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Abstract 

This report outlines a strategic communication plan designed to address a crisis faced by 

Alpine Adventures, a mountain resort company that received criticism following a 

misleading promotional video. By applying the Situational Crisis Communication Theory 

(SCCT), principles of ethical marketing, and intercultural communication frameworks, the 

plan seeks to restore the company’s reputation, regain customer confidence, and effectively 

engage global stakeholders. The proposed communication includes a public apology, an 

internal policy memo, and a letter to investors, all crafted to maintain consistent messaging, 

clarity, and cultural sensitivity in a demanding international business setting. 

 

Introduction 

Alpine Adventures is a prominent mountain resort operator offering adventure tourism 

experiences in several countries. Recently, the company encountered a reputational 

challenge after releasing a promotional video that was perceived as misleading by its 

audience. The video showcased an idealized version of the resort experience, creating 

unrealistic expectations that led to customer dissatisfaction and criticism. This situation 

posed a risk to the company’s brand image, customer loyalty, and investor relations. 

 

This paper proposes a comprehensive crisis communication strategy intended to mitigate 

the negative effects of the incident. The plan integrates theoretical insights and practical 

communication techniques to help Alpine Adventures recover its standing, rebuild trust, and 

reposition its brand in a culturally diverse and operationally complex marketplace. 

 

Literature Review 

Effective management of crisis communication is critical for protecting brand reputation in 

international business environments, particularly within the tourism sector. This review 

covers four main areas: 

 

Situational Crisis Communication Theory (SCCT) 

Developed by Coombs (2007), SCCT provides organizations with guidance on selecting 

appropriate communication strategies based on the nature of the crisis and the degree of 

organizational responsibility. For crises where the organization is at fault, such as misleading 

marketing, SCCT recommends rebuilding approaches involving apology and corrective action 

to regain trust. 

 



Business English Communication 

Effective business communication during a crisis requires a mastery of clear, professional, 

and persuasive language. According to Guffey and Loewy (2021), communication should be 

clear, culturally sensitive, and appropriately formal to maintain credibility and connect 

effectively with diverse stakeholders. 

 

Cross-Cultural Communication 

Given the global scope of Alpine Adventures’ operations, understanding cultural differences 

is essential. Hall’s (1976) concepts of high-context and low-context communication, along 

with Hofstede’s (1984) cultural dimensions, assist in adapting messages for various cultural 

audiences. Meyer (2015) emphasizes that cultural intelligence is vital to prevent 

miscommunication and build trust across borders. 

 

Ethical Marketing 

Kotler and Keller (2016) stress that ethical marketing practices — including truthful 

advertising and respect for consumer rights — are fundamental to sustaining brand 

authenticity and customer loyalty. Misleading promotions risk damaging this trust and 

require transparent and honest responses for recovery. 

 

Methodology 

The development of this crisis communication plan involved a multi-faceted qualitative 

approach: 

 

Literature Review: A detailed study of academic theories and industry practices related to 

crisis communication, intercultural communication, and ethical marketing. 

 

Content Analysis: Examination of Alpine Adventures’ promotional materials and public 

reactions to identify core issues and stakeholder concerns. 

 

Communication Strategy Development: Using SCCT and communication best practices to 

draft three targeted messages: a public apology, an internal memo, and an investor letter. 

Each message is tailored for its audience but maintains a consistent tone and content 

strategy. 



 

Evaluation: The plan was reviewed in comparison to effective crisis communication examples 

in the tourism sector to ensure its practical applicability and cultural sensitivity. 

 

Findings 

Public Apology Statement 

To our valued customers and community, 

 

We sincerely apologize for the recent promotional video that did not accurately reflect the 

experiences available at Alpine Adventures. While our aim was to highlight the beauty and 

excitement of our resort, we acknowledge that the depiction may have created unrealistic 

expectations. We accept full responsibility for this mistake. 

 

To regain your trust, we are instituting more rigorous review procedures to ensure all 

marketing content is truthful and transparent. Additionally, we encourage our guests to 

share authentic experiences to help present a realistic view of our offerings. 

 

Thank you for your understanding and continued support. 

 

Sincerely, 

Alpine Adventures Team 

 

Internal Memo to Marketing Staff 

Subject: Implementation of New Content Guidelines 

 

Dear Team, 

 

In response to feedback regarding our recent promotional video, we are introducing 

enhanced content guidelines effective immediately. All marketing materials must now 

undergo a comprehensive ethical and cultural review to ensure accuracy and 

appropriateness. 



 

Our goal is to uphold Alpine Adventures’ reputation by communicating with honesty and 

respect for all audiences. Training on ethical marketing and intercultural communication will 

be scheduled shortly. Your cooperation and commitment are essential during this transition. 

 

Best regards, 

Marketing Director 

 

Investor Letter 

Dear Investors, 

 

We recognize that the recent issues related to our promotional campaign have impacted 

Alpine Adventures’ reputation and stakeholder confidence. We want to assure you that we 

are proactively addressing the situation through a transparent and ethical crisis 

communication plan. 

 

Our strengthened content policies and initiatives aimed at engaging customers worldwide 

have already begun to yield positive results, including a notable increase in bookings in 

recent months. We remain dedicated to long-term growth and stability. 

 

Thank you for your continued trust and support. 

 

Sincerely, 

Chief Executive Officer 

 

Discussion 

The crisis faced by Alpine Adventures highlights the importance of a strategic 

communication response that blends theory with practical action. SCCT proved effective in 

guiding the company toward an appropriate rebuilding strategy for a preventable crisis 

involving ethical concerns (Coombs, 2007). The communication plan’s multi-stakeholder 

approach ensured that messages were tailored yet consistent, a key recommendation of 

SCCT. 



 

Applying principles of Business English helped maintain clarity, professionalism, and 

empathy in all communications, avoiding culturally sensitive language and ensuring 

accessibility for a global audience (Guffey & Loewy, 2021). 

 

The incorporation of cross-cultural communication theories enabled the company to adapt 

its messaging to the diverse preferences of its international customers and partners. 

Understanding differences in apology styles and communication preferences reduced the 

risk of misunderstanding and supported the rebuilding of trust (Hall, 1976; Hofstede, 1984; 

Meyer, 2015). 

 

The focus on ethical marketing reinforced the necessity of transparency and authenticity in 

restoring consumer confidence after misleading promotions (Kotler & Keller, 2016). 

Encouraging genuine customer testimonials is a positive step towards re-establishing brand 

credibility. 

 

Comparisons with crisis responses by companies like Airbnb and United Airlines indicate that 

Alpine Adventures’ approach aligns with recognized best practices, emphasizing 

transparency, cultural sensitivity, and proactive engagement. Ongoing monitoring and 

adaptation will be crucial for sustained reputation recovery. 

 

Conclusion 

The misleading promotional video triggered a crisis for Alpine Adventures that required a 

carefully designed strategic communication response. This report presented a crisis 

communication plan grounded in SCCT, Business English, intercultural communication, and 

ethical marketing principles. 

 

The public apology, internal memo, and investor letter addressed the needs of various 

stakeholders while maintaining consistent and culturally sensitive messaging. This case 

underscores the significance of transparent, adaptive, and theory-driven communication 

strategies in managing reputational risks within the international tourism industry. 

 



To secure long-term resilience, Alpine Adventures must continue to integrate ethical 

standards and cultural intelligence in all communications, ensuring ongoing stakeholder trust 

and brand strength. 
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