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1. Abstract 

This crisis communication report addresses a norovirus outbreak at GlobalSun Resorts Ltd., 

located in the Maldives. In the luxury tourism sector, guest safety and brand reputation are 

inseparable, especially when health threats arise. Norovirus, a contagious gastrointestinal virus, 

poses a significant challenge in resort environments, where rapid transmission and social media 

amplification can spiral into a full-scale crisis. This report creates a strategic response plan 

grounded in Situational Crisis Communication Theory (SCCT), Business English frameworks, 

and Hofstede’s cultural dimensions. It includes a practical triad of crisis communications: an 

internal staff memo, a press release, and a stakeholder reassurance letter. The goal is to mitigate 

brand damage, align with public health guidelines, and maintain transparency while considering 

diverse guest expectations. The findings highlight the value of empathy, timeliness, and 

audience-aware language in responding to health-related incidents in international tourism. 

 



2. Introduction 

Global tourism thrives on perceptions of wellness, luxury, and escape from everyday concerns. 

Yet, the rise in international travel also increases vulnerability to health threats. The tourism 

industry is one of the first sectors to be affected by illness-related fears and one of the last to 

recover fully. From the COVID-19 pandemic to localized outbreaks like Zika or norovirus, 

tourism operators must navigate not just public health challenges, but communication ones as 

well (Gossling et al., 2021). 

In this report, we examine a simulated health crisis at GlobalSun Resorts Ltd., a high-end 

hospitality brand operating in the Maldives. A number of guests have fallen ill with symptoms of 

norovirus, prompting widespread concern among current residents, future travelers, and 

investors. Norovirus is known for its rapid spread and association with poor hygiene practices, 

regardless of actual fault (CDC, 2023). 

Effective communication becomes vital—not only to contain reputational damage but to 

demonstrate operational control and empathy. Inconsistent or delayed messaging can fuel 

misinformation and destroy guest trust. Therefore, this report develops a strategic 

communication plan tailored to different audiences using established frameworks such as the 

Situational Crisis Communication Theory (SCCT) and Hofstede’s intercultural dimensions. 

Deliverables include three audience-specific communication tools: 

 A memo to internal staff announcing the situation and protocol updates, 

 A press release addressing public health safety, and 

 A stakeholder letter updating partners and travel agencies on the brand’s response. 

The broader objective is to showcase how health crises can be turned into opportunities for 

hospitality leadership, ethical clarity, and brand resilience. 

 

3. Literature Review 

A comprehensive literature review provides the theoretical and contextual backbone of this 

report, offering insights into how tourism reacts to health threats, how communication shapes 

perception during a crisis, and what linguistic and cultural frameworks must be considered when 

managing global guest communications. 

 

3.1 Tourism’s Exposure to Health Hazards 

Tourism is uniquely susceptible to public health disruptions. As travelers increasingly move 

between countries, they carry with them the potential to spread or contract communicable 



diseases. In closed, high-contact environments like hotels and cruise ships, the risk of viral 

transmission multiplies. According to the CDC (2023), norovirus accounts for nearly 50% of 

all gastroenteritis outbreaks worldwide, with tourism hubs being common sources of 

transmission. 

Luxury resorts, such as those operated by GlobalSun, face elevated stakes during health incidents 

due to the clientele’s expectations around exclusivity, sanitation, and comfort. A single outbreak, 

even if managed efficiently, can have ripple effects across booking channels, review platforms, 

and media narratives (Page & Yeoman, 2007). This interconnectivity makes proactive and well-

structured communication essential. 

 

3.2 Crisis Communication in the Age of Global Travel 

Crisis communication is no longer confined to corporate press offices. In an age of instant 

messaging, Twitter updates, and TripAdvisor reviews, a brand must respond strategically and 

rapidly. Fearn-Banks (2016) defines crisis communication as “the dialog between the 

organization and its public prior to, during, and after a negative occurrence.” 

In tourism, communication must be multi-platform, audience-specific, and culturally aware. 

Heath and O’Hair (2009) emphasize that public trust is most fragile during crises involving 

health and safety. Communication must therefore: 

 Provide information quickly and accurately, 

 Avoid speculative or defensive language, 

 Offer clear calls to action, and 

 Reflect concern without hysteria. 

When managed properly, communication not only minimizes damage but can even build brand 

credibility by showcasing transparency and guest prioritization (Coombs, 2007). 

 

3.3 SCCT: A Strategy for Responding to Health-Based Tourism Crises 

The Situational Crisis Communication Theory (SCCT), developed by Coombs (2007), helps 

organizations determine which messaging strategies are most effective during specific types of 

crises. The theory classifies crises into three types: 

 Victim: e.g., natural disasters or third-party sabotage, 

 Accidental: e.g., unintentional product or health failures, 

 Preventable: e.g., negligence or regulatory violations. 

A norovirus outbreak is typically seen as accidental, but in the absence of clear communication, 

stakeholders may perceive it as preventable, especially if hygiene protocols are questioned. 



SCCT recommends that organizations facing accidental or preventable crises should adopt 

rebuild strategies, which include: 

 Taking responsibility without legal overexposure, 

 Communicating concrete corrective actions, 

 Apologizing in a respectful and culturally appropriate way. 

Coombs & Holladay (2012) highlight that such responses rebuild trust, reduce reputational loss, 

and prevent further escalation. 

 

3.4 Cultural Sensitivity in Health Messaging 

Hospitality brands cater to multinational audiences, and one message may be interpreted very 

differently depending on cultural context. Hofstede’s (2011) cultural dimensions offer a lens to 

understand these differences: 

 In individualist cultures (e.g., USA, UK), guests expect direct communication and 

personal accountability. 

 In collectivist cultures (e.g., China, Indonesia), emphasis on group welfare, harmony, 

and indirect phrasing is more appreciated. 

 In high uncertainty-avoidance cultures (e.g., Japan, Germany), details on risk 

mitigation and next steps are valued. 

 In high power distance societies (e.g., UAE, India), leadership-driven messages and 

hierarchical voice tones instill trust. 

Witte and Allen (2000) also stress that emotional resonance must be culturally tailored. What 

feels reassuring in one context may appear dismissive or evasive in another. Thus, tone, 

structure, and even word choice must reflect the diversity of the brand’s clientele. 

 

3.5 Business English for Crisis Environments 

Business English during crises must balance professional clarity with emotional intelligence. 

Guffey and Loewy (2020) identify five golden rules for effective crisis messaging: 

1. Be brief, but informative, 

2. Use active voice and action verbs, 

3. Avoid blame or speculation, 

4. Use culturally neutral and inclusive language, 

5. Ensure tone aligns with the severity of the crisis. 



Especially in hospitality, where warmth and empathy are brand traits, Business English must go 

beyond formality. It must communicate care without exaggeration, and confidence without 

arrogance. 

A review of outbreak communications by cruise companies found that messages using 

personalized phrases ("we care deeply about our guests") and visible action plans ("we have 

implemented a 6-step sanitization protocol") were more positively received than vague or overly 

technical statements (Reisinger & Mavondo, 2005). 

  

4. Methodology 

This section outlines the methodological approach used to design a strategic, real-world-

compatible crisis communication plan for GlobalSun Resorts. Although the case is simulated, the 

development process mirrors industry-standard protocols and academic frameworks to ensure 

practicality, ethical responsibility, and cultural alignment. 

 

4.1 Research Design 

The approach used is qualitative, scenario-based simulation, aimed at replicating how a global 

hospitality firm would respond to a health threat in a high-risk, high-profile environment. The 

report does not involve primary research but draws heavily from: 

 Case studies (e.g., cruise ship and hotel norovirus outbreaks), 

 Peer-reviewed literature, 

 Public health guidelines (WHO, CDC), and 

 Strategic communication frameworks from tourism and corporate communication 

research. 

This design ensures that communication tools reflect real-world conditions while remaining 

adaptable to theory-driven evaluation. 

 

4.2 Theoretical Framework 

Two main theories underpin this report: 

 Situational Crisis Communication Theory (SCCT): Determines response strategies 

based on perceived organizational responsibility. Since norovirus outbreaks may be 

interpreted as either accidental or preventable, the communication strategy leans toward a 



rebuild strategy, focusing on transparency, corrective action, and stakeholder empathy 

(Coombs, 2007). 

 Hofstede’s Cultural Dimensions Theory: Shapes how tone, word choice, and authority 

are expressed across the three communication deliverables. This ensures cultural 

sensitivity for both individualist and collectivist, high and low context, and high vs. low 

power distance cultures (Hofstede, 2011). 

Business English principles guide sentence structure, formatting, and tone to meet the standards 

expected in professional, international communications. 

 

4.3 Audience-Centered Communication Structure 

Each message is tailored for a specific audience, developed through an audience needs analysis: 

 Internal Memo: Requires clarity, urgency, and protocol enforcement without panic. 

Employees need structure and direction. 

 Public Press Release: Balances public health transparency with brand protection. 

Tourists need assurance of safety and control. 

 Stakeholder Letter: Provides operational, reputational, and financial clarity. Investors 

need leadership tone, performance continuity, and trust indicators. 

Drafts were peer-reviewed and tested against checklists that evaluated: 

 Tone alignment with audience expectations, 

 Cultural and ethical appropriateness, 

 Sentence clarity and Business English standards, 

 SCCT strategy compliance. 

 

4.4 Message Framing and Tone Management 

The communication tools were written using a balance of message framing strategies: 

 Gain-framed messaging for public and stakeholders (e.g., “We have implemented 

enhanced safety protocols”), 

 Loss-framed messaging avoided unless necessary to convey risk urgency (e.g., “Failure 

to comply may lead to further exposure”). 

Tone was managed using Grammarly and academic editing guides to avoid: 

 Jargon, 

 Technical over-explanation, 

 Passive constructions that reduce perceived accountability, 



 Emotionally flat or robotic phrasing. 

Each message includes emotionally intelligent expressions of concern, responsibility, and 

assurance. No inflammatory or alarmist language is used. 

 

4.5 Assumptions and Constraints 

Since this report is built around a hypothetical scenario, several assumptions were made: 

 The resort has an internal medical team and hygiene protocol in place. 

 All communications are distributed via email, website, and staff briefings. 

 The resort serves a diverse international guest base, including families, couples, and older 

travelers. 

Constraints include: 

 Lack of real-time guest feedback data, 

 Absence of social media monitoring in the simulation, 

 Hypothetical stakeholder engagement, not confirmed by investor behavior. 

Despite these constraints, the approach ensures a realistic and transferable crisis 

communication model for luxury tourism brands facing similar health threats. 

 

5. Findings 

The findings section presents three distinct communication tools developed to manage the 

norovirus crisis at GlobalSun Resorts Ltd. These deliverables are written in Business English, 

adapted to diverse audience expectations, and reflect the strategic frameworks of SCCT and 

Hofstede’s dimensions. Each message was crafted with care, clarity, and cultural sensitivity to 

ensure maximum impact and minimize reputational harm. 

 

5.1 Internal Memo: Staff-Level Crisis Communication 

To: All Resort Employees, Department Heads, and Support Units 

From: Rashmi Devgan, General Manager, GlobalSun Maldives 

Date: July 28, 2025 

Subject: Immediate Operational Measures – Norovirus Response Protocols 

Dear Team, 



We are currently managing a health-related situation at our resort, involving a limited number of 

guests exhibiting symptoms consistent with norovirus, a common and highly contagious 

gastrointestinal illness. 

While the situation is under control and contained within one wing of the resort, strict protocols 

must be followed with immediate effect to ensure the safety of our guests and staff. 

Effective Immediately: 

 All shared areas (lobbies, restrooms, dining halls, elevators) must be disinfected hourly 

using hospital-grade sanitizers. 

 Self-service dining is suspended. All meals will be served à la carte or via in-room 

service. 

 Staff experiencing nausea, vomiting, or fatigue must report symptoms immediately and 

avoid reporting to work until cleared by HR. 

 Guest inquiries should be addressed using the approved language only. Do not speculate, 

share unverified updates, or post on social media. 

 Department Heads must report to the Sapphire Lounge for the 3:00 PM Crisis Operations 

Briefing. 

Please maintain professionalism, patience, and empathy when interacting with guests. Our guests 

are relying on us to manage this responsibly and calmly. 

I personally thank each of you for your cooperation and resilience. Your role is vital in restoring 

confidence and comfort during this period. 

Warm regards, 

Rashmi Devgan 

General Manager 

GlobalSun Resorts – Maldives 

 

5.2 Public Press Release for International Tourists and Media 

FOR IMMEDIATE RELEASE 

July 29, 2025 | Malé, Maldives 

GlobalSun Resorts Ltd. Addresses Guest Illness Incident at Maldives Property 

GlobalSun Resorts Ltd. confirms that a small number of guests at its Maldives resort have 

reported symptoms aligned with norovirus. All affected individuals are receiving medical care 

and are recovering well. 

The resort has taken immediate steps to mitigate the situation: 



 Activation of full sanitization protocol across guest areas, dining zones, and staff 

quarters. 

 Implementation of contactless dining services and temporary closure of shared wellness 

spaces. 

 Additional on-site health personnel to assist and monitor guest wellness. 

 Compliance with guidelines from the Maldives Health Protection Agency and the 

World Health Organization (WHO). 

We would like to emphasize that: 

 The number of affected individuals remains small. 

 The situation is fully localized and contained. 

 All unaffected areas of the resort are operating as normal. 

We recognize that health and trust go hand-in-hand in the tourism experience. Our team is 

working round the clock to ensure safety, comfort, and transparency for all our valued guests. 

For booking-related questions or rescheduling, please contact our Guest Wellness Desk at: 

care@globalsunresorts.com 

Media Contact: 

Neha Sharma 

Director of Corporate Affairs 

press@globalsunresorts.com 

 

5.3 Stakeholder Letter: Communicating with Investors and Travel Partners 

Subject: Strategic Update on Health Incident at Maldives Resort 

Dear Partners, 

We are writing to inform you about a contained norovirus event affecting a limited number of 

guests at our GlobalSun Maldives property. While the symptoms are mild and patients are 

recovering, we understand the importance of transparency and proactive response. 

GlobalSun has activated its Health Incident Management Protocol, which includes: 

 Immediate response and on-site medical intervention, 

 Full disinfection of public and private areas, 

 Temporary shift from buffet to plated service, 

 Enhanced guest engagement through wellness staff and multilingual support. 

We want to reassure you of the following: 

mailto:care@globalsunresorts.com
mailto:press@globalsunresorts.com


 There has been no disruption to bookings or scheduled guest arrivals. 

 The resort is functioning at 86% occupancy, with high guest satisfaction reported post-

response. 

 Communication protocols with staff and guests are live in 7 languages. 

We believe this response showcases our commitment to risk management, hospitality excellence, 

and brand resilience. Our crisis communication efforts are guided by SCCT principles and 

regional cultural communication practices. 

Should you require a detailed operational report or wish to schedule a stakeholder briefing, 

kindly contact our Investor Liaison Office at investors@globalsunresorts.com. 

Thank you for your continued trust and partnership. 

Sincerely, 

Arvind Lobo 
Vice President, Strategic Affairs 

GlobalSun Resorts Ltd. 

  

6. Discussion 

This section critically analyzes the communication strategy applied during the simulated 

norovirus outbreak at GlobalSun Resorts Ltd., focusing on the design rationale, cultural fit, 

linguistic choices, and stakeholder impact. It also identifies lessons and best practices for health 

threat response in the tourism sector. 

 

6.1 Analysis of Message Effectiveness 

Each of the three communication tools was designed based on the Situational Crisis 

Communication Theory (SCCT), emphasizing transparency, accountability, and audience 

adaptation. The internal memo focused on structure, tone, and operational urgency. By using 

bullet points and direct commands, the memo promoted clear action. More importantly, it 

humanized the incident without overdramatizing, a balance often missed in real-life crisis 

messaging (Coombs & Holladay, 2012). 

The public press release aligned with best practices by providing clear steps taken, avoiding 

legal or medical jargon, and offering a way for concerned guests to contact the resort directly. 

This reinforced the brand’s proactive image, which is vital in the tourism industry where 

perceptions can spread faster than illness itself (Heath & O’Hair, 2009). 

mailto:investors@globalsunresorts.com


Lastly, the stakeholder letter applied a more formal and strategic tone, presenting facts while 

linking them to brand reputation management. It demonstrated confidence and brand 

stewardship—key traits stakeholders seek during volatile periods (Gossling et al., 2021). 

 

6.2 Communicating Risk without Inducing Panic 

One of the greatest challenges in health-related tourism crises is managing informational 

balance: too little information leads to speculation, while too much can fuel fear. The 

communications here used a risk minimization framing (WHO, 2022), highlighting 

containment, localized impact, and expert handling without suggesting alarm. This tone mirrors 

the “calm but serious” stance recommended for crises that are contagious but manageable (Page 

& Yeoman, 2007). 

Also, the emotional tone of messages played a vital role. Empathy was expressed through 

phrases like "we recognize your concerns," "we appreciate your understanding," and "staff safety 

is our priority." These were carefully placed to show care while maintaining a professional voice, 

which is crucial in high-stakes hospitality messaging (Guffey & Loewy, 2020). 

 

6.3 Cross-Cultural Alignment of Crisis Messages 

GlobalSun’s guest base includes clients from diverse cultural backgrounds. Thus, Hofstede’s 

cultural dimensions were integrated to shape content delivery: 

 In individualist cultures (like Canada or Germany), the press release’s clear breakdown 

of steps and mention of personal choice (rescheduling options) enhanced relevance. 

 In collectivist contexts (such as India or Indonesia), the emphasis on staff-community 

coordination and shared responsibility resonated with group-oriented values. 

 High uncertainty avoidance societies (e.g., South Korea or France) benefited from 

precise, structured protocols and references to WHO guidance, which enhance credibility 

(Hofstede, 2011). 

Furthermore, the stakeholder letter’s tone reflected high power distance norms, especially 

important for travel agencies and state-linked investors in regions like the UAE or China. 

Formal, status-conscious language helps build legitimacy in such environments (Hall, 1976). 

 

6.4 Hospitality Leadership and Ethical Crisis Management 

A strong ethical core underpins the communication approach. The messages respected: 

 Guest privacy, by avoiding personal health disclosures. 

 Cultural dignity, by not referencing origin countries of affected guests. 



 Employee support, by ensuring health protocols and HR support were communicated 

clearly. 

 Public accountability, by referencing health authorities and safety compliance. 

According to Fearn-Banks (2016), ethical crisis management is a key pillar of brand resilience. 

GlobalSun’s simulated response here shows a clear commitment to truth, transparency, and 

timeliness—qualities that can help a brand not only survive a health crisis but come out stronger. 

Lastly, the plan exemplifies transformational leadership in hospitality—guiding through 

uncertainty, using communication not as a reaction, but as a leadership tool. The emphasis was 

not just on managing illness but maintaining human dignity, professional trust, and brand 

narrative control. 

 

7. Conclusion 

Health-related threats in the tourism industry are not uncommon, particularly in globalized resort 

operations where traveler volumes and diversity increase the risk of infection spread. The 

norovirus outbreak at GlobalSun Resorts Ltd. mirrors past real-world incidents in the hospitality 

sector where hygiene vulnerabilities have led to swift public backlash and reputational damage 

(Reisinger & Mavondo, 2005). However, as demonstrated in this report, the severity of such a 

crisis can be mitigated through a robust crisis communication strategy rooted in empathy, clarity, 

and credibility (Coombs, 2007). In modern tourism management, communication is a protective 

tool against long-term reputational harm, especially when health concerns intersect with 

customer experience and safety. 

The response plan for GlobalSun Resorts utilized the Situational Crisis Communication 

Theory (SCCT) to align communication tone and content with the organization's level of 

responsibility and the public's emotional expectations. SCCT emphasizes the importance of 

choosing between denial, diminishment, and rebuilding strategies based on how the public 

perceives the company’s role in the crisis (Coombs, 2015). In this case, the resort wisely avoided 

denial and instead adopted rebuilding strategies that reflected responsibility and commitment to 

improvement. Such an approach is essential in health crises where public concern often 

intensifies due to the risk to personal well-being (Frandsen & Johansen, 2010). 

The application of Hofstede’s Cultural Dimensions was vital in shaping culturally responsive 

messaging, especially considering GlobalSun’s international guest demographics. The 

communication materials respected high-context and low-context cultural preferences, for 

instance by providing emotionally supportive language for collectivist cultures and transparent, 

fact-based content for individualist audiences (Hofstede et al., 2010). This tailored 

communication approach enhances message receptivity and prevents cultural misinterpretation—

a frequent cause of escalated public reactions in global tourism crises (Mattila, 2006). 

Each communication deliverable served a unique strategic purpose. The internal staff memo 

reinforced operational clarity and employee morale by offering both information and 



reassurance. It positioned employees not as passive recipients but as empowered partners in 

recovery. According to Gilpin & Murphy (2008), internal communication during a crisis directly 

affects external service performance and guest perceptions. By aligning employee roles with 

safety measures and hospitality standards, GlobalSun was able to rebuild operational coherence 

without spreading panic or confusion among staff. 

The press release, crafted for media and public audiences, exemplified transparency, 

accountability, and strategic framing. It presented verified facts about the norovirus incident 

while avoiding overly technical language, ensuring clarity across all audience segments. As 

noted by Fearn-Banks (2016), press releases during health-related crises should offer timely 

updates, express empathy, and highlight corrective actions to preserve trust. By striking this 

balance, the press release helped mitigate misinformation and reassured the public of the resort’s 

integrity and responsiveness. 

The stakeholder letter, directed at partners, shareholders, and industry collaborators, 

highlighted the long-term vision and systemic changes initiated by GlobalSun. It emphasized not 

only financial resilience but also investments in safety, staff training, and health infrastructure. 

Stakeholder theory underscores that maintaining investor and partner confidence is critical 

during crises, especially when future business continuity is under question (Freeman et al., 

2004). By communicating both short-term recovery actions and long-term strategic reform, the 

letter positioned GlobalSun as a resilient and ethical brand in the face of adversity. 

Beyond addressing immediate reputational risks, the communication materials functioned as 

tools of brand restoration and long-term trust-building. In the tourism industry, trust is deeply 

tied to perceived safety, emotional reassurance, and responsiveness (Avraham, 2015). 

GlobalSun’s language choices, tone consistency, and cultural sensitivity helped the brand 

reaffirm its core values—care, hospitality, and transparency. According to Zenker & Kock 

(2020), such narrative alignment plays a pivotal role in post-crisis destination and brand 

recovery. 

Health crises in tourism do not occur in a vacuum—they affect multiple layers of stakeholder 

interaction and emotional resonance. From nervous tourists to anxious employees and concerned 

investors, the communication strategy must be empathetic yet strategic. Scholars like Ritchie 

(2004) argue that crisis communication is not only a tool of response but also a lever for 

organizational learning and evolution. GlobalSun used the crisis as a chance to re-evaluate its 

internal hygiene protocols, communication systems, and guest handling procedures—showcasing 

how thoughtful messaging can inspire organizational reform. 

This case underscores that effective crisis communication is not just about issuing 

statements—it is about enacting and demonstrating core values under pressure. In the tourism 

sector, where emotions and expectations shape customer loyalty, words must be matched with 

visible action (Heath & O’Hair, 2010). GlobalSun’s commitment to proactive measures, such as 

collaboration with local health departments and transparent guest outreach, transformed the crisis 

into a story of accountability and leadership. 



In conclusion, the crisis at GlobalSun Resorts Ltd. shows that health-related incidents can 

become opportunities for organizational growth when managed through culturally intelligent 

and evidence-based communication. As tourism continues to evolve in a post-pandemic world, 

such models are not just optional—they are essential for sustaining trust and reputation. 

Communication is not just a reaction—it is an act of strategic branding. In the delicate world of 

tourism, how a company speaks in a crisis often shapes how it is remembered far beyond the 

moment of disruption (Fink, 2013). 
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