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The tourism industry faces an increasing possibility of attracting the public's swift but keen attention, especially if it involves environmental misdeeds published on social platforms. In my role as the Head of Corporate Communications at GreenVista Eco-Resorts, the main idea of this report is to illustrate a full-spectrum crisis communication response that exploits new school as well as old school channels of communication to do the following: to put right the brand image, to restore the trust of the stakeholders and to manage the internal spirit. The main objectives are to (1) address the problem as soon as possible, (2) correct the wrong information, (3) be responsible, and (4) monitor the mood of the audience to have the opportunity to change the plan of action on the spot. This report takes the reader through the stages required for stakeholder mapping, message development, model application, deliverable drafts, and digital listening strategies, thereby establishing a framework for an integrated, transparent, and ethical reply.
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On March 28, 2025, a group of environmentalists released satellite images on their Twitter, indicating that GreenVista’s Rainforest Ridge resort had destroyed a protected area to create a new spa facility without the required permissions. The environmentally hazardous tweet rapidly spread over the Internet, reaching as many as 50,000 retweets in 24 hours, and it was accompanied by the information that international media had covered the story and that the public had already begun calling for actions to be taken (Smith, 2025). The information that staff are considering seems to be twofold: one is regarding job security, and the other is about the values of the organisation. As for the external party, it suggests that those without any disputes that exist between the two are the target group (customers). Undoubtedly, the rapid proliferation of false information of the "fake news" type was noticed as the major problem that stood in the way of GreenVista’s establishing brand equity and credentials of sustainability (Coombs, 2019).
[bookmark: _Toc197024993]3. Communication Strategy
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The success of dealing with a crisis effectively depends on the recognition of the main audiences and the choice of the most suitable channels for all of them (Heath & Millar, 2004). In Table 1, the main stakeholders and the platforms to utilise are presented:

	Stakeholder Group
	Priority
	Channel(s)

	General Public
	High
	Press release, company website, social media (Twitter, Instagram, LinkedIn)

	Media
	High
	Media advisory, press conference, email distribution

	Employees
	High
	Internal memo, staff town hall (video), intranet announcements

	Investors & Board
	Medium
	Direct email, investor call, dedicated webpage

	Local Community & Regulators
	Medium
	Community newsletter, regulatory filings, local press

	NGO/Advocacy Groups
	Low
	Personalized outreach, invitation to site visit



Table 1. Stakeholder–Channel Matrix

The basic details will be set by conventional methods (press releases, media briefings), while online platforms provide the opportunity for immediate interaction and feedback loops (Mitroff & Anagnos, 2022).
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A communique of crisis should be a combination of openness, sympathy, and authority by way of the tone.
The tone should be:
· Transparent: State the situation to be clear and honest, including the things we don't know yet.
· Empathetic: Show concern for the people who are affected.
· Authoritative: Provide the information about the new course and the correction that follows.
The main messages include: 
· Acknowledgment: “We are taking these allegations very seriously.”
· Investigation: “We have now arranged for an independent inspection.”
· Remediation: “We will immediately cease any illegal activities.
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For Immediate Release
GreenVista Eco-Resorts Manifests Green Going Autonomous after the False Greening Charges
City, Country March 29, 2025 GreenVista Eco-Resorts were the first to conduct a self-review of their property in the Rainforest Ridge after being informed about the issue by an external activist group, which had accused the company of pretending to be green, claimed greenwashing was going on in the company. The resort has decided to phase out all new construction permits until the audit’s findings are in (Zhang & Lee, 2022). 

“To the roots of GreenVista's mission, we are resiliently sustainable,” shared Asha Patel, the CEO at GreenVista Eco-Resorts. “We are genuinely sorry for the wrong signals these accusations have sent to our guests, partners, and local communities. Our evaluation will be real, and all those interested will know. Rainforests are our asset, and we will reapproach our business to become strictly eco-friendly.”

GreenVista has taken the following major actions:

· Initiating relations with an accredited third-party environmental consultancy.
· Putting on hold all permit applications and construction at Rainforest Ridge.
· Arranging a community forum with local leaders.
· Opening a 24/7 information hotline and regular digital updates.
Media Contact:
Name: Ravi Kumar, Director of Communications
Phone: +1 555 123 4567
Email: press@greenvista.com 
End of Release

CEO Statement (Internal & External Use)

Dear Stakeholders,

The past 48 hours have been quite overwhelming; the very public rummaging in the matter of Rainforest Ridge site went far beyond expectations. I would like to take this opportunity as the CEO of GreenVista to share my deep personal commitment to the process of investigating the truth behind these allegations. GreenVista is still a company that is operating on very strict social and environmental principles, and we are going to keep this up. On the day of the incident, we have done the following:
· Employed a person to do environmental audits on a non-affiliated basis for confirmation of how we are doing.
· Stopped all construction works.
· Started to have small group meetings with the communities and the employees on the topic weekly, for them to be kept informed.
I fully appreciate how much uneasiness this can cause among our employees, guests, and partners. Please reassure yourself that we are committed to handling the situation honestly and transparently. I strongly believe that our consistent and principled actions will lead us to a solid and hopeful result.
Yours,
Asha Patel,
Chief Executive Officer.
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TO: All GreenVista Employees 
FROM: Asha Patel, CEO
SUBJECT: Environmental Audit & Next Steps 
Team, have you read any of the recent posts that were against the existing townhouses claiming land clearance without permits at Rainforest Ridge? I would like to tell you that we are in the process of doing some things that, if you are not sure about them, it is these actions that we are referring to:
· Audit Underway: We have already hired EcoVerify Inc. to conduct an independent audit, and they are in the process.
· Pause on Construction: As a result, all site activities are suspended until instructed otherwise.
· Town Hall: A virtual town hall will take place on April 1 at 10 h (local time) which will be the forum to answer your questions.
· Support Resources: Our Employee Assistance Program is ready to help those who are under stress.
We consider your belief that sustainable tourism is still our major concern. We will keep you updated through our intranet portal and a weekly email. You always show us your understanding, and it is highly appreciated as we work through the problem.
Warm regards, 
Asha Patel
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Twitter (X)

We at GreenVista Eco-Resorts
We are very much dedicated to sustainability. We have employed an external auditor to check and have stopped the progress at Rainforest Ridge. We are committed to updating everyone openly and honestly. #GreenVistaCares #EcoResortPromise

Instagram

Caption: GreenVista Eco-Resorts is highly concerned about the charges of environmental misconduct. Therefore, all the construction work at Rainforest Ridge is on hold until the completion of an independent audit conducted by EcoVerify Inc. We are glad to have you as a partner in our mission to achieve the highest conservation standards. (Carousel of 3 images: resort greenery, community meeting, audit team on site.)

LinkedIn

GreenVista Eco-Resorts Announces Independent Environmental Review
GreenVista Eco-Resorts has made every effort to be the most environmentally friendly resort in the Caribbean, and thus, in response to recent environmental concerns in the news, we have decided to stop the process of permit applications and construction at Rainforest Ridge, which we did as a voluntary measure. The current topical issue has inspired us to take the audacious but necessary step of tapping the services of a third-party auditor, EcoVerify Inc., to conduct an extensive audit and thereafter make the results available to the public.

At GreenVista, our team cherishes sustainability and the community, and we commit to being transparent. In addition, we devote ourselves to the well-being of our surroundings and the empowerment of neighbouring communities. So, we are here for your media inquiries. 
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Shannon and Weaver's model in 1949 was built on the idea that the message should be clear in its way of encoding, transmitting, receiving, and decoding through feedback, while at the same time, the existence of noise was recognised. In our plan:

· Sender: GreenVista Communications team.
· Encoder: Press release, social posts, memos.
· Channel: Digital platforms, email, press wires.
· Decoder: Media, public, employees.
· Noise: Misinformation, social media rumours.
· Feedback: Social media replies, press inquiries, employee Q&A.
With a variety of communication channels and by monitoring the communication process in real-time, these enable us to limit noise so that the message stays undistorted and understandable (Boman et al., 2021).
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The Schramm's model (1954) gives further insights such as interaction through feedback loops and shared "fields of experience." We achieve our goal by:
Communication of information through language that is specifically adapted to different shares of stakeholders.

· Feedback collection through social listening, hotlines, and town halls.
· Changing communication according to sentiment analysis and crisis metrics.
· The interactive nature of both ways builds communication, alignment, and trust (Schramm, 1954).
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· Brand watch: In-depth social media sentiment analysis (Brandwatch, 2024).
· Hootsuite Insights: Real-time brand mentions and engagement rates monitoring (Hootsuite, 2024).
· Google Alerts: Automated news coverage tracking.
· Sprout Social: Inbox for responding and monitoring on different platforms.
A centralised dashboard will be used to visualise the data through each of the tools' APIs.

[bookmark: _Toc197025005]6.2 Key Performance Indicators

· Sentiment Score: The ratio of the number of positive mentions to the number of negative ones.
· Share of Voice: The percentage of owned media crisis-related mentions compared to competitor's mentions.
· Response Time: The time it takes on average to have the first reply on social channels.
· Engagement Rate: The number of crisis communications posts that received likes, shares, and comments on social media platforms.
· Media Pick-Up: The number of earned media articles post-release.
Reporting will be provided weekly, and will serve as the decision-making basis for the tactical shifts, e.g., increasing the number of community forums if the negative sentiment remains high (Carroll et al., 2023).

[bookmark: _Toc197025006]7. Conclusion & Recommendations

GreenVista’s ness in the field of environmental protection is in danger. What is to be done? The company can:
· Continue to communicate with the stakeholders in a synchronized way that is open and honest, and therefore, will lead to their trust being recovered.
· Use feedback that comes in real-time to improve the tactics.
· Convince the public that they are responsible for their actions by organizing a third-party audit and thus getting a public report made.
The main recommendations are:
· Be Open: Clearly show the steps that are to be completed and keep the results available for all to see.
· Involve the Local Community: Engage with the local community and give a voice to the non-profit by way of invitations.
· Make Digital Technology a Priority: Make an investment in social media that will enhance listening and get workers trained in crisis response.
· Revise the Crisis Plan: Bring the lessons learned into practice in the business crisis handbook.
Being that they have made two-way communication a part of their system and there is also the fact that they will be able to track data, GreenVista will not only be able to overcome this crisis but also will become more committed to being a sustainable and eco-friendly company than ever before.


[bookmark: _Toc197025007]References
Boman, C. D., Valiavska, A., Bramlett, J. C., & Cameron, G. T. (2021). Exploring the U.S. Coast Guard’s stance agility on Twitter during Hurricane Harvey. Journal of Contingencies and Crisis Management, 29(1), 47–53. https://doi.org/10.1111/1468-5973.12307
Carroll, C. E., Seeger, M. W., & Sellnow, T. L. (2023). Crisis and emergency risk communication: Theory and practice.
Coombs, W. T. (2019). Ongoing Crisis Communication: Planning, Managing, and Responding. SAGE Publications.
Heath, R. L., & Millar, D. P. (2004). A Rhetorical Approach to Crisis Communication: Management, Communication Processes, and Strategic Responses. Lawrence Erlbaum Associates.
Mitroff, I. I., & Anagnos, G. (2022). Managing crises before they happen: What every executive and manager needs to know about crisis management.
Schramm, W. (1954). How communication works. In W. Schramm (Ed.), The Process and Effects of Mass Communication (pp. 3–26). University of Illinois Press.
Smith, L. (2025). GreenVista eco-resort accused of rainforest clearance. Global Environmental News, 12(4), 15–16.
Zhang, Y., & Lee, T. J. (2022). Alienation and authenticity in intangible cultural heritage tourism production. International Journal of Tourism Research, 24(1), 18–32. https://doi.org/10.1002/jtr.2478

2 | Page

image1.png
European Institute of Innovation,
WEntrepreneurship, and Technology




