Line, 

2018), 

 Reports from hospitality crisis incidents in Southeast Asia, 

 Academic literature on SCCT and intercultural communication in tourism. 

These sources provided insight into both the medical impact of norovirus and the reputational 

challenges that follow in luxury hospitality settings. 

 



4.2 Theoretical Application 

To structure the communication plan: 

 Situational Crisis Communication Theory (SCCT) (Coombs, 2007) was used to 

classify the crisis and recommend tone, timing, and message content. 

 Hofstede’s cultural dimensions theory (Hofstede, 2011) was used to shape culturally 

sensitive phrasing for various audiences. 

 Business English frameworks were followed for tone, clarity, and structure, drawing 

from Guffey & Loewy (2020) and other communication guides. 

 

4.3 Communication Deliverables Construction 

Three primary communication tools were developed: 

1. Internal memo to staff, announcing hygiene protocols and procedures. 

2. Public press release, sharing safety actions with international guests. 

3. Stakeholder reassurance letter, aimed at partners, investors, and travel agencies. 

 

4.4 Limitations 

As this is a hypothetical outbreak scenario: 

 No real-time stakeholder feedback could be incorporated. 

 The resort’s exact internal structure and health policies are assumed. 

 Cultural audience analysis is based on general trends, not specific guest data. 

However, the simulation was informed by real-world best practices and is academically aligned 

with current crisis communication standards in hospitality. 

 

5. Findings 

This section presents the three core communication tools crafted in response to the norovirus 

outbreak. These tools demonstrate how health threats can be addressed using strategic Business 

English, crisis theory, and intercultural awareness. 

 



5.1 Internal Memo to Staff 

Subject: URGENT: Health Protocol Implementation Due to Norovirus Detection 

Date: July 17, 2025 

To: All Staff – Operations, Housekeeping, Culinary, Guest Services 

From: Nayana Rahim, General Manager, GlobalSun Resorts Maldives 

Dear Team, 

We have identified confirmed cases of norovirus among our guests over the past 36 hours. As a 

highly contagious gastrointestinal virus, it is critical that we act quickly, calmly, and responsibly. 

Effective immediately, the following protocols must be followed: 

 Hourly sanitization of all public areas (lobbies, pools, elevators, restrooms). 

 Mandatory hand sanitization stations in all guest zones. 

 All buffet services suspended until further notice. Room service only. 

 Housekeeping must use medical-grade disinfectants and wear gloves/masks. 

 Any staff experiencing nausea, vomiting, or fatigue must report to the onsite clinic and 

refrain from work duties. 

Training refreshers will be held in the Conference Room A at 2:00 PM today. Your cooperation 

is essential in ensuring guest safety and minimizing the impact of this health threat. 

Thank you for your dedication. 

Warm regards, 

Nayana Rahim 
General Manager 

GlobalSun Resorts – Maldives 

 

5.2 Public Press Release 

FOR IMMEDIATE RELEASE 

GlobalSun Resorts Responds to Norovirus Incident at Maldives Property 

Malé, Maldives | July 18, 2025 

GlobalSun Resorts Ltd. has confirmed that several guests at its Maldives location have 

experienced symptoms consistent with norovirus. The health and safety of our guests and staff 

remain our highest priority. 

Upon identification of the first case, we activated our Health Threat Response Plan, in 

consultation with local health authorities. Actions taken include: 



 Comprehensive disinfection of all resort facilities. 

 Temporary suspension of all communal dining services. 

 Enhanced guest health monitoring by our in-house medical team. 

Affected guests received immediate care, and all are reported to be recovering well. We have 

increased staff availability and sanitation training to ensure continued safe service. 

As a global brand with a longstanding commitment to wellness and hospitality, we believe in 

transparent communication. Guests with upcoming bookings will receive personal updates and 

flexible rescheduling options. 

We regret any inconvenience caused and deeply appreciate your understanding during this 

temporary situation. 

Media Contact 

Anika Mehra 

Director of Communications 

GlobalSun Resorts Ltd. 

press@globalsunresorts.com 

 

5.3 Stakeholder Letter 

Subject: Crisis Update: Norovirus Outbreak and Our Response Plan 

Dear Valued Partners and Stakeholders, 

We are writing to inform you of a recent health incident at our Maldives resort location involving 

several cases of norovirus infection among guests. 

GlobalSun Resorts has responded with a full-scale containment and recovery strategy. Our 

Health Threat Response Team was activated immediately to oversee: 

 Complete sanitization of guest rooms and public areas, 

 Suspension of communal food services, 

 24/7 medical supervision of affected individuals, 

 Employee retraining and policy enforcement. 

We are in contact with the Maldives Ministry of Health and are complying with all regulatory 

requirements. We have also briefed travel partners and frontline staff to ensure accurate guest 

communication. 

Please be assured that the resort remains fully operational and safe. Guest bookings have not 

been impacted beyond the temporary service modifications. As a valued stakeholder, you are 

encouraged to contact us for more detailed briefings or guest inquiries. 

mailto:press@globalsunresorts.com


Thank you for your continued support and trust in GlobalSun Resorts. 

Warm regards, 

David Coleman 

Vice President – Global Strategy 

GlobalSun Resorts Ltd. 

 

6. Discussion 

The communication tools developed in response to the norovirus outbreak demonstrate strategic 

application of theory, cultural awareness, and effective language use to mitigate a serious health 

threat in a global tourism setting. This section evaluates the communication plan’s alignment 

with theory and best practice, explores stakeholder impact, and reflects on the nuances of 

managing such crises through Business English and cultural intelligence. 

 

6.1 Strategic Use of SCCT 

The Situational Crisis Communication Theory (SCCT) categorizes this incident as either an 

accidental or potentially preventable crisis. Although norovirus is difficult to control, if 

stakeholders believe the resort’s hygiene standards were lacking, perception may shift from 

“accidental” to “preventable” (Coombs, 2007). Hence, the rebuild strategy was applied in all 

communications: 

 Apology (implied, not legally risky), 

 Assurance of action, 

 Description of containment measures, 

 Open line of communication. 

The messaging was designed to maintain brand integrity while acknowledging the gravity of the 

outbreak. Emotional appeals were balanced with actionable content, which SCCT literature 

supports as most effective in preserving reputation post-crisis (Coombs & Holladay, 2012). 

 

6.2 Cross-Cultural Messaging in a Health Crisis 

GlobalSun Resorts hosts guests from Europe, Asia, North America, and the Middle East. Each 

demographic interprets crisis communication differently. Using Hofstede’s model: 

 Individualistic, low-context cultures (e.g., UK, USA, Germany) expect timely, direct 

communication. These expectations were met through the press release’s detailed 

breakdown of actions and contact info. 



 Collectivist, high-context cultures (e.g., Japan, UAE, China) value dignity, indirect 

reassurance, and emotionally intelligent tone. The stakeholder letter and staff memo were 

phrased to reflect this sensitivity, using inclusive language and avoidance of alarmist 

tone. 

This sensitivity improves emotional engagement with the message and avoids the trap of “one-

size-fits-all” messaging, which is often criticized in global crisis cases (Gudykunst, 2004). 

 

6.3 Language and Tone in Business English 

Every communication piece reflects Business English principles: 

 Clarity: All actions are clearly outlined. 

 Tone: Formal but empathetic, especially in the press release and stakeholder letter. 

 Structure: Subject lines, bullet points, and headings guide the reader. 

 Professionalism: No emotional exaggeration; statements focus on accountability and 

recovery. 

This tone builds credibility. According to Guffey and Loewy (2020), well-structured professional 

writing during a crisis helps prevent secondary reputational damage caused by vague or overly 

emotional messaging. 

 

6.4 Implications for Brand Recovery 

Tourism brands like GlobalSun must recognize that health threats cannot be fully prevented, but 

how they are managed defines brand trust. In this plan: 

 Immediate action was communicated, showing preparedness. 

 Staff were addressed first, ensuring internal alignment. 

 Guests were addressed transparently but reassuringly. 

 Investors and stakeholders were prioritized with a detailed letter. 

If implemented well, such a plan could not only reduce cancellations and negative press but also 

showcase the brand as ethical, transparent, and guest-oriented—qualities that post-pandemic 

travelers highly value (Gossling et al., 2020). 

 

7. Conclusion 

Health threats such as norovirus outbreaks present immediate challenges to both guest safety and 

brand reputation in the tourism industry. GlobalSun Resorts’ hypothetical scenario illustrates 



how rapid, structured, and culturally sensitive communication can reduce reputational damage 

and improve stakeholder trust. 

Using SCCT, the communication strategy focused on rebuild messaging: acknowledging the 

incident, outlining the response, and ensuring follow-up actions. Business English frameworks 

guided tone, structure, and clarity, while Hofstede’s model shaped culturally appropriate 

phrasing. The deliverables—internal memo, press release, and stakeholder letter—were tailored 

to different audiences yet aligned under a unified strategy. 

The key to effective crisis response lies not only in what is done but in how it is communicated. 

In the case of health-related tourism disruptions, empathy, accuracy, and intercultural awareness 

are non-negotiable. If well-executed, this communication plan can serve as a recovery blueprint 

for other tourism businesses facing similar health crises in the future. 
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