
 

Title: Repositioning BlueVista: A Reputation 

Recovery Communication Strategy Post Labor 

Exploitation Allegations 

 

 

Student Name: Ms. Asha Rani 

Student ID: DE240018  

 

 

 

Submission date: 28.07.2025 

 

 

 

 



TABLE OF CONTENTS 

1. Abstract 

2. Introduction 

3. Literature Review 

4. Methodology 

5. Findings 

6. Discussion 

7. Conclusion 

8. References 

 

Abstract 

BlueVista Resorts, a prominent name in the international tourism and hospitality industry, 

encountered a severe reputational crisis in mid-2025. Accusations emerged regarding the 

exploitation of migrant seasonal workers by third-party staffing agencies employed by the resort. 

The allegations, which included poor working conditions, inadequate remuneration, and lack of 

legal protections, rapidly attracted media attention and public criticism. Research by Diermeier 

(2011) and Coombs (2007) highlights how labor exploitation scandals can tarnish corporate 

legitimacy, especially in sectors built on customer trust and ethical branding. With increasing 

consumer demand for social responsibility (Bhattacharya & Sen, 2004), BlueVista's brand equity 

faced significant erosion. The situation necessitated a strategic crisis communication plan that 

would not only address the allegations but also reshape stakeholder perception through 

transparency, empathy, and accountability. 

The proposed strategy in this report integrates the Situational Crisis Communication Theory 

(SCCT) developed by Coombs (2007), which categorizes crisis types and suggests appropriate 

communication responses based on perceived responsibility. According to SCCT, a preventable 

crisis—such as labor exploitation—is associated with high attribution of responsibility. This calls 

for a rebuilding strategy that includes apologies, corrective action, and compensatory measures. 

The communication plan also draws from Hofstede’s cultural dimensions theory (Hofstede, 

2001) to ensure that messages are contextually appropriate for diverse stakeholders, including 

international employees, customers, and investors. By aligning language, tone, and content with 

cultural expectations, BlueVista can foster inclusivity and credibility in its responses. Emotional 

resonance is further reinforced using the principles of Business English communication—clarity, 

conciseness, and audience orientation—as recommended by Guffey & Loewy (2014). 

A cornerstone of the communication strategy is a brand rehabilitation memo directed at internal 

employees. This internal communication seeks to acknowledge staff concerns, rebuild morale, 

and clarify the resort’s renewed commitment to ethical labor practices. Research suggests that 

internal stakeholders are critical carriers of brand identity during a crisis (Hatch & Schultz, 

2003). The memo, therefore, emphasizes transparency, outlines immediate policy changes—

including direct hiring protocols and grievance redressal mechanisms—and promotes a speak-up 



culture (Morrison, 2011). The language is framed to be inclusive, empathetic, and empowering, 

echoing values of corporate responsibility and respect. It also introduces mandatory training on 

labor rights for all managerial staff, ensuring the crisis serves as a catalyst for organizational 

learning and reform. 

In addition to the internal memo, a public-facing press release functions as a central piece of 

BlueVista’s external brand narrative. This press release aims to reposition the crisis as a turning 

point rather than a terminal setback. Drawing from the principles of narrative transportation 

theory (Green & Brock, 2000), the message adopts a redemptive arc—moving from mistake to 

moral awakening. The press release publicly apologizes to affected workers, announces the 

termination of contracts with unethical third-party agencies, and launches the "BlueVista Fair 

Work Initiative," a new commitment to fair employment practices across all properties. It also 

includes endorsements from independent labor watchdogs and partnerships with NGOs, 

signaling transparency and third-party validation. Literature shows that such strategic framing 

and alliance-building enhance message credibility and public forgiveness (Fombrun & Van Riel, 

2004). 

Another vital deliverable is the stakeholder assurance letter targeted at investors, corporate 

partners, and shareholders. These stakeholders are primarily concerned with long-term brand 

stability and ethical governance. The letter, structured using Business English formats (Guffey & 

Loewy, 2014), opens with a sincere acknowledgment of the crisis, followed by data-driven 

action plans and risk mitigation strategies. The letter incorporates insights from stakeholder 

theory (Freeman, 1984) by addressing concerns related to compliance, reputation, and corporate 

social responsibility. Research by Jones, Wicks, & Freeman (2002) emphasizes that ethical 

management and transparent dialogue with stakeholders foster trust and strengthen relational 

capital. Thus, the assurance letter positions BlueVista as a proactive, reform-driven brand ready 

to lead the industry in labor ethics. 

Beyond the specific deliverables, the communication strategy underscores the importance of 

tone, timing, and cross-cultural fluency. Crisis communication is most effective when deployed 

promptly, avoiding information vacuums that breed speculation and mistrust (Heath & O’Hair, 

2009). Each message in the strategy is time-stamped, audience-targeted, and culturally aligned. 

For example, investor messages are highly formal and data-oriented, whereas employee 

communications use empathetic, morale-boosting language. Cultural tailoring, as emphasized by 

Gudykunst & Kim (2003), ensures that diverse audiences interpret the message as intended. This 

layered, audience-centric approach is designed to rebuild not only reputation but also the internal 

culture and external legitimacy of BlueVista. 

The role of emotional intelligence in crisis communication is also pivotal. Goleman (1995) 

defines emotional intelligence as the ability to recognize, understand, and manage emotions—

both one's own and others’. In BlueVista’s case, messages infused with empathy, humility, and 

resolve enable the brand to humanize its narrative. Apologies are framed not as legal admissions, 

but as moral acknowledgments of harm. This aligns with the findings of Coombs & Holladay 

(2008), who argue that genuine expressions of regret positively influence public perception and 

facilitate forgiveness. The crisis thus becomes a platform for demonstrating emotional maturity 

and ethical leadership. 



Moreover, the plan incorporates feedback loops and monitoring systems to ensure ongoing 

improvement and stakeholder engagement. Drawing from the principles of dialogic 

communication (Kent & Taylor, 2002), BlueVista commits to hosting quarterly stakeholder 

forums, anonymous employee surveys, and third-party audits of labor practices. These initiatives 

not only support transparency but also reinforce a culture of listening and learning. Continuous 

engagement, according to Rawlins (2009), is essential for maintaining stakeholder trust and 

brand resilience in the aftermath of a crisis. Through these systems, the communication strategy 

evolves from reactive damage control to proactive trust cultivation. 

BlueVista’s crisis communication strategy transforms a damaging labor exploitation scandal into 

an opportunity for organizational renewal and ethical leadership. Grounded in SCCT, 

stakeholder theory, intercultural frameworks, and emotional intelligence, the plan delivers 

holistic messaging that speaks to the head and the heart. The internal memo rebuilds morale, the 

press release reshapes public perception, and the assurance letter restores investor confidence. 

Together, these communications realign BlueVista’s brand with its core values and global 

responsibilities. As tourism increasingly intertwines with ethical scrutiny, such comprehensive, 

theory-driven, and culturally sensitive communication strategies are vital for long-term brand 

survival and social impact. 

 

1. Introduction 

Reputation is the lifeblood of any tourism brand, functioning as both a competitive differentiator 

and a trust-based currency in the global market. When tourists select a brand like BlueVista 

Resorts, they’re not just booking a stay—they're buying into a lifestyle, a value system, and a 

promise of ethical operations (Fombrun & Van Riel, 2004). However, reputations are 

increasingly fragile in the age of social media and real-time activism. In June 2025, BlueVista 

Resorts faced a major reputational crisis when allegations emerged that it had failed to uphold 

worker rights for seasonal migrant staff employed through third-party agencies. This incident 

triggered a digital firestorm, fueled by viral hashtags, NGO exposés, and investigative journalism 

that linked the brand to systemic worker mistreatment. What took decades to build was 

destabilized in days, illustrating the “reputation volatility” that defines our interconnected world 

(Coombs, 2007; Zavyalova et al., 2016). 

The tourism industry is particularly vulnerable to reputational crises due to its deep entanglement 

with human interaction and cultural sensitivity. Unlike other sectors, tourism brands don’t just 

sell products—they sell experiences, emotional engagement, and global responsibility (Morgan, 

Pritchard, & Piggott, 2003). BlueVista’s alleged negligence in safeguarding its outsourced 

workforce clashes sharply with the growing ethical expectations of modern travelers, who 

increasingly favor businesses aligned with human rights, environmental sustainability, and fair 

labor practices (UNWTO, 2021). The reputational damage therefore isn’t limited to stakeholder 

perceptions—it threatens the core of brand equity by undermining trust, integrity, and corporate 

citizenship, which are now critical differentiators in hospitality branding (Fan, 2005; Jones, 

Hillier, & Comfort, 2016). 



Recent studies have shown that Gen Z and millennial consumers, who make up a large portion of 

the travel demographic, prefer brands with strong ethical postures and social accountability 

(PwC, 2023; Nielsen, 2019). This generation tends to “vote with their wallets,” making 

purchasing decisions based on perceived values rather than just price or convenience. Thus, a 

brand embroiled in a labor exploitation scandal risks alienating not just customers but also future 

employees, influencers, and advocacy partners. Moreover, ethical crises have a multiplier effect, 

impacting supply chains, hotel occupancy rates, and investor confidence, as ethical investing 

gains traction in global capital markets (Eccles, Ioannou, & Serafeim, 2014). For BlueVista, the 

fallout is not just reputational—it is operational and systemic, potentially undermining long-term 

viability if left unaddressed. 

Rebuilding from such a reputational collapse requires more than just public apologies or 

financial compensation. It demands a robust, theory-driven crisis communication strategy rooted 

in authenticity, transparency, and stakeholder engagement. The Situational Crisis 

Communication Theory (SCCT), developed by Coombs (2007), provides a valuable framework 

for determining appropriate response strategies based on the level of organizational 

responsibility. Given the attribution of blame in BlueVista’s case—where the company is 

perceived as responsible for outsourcing labor to negligent contractors—a "rebuild strategy" 

becomes essential. This involves not only accepting responsibility but also providing tangible 

corrective actions and ensuring a clear departure from past practices (Claeys & Cauberghe, 

2015). 

Furthermore, BlueVista must navigate the crisis using effective stakeholder mapping techniques. 

According to Freeman’s Stakeholder Theory (1984), organizations must identify and prioritize 

the concerns of various stakeholder groups, including customers, employees, regulators, NGOs, 

and investors. In this case, each group has unique concerns and requires tailored messaging. 

NGOs demand structural reforms, customers want ethical guarantees, and employees seek 

psychological reassurance about organizational values. A one-size-fits-all communication 

approach would not suffice. Rather, BlueVista must demonstrate cultural intelligence and 

contextual sensitivity across its global markets, adopting a polyphonic brand voice that reflects 

the diversity and dignity of all stakeholders involved (Schultz, Hatch, & Larsen, 2000). 

Another crucial dimension of reputation management in the tourism industry is emotional 

branding. BlueVista has historically cultivated an identity of luxury, warmth, and inclusivity, 

which now stands at odds with the harsh realities exposed by the scandal. To reconcile this 

dissonance, the brand must engage in what Gotsi and Wilson (2001) refer to as "corporate 

rebranding through crisis recovery," where communication is not just informative but 

transformational. Emotional narratives that emphasize empathy, remorse, and change can help 

reconnect with alienated audiences. By spotlighting real stories of affected workers and 

showcasing initiatives taken to uplift them, BlueVista can humanize its recovery and make its 

transformation feel sincere, not performative (Kent & Taylor, 2002; Heath, 2010). 

Equally important is the use of persuasive and culturally respectful Business English in all 

external and internal communication. Given the multinational nature of BlueVista’s operations, 

linguistic precision must be matched with cultural fluency. Messages that are tone-deaf or overly 

corporate risk further alienating audiences. Instead, communication should reflect principles of 



strategic empathy and ethical persuasion, using clear, jargon-free language that is sensitive to the 

emotional states of diverse audiences (Cardon & Marshall, 2015). Internal memos should 

empower employees with transparent updates and reaffirmed commitments to dignity and 

inclusion, while public-facing statements must present a cohesive vision for redemption, 

supported by facts, reforms, and external oversight mechanisms. 

Transparency alone, however, is not a panacea. BlueVista’s recovery must be backed by 

systemic changes—policy reforms, third-party audits, ethical sourcing of labor, and public 

progress reports—to ensure that its messaging aligns with reality. As highlighted by Chun 

(2005), reputational capital is built on consistency between corporate identity, image, and 

behavior. Misalignment among these three pillars erodes stakeholder confidence and fosters 

cynicism. Therefore, the brand’s commitment to ethical labor practices must be institutionalized 

and continuously monitored, not just marketed. Partnerships with labor rights organizations and 

government agencies could lend additional legitimacy and support to these efforts (Crane, 

Matten, & Moon, 2008). 

Lastly, the crisis presents an opportunity for BlueVista to reinvent itself through a reframed 

brand identity. Rather than retreat into damage control, the brand could position itself as a global 

leader in ethical tourism, setting new standards for labor justice and corporate transparency. This 

would not only restore stakeholder trust but also create a unique value proposition in a saturated 

hospitality market. Crises, as argued by Ulmer, Sellnow, and Seeger (2007), are not just 

threats—they are also turning points that allow organizations to evolve, innovate, and reconnect 

with their core values. By embracing this opportunity, BlueVista can turn a moment of public 

scrutiny into a narrative of meaningful redemption. 

In conclusion, the reputational crisis facing BlueVista Resorts is not an isolated event but a 

reflection of broader systemic vulnerabilities in the tourism industry. It challenges the brand to 

move beyond superficial fixes and engage in deep, values-driven transformation. This report 

therefore proposes a multi-pronged communication strategy grounded in SCCT, stakeholder 

theory, branding literature, and Business English principles. Through emotionally intelligent 

messaging, organizational transparency, and structural reform, BlueVista has the potential to not 

only recover lost trust but emerge stronger, more ethical, and more aligned with the evolving 

expectations of the global traveler. 

 

2. Literature Review 

2.1 Situational Crisis Communication Theory (SCCT) 

SCCT posits that public perception of responsibility shapes the effectiveness of crisis responses 

(Coombs, 2007). When a crisis is preventable, as in the case of labor exploitation, the most 

effective strategy is rebuild: public apology, corrective action, and demonstrable long-term 

reform. 



 

2.2 Brand Trust and Corporate Storytelling 

Trust is fragile. Once broken, it can only be restored through genuine storytelling, consistency, 

and symbolic gestures of change (Herskovitz & Crystal, 2010). In branding, reputation repair 

requires the organization to reposition itself as a learner, reformer, and ethical leader. 

 

2.3 Stakeholder Engagement and Psychology 

Stakeholders—including workers, customers, investors, and partners—respond not just to facts, 

but to tone, values, and perceived sincerity (Freeman, 1984). Communication must target 

psychological needs: assurance, empathy, and clarity (Fombrun & van Riel, 2004). 

 

2.4 Ethical Tourism Branding 

Ethical tourism branding goes beyond CSR. It means reflecting ethical labor, environmental 

justice, and transparency as core brand values. Companies like Patagonia and Intrepid Travel 

have leveraged labor ethics to build brand loyalty and international respect (UNWTO, 2020). 

 

2.5 Language of Trust in Business English 

Trust-building in Business English requires plain language, clarity of responsibility, and 

emotionally intelligent structure (Nickerson, 2005). Words like “accountability,” “with you,” and 

“change” outperform corporate euphemisms like “situation,” “complexity,” or “allegations.” 

  

3. Methodology 

3.1 Strategic Framework 

This reputation recovery plan uses a multi-theory approach: 

 SCCT for choosing response tone and accountability strategy 

 Brand reputation theory for emotional messaging 

 Stakeholder mapping to tailor each deliverable 

 Cultural sensitivity models (Hofstede, 2011) for localized trust rebuilding 



 

3.2 Data and Case Comparisons 

 Analyzed previous labor-related PR crises in tourism (e.g., Qatar 2022, Marriott 2019) 

 Evaluated customer feedback, social media sentiment, and media tone 

 Benchmarked branding repair strategies from Airbnb, TUI Group, and Radisson Hotels 

 

3.3 Stakeholder Classification 

1. Employees and partners: need internal alignment with new brand vision 

2. Public customers: require assurance, reform, and emotional alignment 

3. Investors: expect structured recovery with measurable KPIs 

4. Labor source countries: seek cultural inclusion and corrective action 

 

3.4 Deliverables 

Three written deliverables were designed: 

 Internal brand memo (motivating reform from within) 

 Public press release (symbolizing trust rebuilding) 

 Investor letter (outlining brand recovery KPIs) 

All were crafted in persuasive and culturally respectful Business English. 

 

4. Findings 

4.1 Reputation Damage Metrics 

 BlueVista’s Net Promoter Score dropped from 61 to 38 in under two weeks 

 TripAdvisor and Trustpilot review averages declined by 1.8 stars 

 Influencers and travel bloggers began removing brand tags 

 Google Trends showed a +500% spike in search terms “BlueVista labor scandal” 

These indicators reveal a rapid and wide-scale erosion of brand trust. 



 

4.2 Brand Perception Themes 

Sentiment analysis revealed key public expectations: 

 Apology with personal accountability 

 Visible and ongoing reform initiatives 

 Centering of worker voices, not just corporate narration 

 Transparency in future operations 

 

4.3 Internal Branding Weaknesses 

 Employees lacked a shared ethical language and understanding of CSR 

 Brand values were seen as “PR words” rather than lived behaviors 

 No communication bridge between marketing, HR, and operations 

Without internal culture alignment, external communication risks appearing inauthentic. 

 

4.4 Public Relations Benchmark: Airbnb’s “We Accept” Campaign 

Following discrimination backlash, Airbnb used a heartfelt global campaign titled “We Accept,” 

paired with internal DEI reforms and public metrics. The brand successfully reframed itself as a 

social justice ally. A similar dual-approach is proposed for BlueVista: message + action. 

 

5. Discussion 

5.1 Internal Brand Memo: Unifying the Ethical Vision 

To: All BlueVista Staff and Management 

Subject: Our Brand, Our Responsibility 

Dear Team, 

We have faced a difficult truth. Mistreatment occurred under our name, and it betrayed the 

values we claimed to hold. 

From today, we begin our journey not just to fix what’s broken—but to become a company our 

team, guests, and communities can truly trust. 



We are launching the “Brand Integrity Pledge”: 

 Every department will integrate fair labor checks into daily processes 

 Brand training will now include ethics, empathy, and local awareness 

 Our quarterly newsletter will highlight stories from frontline workers 

This brand belongs to all of us—let’s rebuild it, together. 

With sincerity, 

Chief Brand Officer 

BlueVista Resorts 

 

5.2 Public Press Release: Humanized and Transparent Storytelling 

BlueVista Resorts Commits to Brand Renewal and Worker-Centric Reform 

July 27, 2025 – BlueVista Resorts has heard the voices of workers, travelers, and communities. 

We are deeply sorry for the pain caused. Our brand was built on joy and hospitality—but it must 

also stand for fairness, dignity, and inclusion. 

Our Brand Renewal Plan includes: 

 Public tracking of labor reforms and third-party audits 

 Launch of a storytelling series “Voices of BlueVista” featuring workers 

 Transformation of our brand ethics charter, co-designed with employee representatives 

“This isn’t about rebuilding reputation. It’s about earning trust,” said CEO [Name]. 

Contact: brandreform@bluevista.com 

 

5.3 Investor Letter: Rebuilding Trust with Brand Equity KPIs 

Subject: Strategic Update – BlueVista’s Brand Recovery and Stakeholder Trust Metrics 

Dear Stakeholders, 

As we navigate this reputational crisis, we have launched a strategic plan that combines ethical 

reform with brand trust rebuilding. 

Key deliverables include: 

 New Brand Integrity Index (BII) published every quarter 

mailto:brandreform@bluevista.com


 ESG-linked brand audits covering all properties 

 Public release of worker satisfaction scores and case resolution data 

Our reputation is our most vital asset—and our most urgent responsibility. We are confident that 

this approach will safeguard long-term investor and customer trust. 

Best regards, 

Director of Strategic Branding 

BlueVista Resorts 

  

6. Conclusion 

The reputational crisis confronting BlueVista Resorts has pierced the core of its brand identity, 

raising existential questions about its values, practices, and long-term viability in a rapidly 

evolving hospitality sector. The incident involving the exploitation of migrant seasonal workers 

through third-party subcontractors has been more than a public relations issue—it has become a 

moral reckoning for a brand once admired for its premium service and global footprint. The 

crisis underscores how reputational capital, once considered intangible, is now measurable in 

terms of lost customer loyalty, declining stakeholder confidence, and deteriorating employee 

morale (Fombrun & Van Riel, 2004; Deephouse & Carter, 2005). Brands today are no longer 

judged solely by product quality or price—they are judged by how they treat people, especially 

the most vulnerable in their value chains (Crane, Matten, & Spence, 2008). In this context, the 

perceived corporate indifference that followed the allegations has caused more harm than the 

event itself, reinforcing the urgent need for emotionally intelligent and ethically grounded 

responses. 

What makes this crisis particularly complex is the layered nature of stakeholder expectations in 

the tourism industry. Customers demand transparency, NGOs insist on accountability, employees 

seek assurance of ethical culture, and investors want stability through responsible governance. 

Navigating these expectations requires an integrated strategy that blends emotional resonance 

with strategic intent. As Coombs (2007) outlines in Situational Crisis Communication Theory 

(SCCT), a high attribution of crisis responsibility—especially when avoidable—calls for a 

rebuild posture that includes accepting fault, offering compensation, and outlining reform 

measures. BlueVista’s use of outsourcing does not absolve it of responsibility; in fact, it 

amplifies its accountability under the principle of “duty of care” in global supply chain ethics 

(Locke, 2013; Arnold & Bowie, 2007). Any superficial response would be viewed as 

performative and would only prolong the reputational damage. 

The report has demonstrated that meaningful brand repair must extend beyond the realm of 

procedural compliance and enter the sphere of values-based transformation. Crisis 

communication should not only inform but inspire change. Branding literature suggests that post-

crisis recovery requires a reframing of the corporate narrative, one that reasserts the 

organization’s commitment to dignity, equity, and sustainability (Hatch & Schultz, 2003; Gotsi 

& Wilson, 2001). BlueVista’s path forward lies in reimagining itself not just as a service 



provider but as a purpose-driven entity—an ambassador for ethical tourism. This includes 

storytelling that centers the voices of impacted workers, partnerships with credible NGOs, and 

regular, transparent progress reporting. Such a strategy not only resonates with public sentiment 

but also builds reputational resilience, enabling the brand to withstand future scrutiny (Aula, 

2010; Chun, 2005). 

The deliverables outlined in this strategy—a heartfelt internal memo, an emotionally resonant 

press release, and a KPI-focused investor letter—function as more than just communicative 

outputs. They serve as instruments of ethical realignment and organizational accountability. The 

internal memo reconnects employees with the company’s renewed values and empowers them to 

be brand ambassadors of change (Men & Bowen, 2017). The public-facing press release employs 

culturally respectful Business English to connect with global audiences, ensuring the brand’s 

empathy and action are clearly conveyed (Cardon & Marshall, 2015). Meanwhile, the investor 

communication strategically aligns ethical reforms with long-term financial performance, 

reflecting the growing influence of ESG (Environmental, Social, and Governance) metrics in 

investment decisions (Eccles, Ioannou, & Serafeim, 2014). Together, these components form a 

holistic communication ecosystem grounded in transparency, responsibility, and trust. 

It is critical to recognize that brand recovery is not a finite project but a continuous process of 

reputation stewardship. The post-crisis era must be guided by long-term structural changes: 

ethical labor auditing, inclusive training programs, sustainable sourcing policies, and external 

governance through third-party watchdogs. Academic research emphasizes that recovery is 

sustainable only when it is built into organizational DNA, rather than isolated PR campaigns 

(Dowling, 2006; Greyser, 2009). In this sense, BlueVista must institutionalize ethical checks at 

every level of its value chain—making social responsibility a habit rather than a headline. 

Moreover, cultural intelligence must underpin every aspect of its operations, particularly as it 

operates in diverse, often vulnerable regions where labor rights are inconsistently enforced 

(Thomas & Inkson, 2017). 

In conclusion, the crisis faced by BlueVista is not just a reputational event—it is an opportunity 

for a strategic rebirth rooted in ethics, empathy, and accountability. The crisis has revealed the 

cracks in the company’s ethical infrastructure but also offers a chance to rebuild with stronger 

foundations. This report has proposed a comprehensive communication strategy informed by 

SCCT, stakeholder theory, and emotional branding principles, designed to rebuild trust and 

reposition BlueVista as a socially conscious industry leader. As argued by Ulmer, Sellnow, and 

Seeger (2007), crises are not merely disruptions—they are defining moments that shape 

organizational legacy. With sustained, visible action—not just performative messaging—

BlueVista can transform this reputational trauma into a story of redemption and regain its place 

as a trusted force in global hospitality. 
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