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1.0 Abstract 

In response to a high-profile guest death at its Bali property, Aurora Global Resorts, a 

multinational tourism company, has developed a strategic crisis communication plan, which 

is presented in this report. The event, which attracted worldwide media coverage, presented 

serious operational and reputational risks. The report presents a thorough communication 

plan that emphasizes clarity, empathy, and cultural sensitivity while addressing internal and 

external stakeholders in advanced Business English. 

 

A formal internal memo, a press release, and a letter of stakeholder communication are 

important parts of the plan. These documents ensure cultural appropriateness in international 

markets by being adapted to a variety of audiences and informed by Hofstede's Cultural 

Dimensions and Situational Crisis Communication Theory (SCCT). The analysis emphasizes 

how linguistic structure, tone, and register variations improve credibility and lessen harm to 

one's reputation. 

 

Restoring stakeholder trust, preserving organizational coherence, and bolstering the brand's 

ethical positioning are all aided by prompt, transparent communication that is tailored to 

cultural norms. Recommendations for improving intercultural communication readiness for 

upcoming crises are included in the report's conclusion. 

 

2.0 Introduction 

With a significant presence in Asia-Pacific, Europe, and the Americas, Aurora Global Resorts 

is a fictional but representative multinational luxury hospitality brand. The company serves a 

wide range of international tourists looking for first-rate experiences in picturesque and 

isolated locations, and is well-known for its upscale beachfront resorts and dedication to 

cultural immersion. Aurora, which has more than 40 properties across the globe and employs 

people from over 30 different countries, takes pride in its operational integrity, excellence, 

and inclusivity. 

A tragic guest death occurred at Aurora's Bali resort in May 2025. An affiliated third-party 

vendor provided an unsupervised water sports activity where a 36-year-old Australian 

national drowned. Negative press coverage, social media backlash, and concerns about the 

resort's safety procedures and vendor accountability all contributed to the incident's rapid 
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escalation into a reputational crisis. Internal employees, international visitors, business 

associates, and regulatory agencies in Australia and Indonesia expressed concern over the 

incident. 

Using cutting-edge Business English techniques, this report suggests a thorough crisis 

communication plan to handle the situation. Maintaining organizational trust, controlling 

reputational risk, and effectively and transparently communicating with internal and external 

stakeholders are the objectives. A formal internal memo to employees, a press release for the 

public and media, and a stakeholder letter to foreign partners and investors are the three key 

communication outputs included in the plan. 

The plan gives special attention to tone, clarity, and cross-cultural sensitivity because of 

Aurora's global operations and clientele. The incorrect wording or tone used in international 

crisis communication can worsen hostilities, drive stakeholders away, or even cause 

diplomatic tensions. The messages are therefore thoughtfully written to strike a balance 

between professionalism and empathy, legal prudence and accountability, and cultural nuance 

and urgency. 

Based on Hofstede's Cultural Dimensions and Situational Crisis Communication Theory 

(SCCT), this plan seeks to not only effectively address the crisis but also act as a model for 

best practices in multicultural, multilingual crisis communication in the travel and hospitality 

sector. 

 

3.0 Literature review 

Effective communication is a strategic asset in today's globalized travel and hospitality 

sector, particularly in times of crisis. As the universal language of corporate communication, 

business English is essential for communicating responsibility, urgency, empathy, and 

assurance across linguistic and cultural divides. The stakes are not only monetary in high-

stakes situations like visitor fatalities or data breaches, but also relational and reputational. 

The theoretical and practical underpinnings of crisis communication are examined in this 

literature review, with particular attention paid to the stylistic and structural characteristics of 

business English as well as the significance of cross-cultural competency. 
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3.1 Business English in High-Stakes Professional Settings 

In times of crisis, business English needs to balance diplomacy and clarity. Bhatia (2014) 

asserts that the functional approach to language, which emphasizes reader orientation, 

politeness tactics, and accuracy, characterizes business English in professional settings. This 

is further elevated in crisis communication, which necessitates the strategic use of register 

(formal but approachable), tone (empathetic yet authoritative), and structure (logically 

sequenced, transparent messaging). 

 

The importance of tone and audience awareness is emphasized by Guffey and Loewy (2022), 

who claim that emotionally intelligent communication improves corporate credibility by 

employing suitable greetings, hedging when needed, and minimizing blame. Clarity, 

conciseness, and politeness are crucial in high-stakes situations to prevent ambiguity and 

possible misinterpretation, especially in the tourism industry where visitors come from a 

variety of cultural backgrounds. 

 

3.2 Situational crisis communication theory 

One of the most popular frameworks for directing crisis response tactics is Timothy Coombs' 

Situational Crisis Communication Theory (SCCT). According to Coombs (2007), SCCT 

indicates that the communication tactics that will best safeguard an organization's reputation 

depend on the type of crisis—victim, unintentional, or preventable. 

 

For instance, a guest death connected to a third-party vendor could be classified as an 

unintentional crisis, necessitating a combination of rebuild and diminish tactics. When some 

responsibility is assigned but the organization did not act maliciously, SCCT advises that they 

implement a corrective action and compensation-based message. When there is a significant 

risk to one's reputation, SCCT also stresses apologies and corrective measures. 

 

SCCT provides guidance on tone selection for Business English applications, ranging from 

neutral and explanatory (diminish strategy) to highly empathetic and reconciliatory (rebuild 

strategy). In line with corporate communication standards, the theory also emphasizes the 

significance of message consistency across channels (internal memos, press releases, and 

public statements). 
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3.3 Hofstede’s cultural dimensions 

Hofstede's Cultural Dimensions Theory (Hofstede, Hofstede & Minkov, 2010) offers insight 

into how those messages should be modified for various cultural contexts, even though SCCT 

offers structural guidance for message formation. Hofstede found that communication 

preferences are influenced by six important aspects of national culture: 

 

• Power Distance: Formal language and hierarchical acknowledgment are essential in 

cultures with high power distance, such as China and Indonesia. A press release needs 

to demonstrate respect for authority figures and follow established communication 

guidelines. 

 

• Collectivism vs. Individualism: Western audiences (such as those in the USA and 

Australia) anticipate straightforward, honest apologies. Face-saving language and 

community-focused framing are valued in collective cultures (such as Thailand and 

Japan). 

 

• High uncertainty avoidance cultures, such as those in South Korea and France, value 

thorough justifications and methodical crisis management. 

 

• Tone is influenced by the masculinity vs. femininity dimension. While masculine 

cultures (like Mexico and Japan) may react better to messages that emphasize action 

and control, feminine cultures (like Sweden and the Netherlands) favor cooperative, 

sympathetic language. 

 

• Long-Term Orientation: Influences stakeholders' preference for strategic, patient 

reassurances or prompt responses. 

 

 

• The tone of communication is influenced by indulgence vs. restraint; more indulgent 

societies might anticipate emotionally expressive communication, while restrained 
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societies might favor formal restraint. 

 

 

• By incorporating Hofstede's dimensions, Business English is guaranteed to be both 

grammatically and structurally sound as well as culturally relevant. An apology letter 

addressed to East Asian partners, for example, would use more honorifics and indirect 

language than one addressed to North American stakeholders. 

 

 

3.4    The High-Context and Low-Context Cultures of Edward Hall 

Edward T. Hall's theory of high- and low-context cultures (Hall, 1976) contributes to a better 

understanding of cultural communication styles. A lot of communication is implicit in high-

context cultures (like Saudi Arabia and Japan), which mainly rely on shared understanding, 

context, and non-verbal clues. Low-context cultures, such as those in the USA and Germany, 

on the other hand, value direct, thorough, and explicit communication. 

 

This distinction is crucial in crisis communication. While a press release or internal memo 

intended for a low-context audience must include precise facts, thorough timelines, and direct 

accountability, one intended for a high-context culture must respect unwritten norms, refrain 

from overt blame, and reflect harmony. By using Hall's theory, one can avoid cultural 

blunders and unintentional offense by making sure that the tone and message structure are 

sensitive to contextual expectations. 

3.5 Tone, Persuasion, and Clarity in Corporate Crisis Language 

In business English, tone refers to both strategic positioning and emotional expression. 

According to Hyland (2005), tone functions at the nexus of professional positioning and 

interpersonal meaning. In a crisis, a persuasive tone needs to include: 

 

Empathy, such as admitting wrongdoing 

 

Assurance (e.g., stating explicit actions taken) 

 

Legitimacy (e.g., referencing regulations, conformance) 
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Formality (avoid using informal or colloquial language, for example) 

 

Clarity is just as important. Guidelines from the Plain English Campaign state that crisis 

communications should make use of concrete language, short sentences, and the active voice. 

This lowers the possibility of misunderstandings and supports preserving confidence under 

duress. 

Persuasion in cross-cultural contexts also needs to take cultural communication norms into 

consideration. For instance, in Germanic or Scandinavian markets, where consistency and 

logical reasoning (logos) are valued, emotional appeals (pathos) might work better than in 

Latin American cultures. 

 

3.6 Conclusion of literature review 

A strong framework for handling high-risk situations in the international tourism sector is 

provided by the nexus of crisis communication theory and business English. While Hofstede 

and Hall provide guidance for adapting messages across cultural contexts, SCCT offers a 

foundation for choosing the most reputationally effective response strategy. The proper 

application of tone, register, clarity, and persuasion in business English communication is 

guided by these theories taken together. These observations will be used in the following 

section to create real communication materials that are suited to a global audience impacted 

by a serious incident at Aurora Global Resorts. 

 

4.0 Methodology 

Based on best practices from corporate communication, intercultural business management, 

and crisis response literature, this strategic crisis communication plan was developed using a 

qualitative, theory-informed approach. Developing communication materials that 

demonstrate advanced Business English proficiency, cultural sensitivity, and strategic clarity 

for a high-profile incident in the international tourism industry was the main goal. 

 

The process started with a situational analysis of the hypothetical case: a guest died at Aurora 

Global Resorts’ Bali property while participating in a water-based recreational activity run by 
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a third-party vendor. The incident was categorized as a "accidental crisis" under Situational 

Crisis Communication Theory (SCCT) (Coombs, 2007), which suggests a combination of 

diminish and rebuild response strategies. This classification affected the communications' 

tone and structure, emphasizing corrective actions and future prevention while 

acknowledging responsibility without showing direct negligence. 

 

The approach involved a review of industry standards from top crisis communication 

manuals, such as the World Tourism Organization's (UNWTO) crisis guidelines and the 

Institute for Public Relations' Crisis Communication Guidebook, to help shape the linguistic 

and strategic elements of the communication materials. To further understand how tone, 

timing, and message structure affect stakeholder trust and brand recovery, real-world case 

studies were examined, including British Airways' response to the 2017 data breach and the 

2018 drowning incident at a Club Med resort. 

 

The materials created—an internal memo, a public press release, and a stakeholder letter—

were written in formal Business English, guided by the principles outlined by Guffey and 

Loewy (2022) for high-stakes professional writing. Sentence structures were kept clear and 

active; jargon was avoided to ensure accessibility across non-native English-speaking 

audiences. 

 

The scope and content of the communication plan were framed by a number of important 

assumptions. First, it was believed that the main audiences would consist of international 

media, concerned visitors and partners, internal staff (multinational staff), and regulatory 

stakeholders in Australia and Indonesia. Second, because of the death and international media 

coverage, it was presumed that the crisis was severe; however, because of the involvement of 

a third-party vendor, legal liability was still restricted. Last but not least, Hofstede's 

Dimensions and Edward Hall's High/Low Context Model served as a guide for the cultural 

assumptions, which assumed that different communication strategies were required in 

collectivist, high-context cultures (like Indonesia and Japan) versus individualist, low-context 

cultures (like Australia and the UK). 

 

The final deliverables are theoretically sound, morally sound, and globally adaptable thanks 

to this methodology. 

 



10 
 

 

5.0 Findings 

a. Internal Memo (to Staff) 

To: All Staff 

From: Chief Executive Officer 

Date: [Insert Date] 

Subject: Important Internal Communication Regarding Recent Incident 

Dear Team, 

It is with deep regret that I inform you of a tragic incident that occurred on [Insert Date] dur-

ing one of our guided adventure excursions in [Location]. A guest, Mr. [Name], sustained fa-

tal injuries despite immediate emergency response efforts by our field team and local authori-

ties. Our thoughts are with the guest’s family and loved ones during this deeply difficult time. 

We understand the emotional toll this news may take on all of you, especially those directly 

involved. Please know that counselling and mental health resources are available to all staff. 

You may reach out confidentially through our Employee Assistance Program (EAP). 

Our values—integrity, safety, and human dignity—are guiding every step of our internal re-

view. We are cooperating fully with local authorities, and a transparent investigation is un-

derway to assess safety protocols. We are also working closely with the family to provide 

support and assistance. 

Let us remain united as a team. Your professionalism, empathy, and adherence to safety prac-

tices are critical during this time. Further updates will follow as we learn more. Thank you for 

your commitment and care. 

Sincerely, 

[Full Name] 

Chief Executive Officer 

Global Horizons Travel Co. 

 



11 
 

b. Press Release (to Media/Public) 

FOR IMMEDIATE RELEASE 

Date: [Insert Date] 

Contact: media@globalhorizons.com 

Subject: Statement on Incident During Guided Tour in [Location] 

[City], [Country] — Global Horizons Travel Co. is deeply saddened to confirm that a fatal 

incident occurred on [Insert Date] involving one of our guests during a guided adventure tour 

in [Location]. 

The guest was critically injured during an activity, and despite immediate intervention by 

trained staff and emergency responders, the individual was pronounced deceased shortly 

thereafter. Our sincerest condolences go out to the guest’s family and friends. 

We are conducting a comprehensive investigation in collaboration with local authorities to 

determine the cause and contributing factors. Safety is and remains our utmost priority, and 

we have temporarily suspended all related activities in the region pending further assessment. 

Our team is providing direct assistance to the guest’s family, and counselling resources have 

been extended to affected staff and fellow guests. 

We ask for privacy for the family during this difficult time and will share updates as appro-

priate. For media inquiries, please contact media@globalhorizons.com. 

About Global Horizons Travel Co. 

Global Horizons Travel Co. is a leading provider of immersive travel experiences in over 50 

countries. With a deep commitment to safety, cultural respect, and sustainability, we have 

served over one million travelers globally since 2001. 

 

c. Stakeholder Communication Letter (to Investors and Partners) 

To: Valued Stakeholders 

From: Chief Executive Officer 
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Date: [Insert Date] 

Subject: Stakeholder Briefing on Guest Incident in [Location] 

Dear Stakeholders, 

We write to inform you of a tragic incident that has deeply impacted our organization. On 

[Insert Date], during one of our certified adventure experiences in [Location], a guest sus-

tained fatal injuries. Our team responded immediately, and authorities are now conducting a 

full investigation. 

This event challenges our mission as a trusted tourism provider. However, it also reaffirms 

our commitment to transparent operations and rigorous safety. In alignment with our Duty of 

Care obligations, all related activities have been suspended, and our crisis response protocol 

has been activated. 

We are working diligently with legal counsel, insurance representatives, and local authorities 

to ensure compliance, liability review, and compassionate engagement with the family in-

volved. Our risk mitigation and reputation teams are actively monitoring communications and 

public sentiment across markets. 

We recognize the seriousness of this incident for our brand. However, we remain confident in 

the strength of our values-driven leadership, trained personnel, and established risk protocols. 

Financial projections are currently under review, and a briefing will be held on [Insert Date] 

to address your concerns in full. 

We thank you for your continued partnership, understanding, and trust. 

Warm regards, 

[Full Name] 

Chief Executive Officer 

Global Horizons Travel Co. 
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6.0 Discussions 

6.1 Justification of tone and style choices 

Advanced Business English was used to craft each communication artifact, with a focus on 

cultural appropriateness, professionalism, clarity, and empathy. The internal memo maintains 

factual clarity while fostering staff unity through the use of an emotionally intelligent and 

supportive tone. The formal yet sympathetic tone aligns with internal values like openness, 

concern, and cooperation. 

 

The tone of the press release is clear, impartial, and authoritative. This externally facing doc-

ument had to strike a balance between public empathy and legal risk mitigation. Specific de-

tails are shared without jeopardizing ongoing investigations, active voice is strategically em-

ployed, and passive voice is kept to a minimum. The messaging approach is impartial, courte-

ous, and educational, all of which are industry norms for public relations in emergency situa-

tions. 

The tone of the stakeholder communication letter is more strategic. Persuasive but tailored to 

a high-level business audience, the language emphasizes the financial and reputational effects 

while projecting assurance and accountability. Global Horizons' dependability is reaffirmed 

by the formal register selection, and conformity to global investor expectations is guaranteed 

by a culturally sensitive tone. 

 

6.2 Application of SCCT 

The SCCT by W. Timothy Coombs offers a framework for customizing crisis responses ac-

cording to perceived accountability and reputational risk. The crisis in this case—a visitor dy-

ing while on a tour—fits into the "accidental" cluster, which denotes little intentionality but 

has the potential to cause significant harm to one's reputation if handled improperly. 

 

Rebuilding is the response strategy. 

 

• Because it exhibits moral leadership and long-term brand stewardship, rebuilding was 

selected over diminishing or denying. 
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• By encouraging openness and emotional support, the internal memo aids in the inter-

nal restoration of trust. 

 

• In keeping with SCCT's advice to use apology and corrective action in unintentional 

cases, the press release publicly affirms responsibility without acknowledging liabil-

ity. 

 

• The stakeholder letter conveys organizational learning and strategic containment, both 

of which are critical for long-term recovery and investor confidence. 

 

Restoring reputational equity requires competence and concern, which this SCCT-guided ap-

proach demonstrates. 

 

6.3 Hofstede’s Cultural Dimensions and Cultural Tailoring 

Messages were developed to address important intercultural expectations using Hofstede's six 

cultural dimensions: 

 

Collectivism versus Individualism: 

 

• The stakeholder letter emphasizes organizational responsibility and direct reassurance 

in order to take individualist cultures (such as those in the US, UK, and Germany) 

into account. 

 

• By promoting teamwork, mutual support, and shared values, the internal memo also 

subtly promotes collectivist cultures (such as those in Brazil, China, and Japan). 

 

Avoiding Uncertainty: 

 

• Clear plans and procedures are preferred by cultures that have a high level of uncer-

tainty avoidance, such as Greece, Japan, and France. To eliminate ambiguity, all com-

munications contain references to investigations, immediate actions, and a temporary 



15 
 

halt in operations. 

 

Distance of Power: 

 

• Cultures with high power distance, like the UAE, India, and Malaysia, demand au-

thoritative communication. To reaffirm hierarchy and leadership, the CEO signs all 

three documents. 

 

• Transparent, open communication is also valued in low power distance regions (like 

Scandinavia and Australia), which are attained through inclusive language and shared 

responsibility. 

 

Comparing masculinity and femininity: 

 

• Performance, accountability, and control are subtly conveyed in masculine cultures 

(such as Mexico and Italy), particularly in the stakeholder letter. 

 

• The sympathetic tone of the internal memo and public-facing press release reflects the 

values of feminine cultures (such as Sweden and the Netherlands), which place a high 

importance on care, consensus, and modesty. 

 

 

 

6.4 Global marketing sensitivities 

It takes subtle awareness of how apology, disclaimers, and transparency are interpreted to 

communicate across international markets: 

 

Apologies: 

 

• Explicit apologies, particularly from senior executives, are customarily accepted and 

expected in East Asian markets. 
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• Explicit apologies, however, could be interpreted as liability admissions in U.S. and 

European legal contexts. As a result, the press release stays away from assigning 

blame and instead uses neutral words like "deeply saddened." 

Legal Notices: 

 

• Disclaimers are frequently interpreted by Western stakeholders as expert risk manage-

ment. 

 

• Overt legalism can come across as condescending or impersonal in Middle Eastern or 

Latin cultures. The stakeholder letter indicates that legal and compliance procedures 

are being followed while avoiding legalese. 

 

Openness and Information Management: 

 

• Detailed steps about the investigation are included because data transparency and pro-

cess communication are highly valued in Germanic and Scandinavian cultures. 

 

• The external messaging, on the other hand, uses polite, restrained language because 

excessive detail or emotional exposure may be interpreted as a loss of face in East 

Asian markets. 

 

The messaging avoids one-size-fits-all templates and instead reflects culturally intelligent, 

theory-informed crisis communication by incorporating these cultural and strategic consider-

ations. 

 

7.0 Conclusion 

The strategic use of business English in handling a high-stakes crisis communication situation 

in the global travel industry has been illustrated in this report. The communication goals of 

clarity, empathy, tone alignment, and reputational management were accomplished across 

culturally diverse audiences through the creation of a formal internal memo, press release, 

and stakeholder communication letter. 
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Every document had a purposeful tone and register that was suited to the professional and 

emotional requirements of the audience. The stakeholder letter communicated accountability, 

bolstering investor confidence; the press release managed the public narrative with integrity 

and transparency; and the internal memo promoted unity and trust within the organization. 

When taken as a whole, these results supported the company's business continuity goals by 

preserving employee morale, protecting brand equity, and anticipatorily resolving legal and 

financial issues. 

 

In accordance with industry best practices for unplanned crises, the report strategically used 

Situational Crisis Communication Theory (SCCT) to direct message framing and choose a 

"rebuild" posture. Furthermore, cultural customization that honored both individualist and 

collectivist value systems, high and low power distance expectations, and universal inclina-

tions regarding sharing information and apologizing was made possible by the application of 

Hofstede's cultural dimensions. 

  

8.0 Recommendations 

The following suggestions are put forth to further improve cross-cultural crisis resilience: 

 

• Create a Toolkit for Multilingual Crisis Communication: Make sure that pre-approved 

message templates are available in a variety of languages and that their tone, style, 

and format are tailored to local standards. 

 

• Invest in frequent training sessions for frontline employees and senior leaders to help 

them manage culturally sensitive conversations, especially during times of crisis. 

 

• Create a Cultural Advisory Board: Include advisors from the region in the company's 

crisis response team to provide prompt advice on the expectations and sensitivities of 

the market. 

 

•  Put in Place Real-Time Market Sentiment Monitoring: During emergencies, use AI 

and analytics tools to track public opinion, allowing for responsive communication 

that adapts to tone perception and cultural reception. 
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• Examine and revise crisis procedures Every year: Evaluate all crisis communication 

plans for compliance with regulations, cultural relevance, and market dynamics. 

 

In an increasingly complex global environment, international tourism companies can 

improve their operational agility, brand integrity, and stakeholder trust by coordinat-

ing crisis communication with intercultural understanding and business strategy. 
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Appendices 

Appendix: Draft Versions of Communications 

A.1 Internal Memo – First Draft (Pre-Review) 

Subject: Preliminary Statement on Incident at Riviera Resort 

Dear Team, 

As many of you are aware, an incident occurred at our Riviera Resort involving a guest medi-

cal emergency. While investigations are ongoing, we wish to express our commitment to 

guest safety and staff support. 

Please remain professional and refrain from public commentary. A detailed briefing will be 

shared tomorrow. 

Sincerely, 

Corporate Communications Team 

 

A.2 Press Release – First Draft (Prior to Legal/PR Vetting) 

FOR IMMEDIATE RELEASE 

Riviera Group Confirms Incident at Caribbean Property 

[City, Date] – Riviera Group can confirm that an incident involving a guest occurred at its 

Caribbean property on [Date]. The company is fully cooperating with authorities and is sup-

porting those affected. 

“Safety is our top priority, and we are working to ensure a full investigation,” said [Spokes-

person]. 

Further details will be released when available. 
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