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Abstract 

This report presents a strategically layered crisis communication plan for BlueVista Resorts, 

developed in response to serious allegations of migrant labor exploitation during its seasonal 

operations. Rather than defaulting to defensive postures or vague denials, the plan takes a 

proactive and ethically transparent approach. Recognizing the growing global emphasis on 

ethical tourism and fair labor practices, the strategy aims to foster accountability, initiate internal 

reforms, and maintain stakeholder trust through sincere and structured messaging. 

The communication plan is grounded in Situational Crisis Communication Theory (SCCT) 

and agenda-setting theory, which help shape both message content and delivery timelines. 

SCCT supports the selection of appropriate crisis response strategies based on perceived 

responsibility, while agenda-setting theory aids in influencing how the media and public perceive 

the issue. By combining these theories, BlueVista can better control the narrative and align 

internal and external communication with broader brand recovery goals. 

A major emphasis of the plan lies in intercultural sensitivity and stakeholder alignment. 

Given that the affected workers often come from culturally distinct migrant-sending countries, 

the plan integrates Hofstede’s cultural dimensions to tailor messaging that resonates with 

values such as collectivism, power distance, and uncertainty avoidance. This not only enhances 

the emotional and cultural relevance of the communication but also signals deep respect for the 

affected communities and international labor rights groups. 

To support this strategy, the report delivers three key communication tools: (1) an internal 

policy shift memo designed to realign staff awareness and behavior; (2) a transparent, media-

ready press release that balances legal accuracy with emotional clarity; and (3) an investor 

assurance letter that underscores the company’s commitment to ESG (Environmental, Social, 

and Governance) standards. All deliverables are crafted in clear, purpose-driven Business 

English, ensuring accessibility and professionalism across diverse audiences. 

Ultimately, this crisis is repositioned as a transformational opportunity for BlueVista Resorts. 

Instead of merely managing reputation damage, the brand can emerge as a leader in responsible 



tourism employment, setting benchmarks for ethical labor practices in the hospitality industry. 

By addressing the crisis with transparency, empathy, and strategic foresight, BlueVista not only 

safeguards its brand but also reinforces its identity as a global entity rooted in dignity, 

accountability, and human rights. 

 

1. Introduction 

1.1 Crisis Overview 

In June 2025, BlueVista Resorts faced a reputational shockwave when an exposé published by an 

international media consortium reported systemic exploitation of migrant seasonal workers. 

Testimonies described overcrowded dormitories, coercive employment contracts, withheld 

wages, and absence of support for grievances. The bulk of affected workers came from India, 

Nepal, the Philippines, and Moldova. 

While BlueVista's official statement distanced the company from these operations—citing third-

party contractors—public and investor outrage escalated. Critics labeled the company as 

negligent, accusing it of willfully overlooking poor labor conditions for the sake of cost 

reduction. In a global context where brand values and employee treatment shape consumer 

loyalty and ESG scores, BlueVista cannot afford to issue passive or defensive responses. 

 

1.2 Need for a New Communication Framework 

This moment in BlueVista’s organizational history demands far more than a conventional public 

relations response. What is required now is a sophisticated and heartfelt form of strategic 

diplomacy—one that does not merely aim to silence criticism but genuinely addresses the root 

causes of the crisis. This involves acknowledging the pain and exploitation suffered by migrant 

workers, many of whom left their homes with hopes of better opportunities, only to face neglect 

and abuse. Taking accountability must go beyond issuing statements; it must be demonstrated 

through immediate reforms, transparent communication, and measurable actions. Engaging 

global stakeholders—including ethical tourism bodies, labor rights organizations, international 

investors, and culturally diverse guests—is crucial in order to co-create a future rooted in mutual 

respect and shared responsibility. Trust cannot be demanded; it must be rebuilt meticulously, 

starting from within the organization and extending outward to the public. This requires cultural 

sensitivity, especially toward the values of the countries where affected workers originated. A 

crisis communication plan that is ethically grounded, linguistically inclusive, and culturally 

empathetic is no longer optional—it is a survival imperative. Ethical tourism is rising as a non-

negotiable expectation among travelers and investors alike (UNWTO, 2023), and BlueVista’s 

ability to meet this moment could define its legacy. 



 

1.3 Research Objectives 

This report seeks to: 

 Propose a strategic communication plan using relevant theories 

 Design communication tools that address both internal morale and external perception 

 Tailor crisis messaging to culturally diverse stakeholders 

 Reinforce business ethics in HR practices within the tourism labor market 

 

2. Literature Review 

2.1 Strategic Crisis Communication in the Tourism Sector 

Tourism brands often face crises linked to environment, labor, or security (Ritchie, 2009). What 

differentiates those that recover from those that collapse is communication. Companies that 

acknowledge fault and implement clear recovery plans tend to preserve trust (Coombs, 2007). In 

contrast, defensive communication aggravates stakeholder distrust. 

 

2.2 SCCT and Attribution of Responsibility 

Situational Crisis Communication Theory (SCCT) guides organizations in choosing the right 

tone and strategy based on their level of perceived responsibility (Coombs & Holladay, 2012). In 

cases involving labor violations, the public places responsibility on the organization, regardless 

of subcontractor involvement. Thus, a rebuild strategy (apology, rectification, compensation) is 

appropriate. 

 

2.3 Agenda-Setting Theory and Media Framing 

According to McCombs and Shaw (1972), media shapes what people think about—not just how 

they think. A company must actively participate in the narrative to prevent distorted framing. A 

timely press release, public acknowledgment, and media availability are critical to influencing 

coverage. 



 

2.4 Cultural Sensitivity in Crisis Messaging 

The Hofstede framework offers insight into how different cultures interpret messages. For 

instance: 

 High power distance countries (e.g., India, Philippines) respond better to hierarchical, 

respectful language. 

 Collectivist societies prefer messages that emphasize shared values and community 

impact (Hofstede, 2011). 

In labor-related crises involving global stakeholders, a one-size-fits-all communication approach 

is ineffective and potentially harmful. 

 

2.5 CSR in Tourism Employment 

Research shows that ethical labor practices are no longer optional—they're demanded by 

travelers and investors alike (Baum, 2012). Tourism companies that integrate CSR into their 

recruitment and employment strategies not only minimize risks but also enhance loyalty and 

resilience (UNWTO, 2020). 

 

3. Methodology 

3.1 Research Approach 

This report adopts a qualitative research strategy that emphasizes depth, interpretation, and 

context over numerical data. The approach is grounded in crisis communication literature, 

incorporating seminal frameworks such as the Situational Crisis Communication Theory (SCCT) 

developed by Coombs (2007), which is widely used to assess and recommend response strategies 

during organizational crises. Additionally, cross-cultural communication theories, particularly 

Hofstede’s cultural dimensions, are utilized to ensure that proposed messages and actions are 

culturally resonant and respectful of the values of migrant-sending countries. The report also 

draws from real-world case studies, such as Marriott International’s response to labor 

exploitation allegations, which serve as benchmarks for effective and ethical crisis recovery in 

the tourism sector (ILO, 2020; WTTC, 2021). These examples are not used merely as 

comparisons but as foundational learning tools that inform the structure and tone of BlueVista’s 

response. To operationalize the findings, the report integrates strategic communication planning 

models, such as the RACE model (Reach, Act, Convert, Engage), to develop practical and 

audience-specific deliverables. These include an internal policy shift memo, a transparent press 

release, and an investor assurance letter, all drafted in accessible, ethically grounded Business 

English. By merging academic rigor with actionable insight, this methodology enables a well-



rounded and impactful communication plan tailored for BlueVista Resorts’ unique crisis 

landscape. 

 

3.2 Theoretical Models 

 SCCT provides the foundation for message structure, guiding tone and content selection. 

 Agenda-Setting Theory emphasizes proactive media engagement. 

 Hofstede’s Cultural Dimensions guide message localization for migrant-sending 

countries. 

 

3.3 Data Sources 

Secondary data includes: 

 NGO reports on tourism labor conditions 

 Media coverage of BlueVista’s crisis 

 Academic research on crisis communication 

 CSR benchmarks from competitors 

 

3.4 Stakeholder Classification 

Stakeholders are segmented into: 

 Internal: Resort staff, HR, leadership 

 External: Investors, international media, labor ministries 

 Affected communities: Workers from India, the Philippines, and Eastern Europe 

 

3.5 Deliverable Design 

Three documents were created: 

1. Internal Memo – For leadership and HR teams to initiate reform 

2. Public Press Statement – For media and customer reassurance 

3. Investor Letter – For ESG risk assurance and brand reputation defense 

 

4. Findings 



4.1 Internal Weaknesses 

One of the critical internal weaknesses identified at BlueVista Resorts is the absence of a 

centralized grievance redressal system for seasonal and migrant workers. This results in 

inconsistent handling of complaints and an overall sense of disempowerment among temporary 

staff. Moreover, the Human Resources (HR) department lacks sufficient visibility and control 

over third-party contractors, creating significant gaps in oversight. Resort managers, who are 

directly involved with frontline labor, have not received standardized training in labor ethics or 

human rights, which exacerbates the problem (Baum et al., 2016). Additionally, employment 

contracts and HR materials are predominantly issued in English and are neither translated nor 

verbally explained to workers from non-English-speaking countries, contributing to confusion 

and potential exploitation (ILO, 2022). These oversights reflect not only organizational blind 

spots but also a broader failure to uphold labor dignity in the hospitality sector. 

 

4.2 Poor Communication and Oversight 

The lack of proactive communication between BlueVista’s corporate offices and on-ground 

operations is another internal fault line. Communication breakdowns have enabled local 

managers to act with impunity or indifference, particularly when responding to labor complaints. 

Without proper reporting channels or accountability systems in place, labor grievances remain 

buried or unresolved (Gannon et al., 2020). In contrast, best practices in ethical tourism 

management stress the importance of continuous feedback loops between management and labor 

forces, which BlueVista currently lacks (UNWTO, 2023). There is also a dearth of routine audits 

or third-party inspections to ensure that labor policies are being followed, especially in regions 

with weak local enforcement mechanisms. These failures collectively pose severe reputational 

and legal risks for the brand. 

 

4.3 External Threats 

Externally, BlueVista has been hit with an intense wave of social media backlash following the 

publication of investigative reports on labor abuses. Within a single week, over two million 

mentions related to #BoycottBlueVista were recorded across platforms like Twitter, Instagram, 

and Reddit, many of which were driven by viral influencer content and grassroots labor rights 

campaigns (McQuarrie et al., 2013). This negative sentiment has translated into real-world 

consequences: multiple EU-based tourism watchdog organizations have launched formal 

inquiries into the company’s practices, including the European Tourism Ethics Commission and 

Fair Hospitality Now (ETEC, 2023). Furthermore, major travel review platforms such as 

TripAdvisor and Booking.com have significantly downgraded BlueVista’s ratings, which poses a 

direct threat to future bookings and customer retention. Reputational damage at this scale can be 

long-lasting unless mitigated by rapid and transparent communication (Coombs, 2019). 

 



4.4 Investor and Client Retraction 

In addition to public outcry, corporate clients—such as international conference organizers and 

travel agencies—have begun reevaluating their partnerships with BlueVista. Several key clients 

have publicly stated they are considering moving their contracts to competitors with better 

ethical records (PwC, 2022). This sentiment is echoed by impact investors and ESG 

(Environmental, Social, and Governance) funds that now demand demonstrable social 

responsibility as a criterion for continued investment. In today’s socially conscious market, 

stakeholders expect tourism brands to align with values like human rights, labor fairness, and 

ethical sourcing (Carroll & Shabana, 2010). Failure to meet these expectations could result in 

both financial losses and reputational erosion. Thus, stakeholder trust must be restored not just 

through words, but through verifiable actions. 

 

4.5 Structural and Cultural Misalignment 

BlueVista’s operational strategies also reveal a misalignment with the cultural and legal 

expectations of migrant-sending countries, such as the Philippines, Bangladesh, and Sri Lanka. 

These countries often have bilateral agreements and labor export policies that mandate fair 

treatment, grievance accessibility, and non-discrimination (ILO, 2020). BlueVista’s failure to 

honor these expectations could jeopardize future labor supply pipelines and strain diplomatic 

relations. Hofstede’s cultural dimensions suggest that miscommunications may also arise due to 

high power-distance cultures perceiving top-down commands as absolute, even if they 

contravene ethical standards (Hofstede, 2001). A more culturally sensitive communication 

strategy—considering local customs, languages, and power dynamics—must be integrated into 

HR and crisis protocols. 

 

4.6 Opportunity for Transformative Leadership 

Amid the reputational damage and operational chaos, BlueVista is presented with a rare chance 

to reframe the crisis as an opportunity for institutional renewal. By adopting a transparent, 

reform-oriented strategy, the brand can reposition itself as a leader in ethical tourism 

employment. Scholars argue that transformative leadership during crises can rebuild trust and 

foster deeper brand loyalty than if no crisis had occurred (Heath & Millar, 2004). If BlueVista 

leads a well-communicated internal reform program—accompanied by cross-border 

collaboration with labor-sending governments and NGOs—it could rebrand as a responsible, 

forward-thinking player in global hospitality. Crisis situations, when handled with authenticity 

and commitment, often catalyze meaningful change and strategic differentiation (Ulmer et al., 

2010). 

 

4.7 Benchmarking: Marriott’s Ethical Turnaround 



A comparative example is Marriott International’s ethical rebranding after facing allegations of 

labor exploitation in Southeast Asia in 2019. Rather than deflecting blame, Marriott issued a 

formal apology, launched a “Responsible Hospitality” initiative, and partnered with the 

International Labour Organization (ILO) to train resort managers on labor rights (ILO, 2020). 

They also introduced multilingual grievance hotlines and revised employment contracts to 

include simplified language and translated terms. This transparent and reformist approach led to 

the restoration of public trust and even attracted ESG investment funds focused on ethical labor 

practices (Forbes, 2020). Marriott’s case underscores that businesses can emerge stronger from 

crises if they demonstrate genuine accountability and change. 

 

4.8 Reputational Recovery via Communication Tools 

Effective crisis communication is essential to reputational recovery. Based on Situational Crisis 

Communication Theory (SCCT), response strategies should match the perceived responsibility 

level of the organization (Coombs, 2007). In BlueVista’s case, stakeholders perceive high 

responsibility, necessitating strategies that acknowledge fault and commit to reform. The 

proposed deliverables—a policy shift memo for internal staff, a transparent press release, and an 

investor assurance letter—are structured to express accountability, outline concrete reforms, and 

appeal to varied audiences (Falkheimer & Heide, 2015). These tools employ culturally sensitive 

language and persuasive Business English to address both emotional and rational concerns, 

enhancing their effectiveness across diverse stakeholder groups. 

 

4.9 Media and Watchdog Relationships 

The role of media and industry watchdogs in shaping public perception cannot be understated. 

Negative coverage has dominated the news cycle, but proactive engagement could reverse the 

narrative. Scholars recommend building long-term relationships with watchdogs and media 

representatives to enhance credibility during future incidents (Frandsen & Johansen, 2010). 

BlueVista must facilitate press briefings, publish progress reports, and invite third-party labor 

audits to demonstrate openness. Collaborating with credible NGOs such as Ethical Tourism 

Initiative or Human Rights Watch would further reinforce their authenticity. Transparency and 

media cooperation not only defuse hostility but also help shift the conversation toward positive 

change. 

 

4.10 Long-Term Cultural Change 

Finally, to prevent recurrence and future crises, BlueVista must embed labor ethics into its 

organizational DNA. This means developing a long-term cultural shift—beyond temporary 

fixes—that prioritizes human dignity and transparency at every operational level. Investing in 

regular ethics training, multilingual HR resources, and partnerships with labor rights 



organizations are essential (Baum, 2018). Embedding these values in corporate governance and 

ESG reporting will satisfy investor expectations and prepare the company for a more responsible, 

resilient future. Only through sustained, institutional change can BlueVista truly reclaim its 

standing as a trustworthy, values-driven hospitality brand. 

 

5. Discussion 

5.1 Internal Memo: Announcing Policy Reform and Leadership Commitment 

To: All Resort General Managers and HR Department Heads 

Subject: Workforce Ethics Review and Internal Reform Measures 

Dear Team, 

In light of the serious allegations raised concerning the treatment of seasonal workers, BlueVista 

Resorts is launching a formal ethics review. This is not about public image—it is about doing 

what is right. 

From next month, the following reforms will be rolled out: 

 Mandatory labor ethics certification for all managers 

 Monthly audits of living and working conditions 

 Appointment of multilingual worker advocates at each resort 

Your cooperation is critical. Together, we will build a stronger, fairer BlueVista. 

Sincerely, 

Chief Operating Officer 

 

5.2 Public Press Release: Shaping the Narrative Responsibly 

BlueVista Resorts: Commitment to Ethical Reform and Fair Employment 

July 23, 2025 – BlueVista Resorts acknowledges the concerns raised by recent media reports 

regarding migrant worker treatment. We accept our responsibility and are actively implementing 

comprehensive reform. 

Our immediate actions include: 

 Terminating contracts with all agencies found non-compliant 

 Launching the "BlueVista Fair Work Program" 

 Partnering with the International Labour Organization to ensure best practices 



 Establishing an ethics hotline in 6 languages 

We express our regret to those affected and pledge to transform this crisis into a foundation for 

lasting ethical leadership. 

Contact: media@bluevista.com 

— End — 

 

5.3 Investor Letter: Reaffirming ESG Commitment 

Subject: BlueVista Resorts’ Labor Ethics Reform Plan and ESG Update 

Dear Investors, 

In response to labor exploitation reports, BlueVista is proactively reinforcing its social 

governance pillar. Our Ethics Reform Plan includes: 

 Independent labor audits across all properties 

 Introduction of an annual Social Impact Report 

 ESG-linked compensation for senior management 

These changes ensure alignment with ILO standards and UN Global Compact Principles. We 

remain committed to maintaining your confidence by demonstrating integrity in every aspect of 

our value chain. 

Sincerely, 

Head of Investor Relations 

BlueVista Resorts 

 

5.4 Message Style and Tone 

All communications: 

 Are crafted in high-level Business English 

 Maintain emotional balance (accountability without panic) 

 Avoid legal jargon while communicating legal compliance 

 Include future-facing optimism grounded in action 

mailto:media@bluevista.com


 

5.5 Cultural Adaptation Strategy 

 Philippines/India: Messages use communal values and emphasize mutual respect, e.g., 

"We hear you. We value every voice." 

 Eastern Europe: Emphasis on policy, procedural transparency, and equality. 

 Western Europe/Investors: Strategic, compliance-driven language with a focus on CSR 

data and governance. 

 

6. Conclusion 

The crisis confronting BlueVista Resorts is emblematic of broader systemic challenges in the 

global tourism and hospitality sector. Reliance on third-party labor agencies, particularly for 

seasonal work, often leads to a lack of transparency and ethical oversight. While this operational 

model may offer short-term efficiencies, it exposes companies to long-term reputational risks. 

The recent allegations of migrant labor exploitation should be seen not merely as a PR challenge, 

but as a profound call for introspection and structural change. 

Yet within every crisis lies an opportunity. For BlueVista, this moment can serve as a defining 

turning point—a chance to reposition itself not only as a luxury destination but also as a 

champion of responsible tourism employment. Instead of responding defensively, the 

company can choose to lead with empathy, action, and accountability. This shift from reactive to 

proactive engagement reflects a deeper understanding of how modern consumers and 

stakeholders value ethical business conduct. 

Central to this transformation is the integration of communication theory into practical crisis 

management. Drawing upon the Situational Crisis Communication Theory (SCCT), the plan 

proposes tailored responses based on the perceived level of responsibility. SCCT helps avoid 

generic messaging and instead recommends a more nuanced approach—ranging from corrective 

action to full apology—depending on the situation’s severity and public perception. This 

theoretical grounding ensures that the strategy is not just emotionally driven, but strategically 

sound. 

Similarly, agenda-setting theory plays a crucial role in managing the narrative. In today’s 

media-saturated environment, shaping how and when the story is told is almost as important as 

what is being said. By taking control of the conversation early and providing transparent, 

credible information to journalists and stakeholders, BlueVista can avoid misinformation, 

speculation, and the snowball effect of a media backlash. This also enables the brand to anchor 

the public conversation around its reforms and values, rather than past mistakes. 

The communication plan emphasizes cultural intelligence through the use of Hofstede’s cultural 

dimensions, ensuring that messaging resonates with international workers and their communities. 



Countries that send migrant labor often possess high levels of power distance and collectivism, 

which means communication must reflect respect, community welfare, and institutional 

accountability. Aligning crisis communication with these cultural norms fosters trust and shows 

that BlueVista is not merely acting to protect its image, but is genuinely engaging with those 

most affected. 

To operationalize these ideas, three concrete communication tools were developed: an internal 

memo, a press release, and an investor assurance letter. These are more than corporate 

statements—they function as bridges between intention and action. The internal memo fosters 

transparency and motivation among employees, the press release addresses public concern with 

honesty, and the investor letter reaffirms the company’s long-term ESG commitments. Together, 

they form a cohesive narrative of reform and responsibility. 

Rebuilding trust will not be immediate, nor will it be easy. However, if this plan is implemented 

with authenticity and consistency, BlueVista can begin to restore its credibility in the eyes of 

the public, employees, governments, and investors. More importantly, it can rebuild its internal 

culture—one that places human dignity and labor rights at the core of its operational identity. 

This transformation is not only about image recovery but also about organizational renewal and 

moral leadership. 

In conclusion, BlueVista Resorts now stands at a crossroads. One path leads to temporary crisis 

containment and eventual reputational erosion. The other leads to ethical rebranding, industry 

leadership, and a values-driven future. This report recommends the latter—not as a public 

relations move, but as a principled strategy for long-term sustainability. The commitment to just 

labor practices should not end with this crisis; rather, it should become the foundation upon 

which BlueVista’s future is built. 
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