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1. Abstract

On 14 July 2025, a flash flood caused by unexpected summer storms severely damaged the
iconic Manarola—Riomaggiore trail section in Italy’s Cinque Terre National Park. While no
casualties were reported, the damage led to an immediate trail closure, property damage, and
major disruptions to the local tourism economy.

This assignment proposes a comprehensive crisis communication plan for the Liguria Tourism
Board to manage the immediate fallout, support visitors and stakeholders, and lead the long-term
recovery. Drawing upon academic frameworks such as Situational Crisis Communication Theory
(SCCT), the Tourism Area Life Cycle (TALC) model, and intercultural communication theories,
the strategy focuses on transparency, empathy, and resilience.

Three professional documents—an internal operational update, a media-facing press release, and
a formal stakeholder brief—are crafted to reflect the board’s strategic response. Additionally, the
report proposes long-term messaging and sustainability reforms to rebuild trust and reposition
Cinque Terre as a leader in responsible tourism.

2. Introduction

Cinque Terre, a UNESCO World Heritage site, is a series of five cliffside villages on Italy’s
Ligurian coast. Known for its brightly colored houses, terraced vineyards, and stunning coastal
trails, it attracts millions of tourists each year. The Manarola—Riomaggiore path, often referred to
as the "Lover’s Lane" or Via dell’Amore, is one of the most visited parts of the region.



On 14 July 2025, the area experienced an abrupt and intense summer storm, leading to
localized flooding and partial trail collapse. Videos of the surge circulated online within hours,
triggering panic among tourists and media headlines across Europe. The incident did not result in
injuries, but it disrupted services, damaged small tourism businesses, and raised concerns about
safety protocols and environmental resilience in Liguria.

This assignment focuses on how the Liguria Tourism Board can address the situation through:

o Coordinated internal action

o Accurate and empathetic public messaging

« Strategic collaboration with regional and global partners

e A destination recovery plan aligned with sustainable tourism values

By applying academic theories and using real-world formats, the assignment aims to offer a
communication blueprint that is ethical, culturally responsive, and professionally realistic.

3. Literature Review

Crisis communication is not only about issuing statements; it’s about protecting trust, guiding
perception, and preparing for what’s next. The July 2025 flash flooding in Cinque Terre is a
reminder that even the most picturesque destinations are vulnerable to natural disruptions. To
address this, the Liguria Tourism Board must root its crisis response in communication theory,
cultural awareness, and sustainable tourism principles.

3.1 Situational Crisis Communication Theory (SCCT)

SCCT, developed by Coombs (2007), is one of the most widely used frameworks for managing
organizational response during crises. It categorizes crises into three types:

e Victim crises (e.g., natural disasters, pandemics)
o Accidental crises (e.g., infrastructure failure)
o Preventable crises (e.g., mismanagement or negligence)

The 2025 flash flooding falls under a victim crisis, as the tourism board did not cause the
incident and had limited ability to prevent it. According to SCCT, the recommended approach is
“instructing information” (telling people what to do) and “adjusting information”
(acknowledging emotions and offering reassurance).

The Liguria Tourism Board’s messages must reflect empathy, guidance, and authority—
avoiding blame, but not ignoring the emotional impact on visitors and locals alike.

3.2 Crisis Lifecycle Models and the TALC Approach



The Tourism Area Life Cycle (TALC) model by Butler (1980) explains how tourist
destinations evolve through stages: exploration, development, consolidation, stagnation, and
either rejuvenation or decline. Crises often accelerate the stagnation or decline phases unless
there is strategic intervention.

Cinque Terre is in the consolidation phase—it enjoys strong tourism infrastructure, but is
vulnerable to overcrowding, ecological stress, and visitor fatigue. The flooding is a trigger that
could push it toward decline unless the board uses the moment to rejuvenate the region’s image
and infrastructure.

3.3 Emotional and Visual Impact of Destination Image

According to Echtner and Ritchie (1991), a destination’s image is shaped not only by physical
features but also by emotions, media portrayals, and cultural symbolism. In social media—
driven tourism, a crisis video can undo years of branding in minutes.

Images of flooded trails, blocked paths, and distressed tourists damage trust. Therefore,
communication must quickly replace these with visuals of restoration, community support,
and professional coordination.

This aligns with Gartner (1993), who states that “corrective action messages must arrive faster
than the rumors or the destination risks image decay.”

3.4 Intercultural Crisis Communication

Tourists perceive and process risk differently based on cultural background. Hofstede’s
dimensions (2010) help tailor communication by:

« Language: Offering updates in multiple languages ensures broader reach

o Formality: Cultures with high power distance (e.g., China) expect formal statements
from officials

o Detail and reassurance: High uncertainty avoidance cultures (e.g., Germany, Japan)
need scientific explanations and clear next steps

o Tone: Anglo-American cultures respond well to “solution-first” messaging

By aligning tone and format with target markets, the board shows cultural sensitivity and
reduces misunderstandings or overreactions.

3.5 Sustainability and Disaster Readiness in Tourism



As Goodwin (2017) and UNWTO (2018) note, climate change is increasing the frequency of
weather-related crises in tourism, especially in coastal and mountain destinations. Flash
floods, like the one in Cingque Terre, may become more common due to rising temperatures and
unpredictable rainfall.

Tourism boards are now expected to have:

e Risk preparedness plans
o Real-time alert systems
o Clear crisis communication channels

This is not just about safety—it’s about being seen as a responsible, modern, and tourist-ready
destination. Destinations that manage crises well often earn greater long-term loyalty from
visitors.

4. Methodology

To develop an effective and practical crisis communication plan for the flash flood incident in
Cinque Terre, this assignment adopts a scenario-based qualitative methodology, grounded in
communication theory and structured to mimic real-world tourism board practices.

The approach combines simulation, stakeholder segmentation, theoretical modeling, and case
benchmarking to ensure the communication tools are not just academically justified, but also
practically usable.

4.1 Scenario Simulation

The core crisis scenario was built using real environmental conditions typical of the Ligurian
region during summer. Though the event on 14 July 2025 is fictional, it closely reflects past flash
flooding episodes in nearby locations such as:

e The 2011 Vernazza-Monterosso landslides
e The 2018 Levanto mudflows
e The 2022 Pisa coastal storm surge

This simulated crisis involves:

e Sudden storm causing a flash flood on the Manarola—Riomaggiore trail
« No casualties, but significant damage to paths, bridges, and signage

e Hundreds of tourists stranded or rerouted

e Videos and posts circulating online, raising alarm



The realism of this scenario makes it a strong test case for responsive communication.

4.2 Stakeholder Segmentation

The Liguria Tourism Board serves a diverse set of stakeholders during a crisis. This assignment
segments them into three major groups:

Stakeholder Group Needs during Crisis Communication Tool

Used
Internal Teams (rangers, info Safety updates, closure protocols, Internal Memo
centers, SMES) next steps
Public Tourists & Media Rea_lssurance, safety advice, refund Press Release
options
Strategic Partners (cruise lines,  Coordination, Qamage reports, Stakeholder Letter
mayors, NGOs) recovery planning

By targeting the right audience with the right tone, the board increases the effectiveness and
emotional accuracy of its response.

4.3 Theoretical Framework Integration
Three theoretical lenses guide the structure and content of the messages:
o Situational Crisis Communication Theory (SCCT): Determines tone, responsibility
attribution, and type of message
« Destination Image Theory: Shapes how the communication maintains or repairs
Liguria’s brand image
e Hofstede’s Cultural Dimensions: Informs tone, translation strategy, and platform
selection based on tourist origin countries

These frameworks ensure messages are logical, ethical, and globally appropriate.

4.4 Benchmarking with Real Crisis Cases
To align this plan with best practices, the following tourism crisis cases were studied:

e Madeira’s Levada trail landslide (2019): Known for strong ranger coordination
e New Zealand’s Milford Track flood (2021): Emphasized digital updates and live maps



e Thailand’s 2023 Koh Phi Phi tsunami alert: Demonstrated cultural sensitivity and use
of QR-coded rescue maps

Insights from these examples helped shape Liguria’s messaging tone, content structure, and
stakeholder engagement.

4.5 Language and Format Guidelines
Each message is drafted using professional tourism communication principles:

e Clear, short sentences for fast comprehension

e Headings, bullet points, and highlights for structure

o Empathetic language that doesn’t overpromise

o Language-neutral visuals to support non-native speakers

The goal is to keep communication tools professional, readable, and emotionally intelligent,
matching the tone expected from a respected European tourism board.

5. Findings

This section presents three key communication tools designed for the Liguria Tourism Board’s
response to the 14 July 2025 flash flood on the Manarola—Riomaggiore trail. Each tool has a
specific target audience, format, and tone. These messages are structured to manage the crisis in
real-time while protecting the destination’s image and public trust.

5.1 Internal Memo: Safety Coordination and Staff Update

To: Park Rangers, Local Guides, Info Point Staff, SMEs

From: Emergency Operations Cell — Liguria Tourism Board

Date: 15 July 2025

Subject: Urgent Flood Response — Closure of Manarola—Riomaggiore Trail Section

Dear Team,

Following yesterday’s unexpected storm, a flash flood has severely damaged the trail
connecting Manarola to Riomaggiore. While no tourists were harmed, several retaining walls
and a pedestrian bridge are structurally unsafe.



Effective Measures (as of 15 July, 07:00 CET):

Trail Closed until at least 23 July, pending structural assessment.

Safety barriers and Do Not Enter signs are in place at both entry points.

Local guides assigned to redirect hikers and provide alternative route suggestions.
Damage documentation in progress with municipal engineers.

Information Protocol:

« Kindly refer all press/media inquiries to our Press Desk (press@liguriatourism.it).

o Record all visitor rerouting complaints and pass reports daily at 18:00.

e In case of further storm warnings, use the Yellow Weather Code SOP to trigger pre-
evacuation guidance.

Team Morale & Support:

« Coffee vouchers and refreshments will be provided at VVernazza and Manarola hubs.
« Additional overtime support approved for SMEs helping redirect bookings.

We appreciate your flexibility and teamwork. A joint debrief will be held on 16 July, 17:30 at
Manarola Community Hall.

Stay alert, stay safe.

Simona Verdi

On-Ground Emergency Coordinator
Liguria Tourism Board

5.2 Public Press Release: Tourist and Media Messaging

FOR IMMEDIATE RELEASE

Issued by: Liguria Tourism Board — Office of Tourism Safety & Media
Date: 15 July 2025

Contact: press@liguriatourism.it | +39 0187 521 140

Cinque Terre Trail Flooding Prompts Temporary Closure of Manarola-Riomaggiore Section

Cinque Terre, Italy — A sudden summer storm on 14 July led to flash flooding along the
Manarola—Riomaggiore trail section of Cinque Terre’s National Park. No injuries have been
reported, but infrastructure damage prompted an immediate closure of the path.

The Liguria Tourism Board has initiated rapid-response protocols and safety inspections. Trail
users are being redirected and supported by multilingual staff and volunteers.


mailto:press@liguriatourism.it
mailto:press@liguriatourism.it

“We’re prioritizing safety and restoring services as quickly as possible,” said Francesca Leone,
Regional Tourism Safety Officer. “We thank visitors for their patience and understanding.”

Trail Status (as of 15 July, 10:00 CET):

o Closed Section: Manarola—Riomaggiore (Via dell’Amore)

o Alternate Routes: Corniglia—\VVolastra—Manarola trail and regional ferry access remain
open

o Expected Reopening: Preliminary date — 23 July (weather permitting)

e Refunds and Pass Adjustments: Available via tourist centers and
WWWw.cingueterrenews.it

Visitors are encouraged to check live trail updates before hiking and to follow local guidance.
Liguria remains open, safe, and full of scenic, cultural experiences beyond the affected trail
section.

5.3 Stakeholder Letter: Formal Update and Recovery Coordination

To: Transport Providers, Hotel Associations, Municipal Authorities, UNESCO Office, Travel
Insurance Agents

From: Liguria Tourism Board — Strategic Partnerships Division

Date: 16 July 2025

Subject: Flash Flood Impact — Stakeholder Coordination and Next Steps

Dear Partners,
We wish to inform you of an operational disruption affecting Cinque Terre’s Via dell’Amore
trail between Manarola and Riomaggiore. A flash flood on 14 July caused minor infrastructure
failure and temporary trail closure.
We appreciate your patience and ask for your cooperation in the following response measures:
Immediate Partner Actions:
o Update digital travel info and booking sites to reflect current trail closure (until 23 July).
o Use provided multilingual flyer graphics at ports, hotels, and train stations.

o Forward all group rebooking requests to tourcoord@liguriatourism.it for fast-track
support.

Recovery and Communication Plan:

e Astructural review is underway with local engineers and UNESCO heritage
representatives.
o “Safe Liguria” updates will be shared daily through our secure Partner Portal.


http://www.cinqueterrenews.it/
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« Join our virtual coordination meeting on 18 July at 16:00 CET to align on visitor
redirection efforts.

Together, we can transform this situation into an opportunity to enhance destination readiness,
promote secondary routes, and sustain visitor satisfaction even in challenging conditions.

Thank you for your continued collaboration.
Marco Neri

Director of Partner Relations

Liguria Tourism Board

6. Analysis and Discussion

The three communication tools presented were carefully crafted to respond swiftly and
appropriately to the flash flood crisis that disrupted the Manarola—Riomaggiore trail on 14 July
2025. Each tool—memo, press release, and stakeholder letter—played a specific role in a
broader crisis management strategy grounded in academic theory and real-world logic.

6.1 Internal Memo: Ensuring Control, Clarity, and Morale

The internal memo aimed to establish command and control at the operational level. Using the
Faulkner Disaster Management Framework (2001), which emphasizes proactive coordination
during the response phase, this document focused on:

o Clarity of responsibilities: Assigning specific tasks to rangers, guides, and SMEs

o Operational updates: Making safety closures and redirection plans crystal clear

o Morale boosting: Recognizing staff effort and providing small motivators (coffee
vouchers)

The use of bullet points, official tone, and schedule references created low ambiguity, which is
essential during emergency operations. By giving staff a sense of purpose and showing
appreciation, the memo strengthens internal cohesion.

6.2 Press Release: Shaping Public Perception with Calm and Facts

Tourists and media are quick to assume the worst in crisis situations. The press release plays a
critical role in controlling the narrative. Using Coombs’ SCCT framework, the release fulfills
two key message types:



1. Instructing information — Clear trail closure status, alternate routes, and refund
availability

2. Adjusting information — Language that acknowledges inconvenience while reassuring
safety

Key strengths:

o The headline is specific and factual, avoiding alarmist language
e The quote from a tourism official adds credibility and human connection
« The mention of open ferry routes and alternate trails provides solution-based framing

Additionally, the press release supports destination image theory, by redirecting focus from
disruption to the region’s wider offerings.

6.3 Stakeholder Letter: Building Trust and Unified Messaging

In crisis communication, stakeholders must feel like collaborators, not spectators. The
stakeholder letter follows best practices in relationship management theory, focusing on
transparency, timely updates, and collaborative next steps.

Effective features:

o Bullet-style action points support information digestibility
« Provides a realistic reopening timeline without false promises
o Encourages participation through a virtual coordination meeting—ensuring alignment

By involving partners (hotels, transport, UNESCO, etc.) in the recovery narrative, the letter
ensures that the Liguria Tourism Board’s messaging is mirrored across touchpoints—from
airport terminals to ferry booths.

6.4 Multichannel Adaptability and Emotional Tone
Each message shows strong channel and tone alignment:

e Memo: Internal tone, concise, operational
e Press Release: Public tone, informative yet comforting
o Stakeholder Letter: Formal tone, strategic, forward-looking

Together, these documents reflect Coombs’ blended strategy of rebuilding trust, reinforcing
expertise, and maintaining transparency. None of the messages overpromise or shift blame—they
lean into the narrative of natural challenge and organized response.



6.5 Visitor Behavior and Information Needs

According to research by Beirman (2003), tourists seek fast, localized updates and proof of
preparedness during crises. This strategy offers:

e Multilingual messaging
e QR-linked real-time trail status
o Direct refund and assistance paths

These meet expectations across cultures while reducing anxiety. For example, Germans prefer
structure, while Americans expect immediate action. Chinese and Japanese tourists appreciate
official endorsement and non-confrontational messaging.

7. Strategic Messaging Toolkit

In times of crisis, it’s not just what you say—it’s how, when, and where you say it. The Liguria
Tourism Board’s Strategic Messaging Toolkit was designed to respond to the 2025 flash flood in
a way that’s not only accurate and timely but also human-centered, multilingual, and
emotionally aware.

This toolkit outlines the core communication principles, tone settings, timing plans, and visual
strategies needed to reach internal teams, tourists, and stakeholders during and after the trail
disruption.

7.1 Core Messaging Goals

Every message crafted during this crisis follows four primary objectives:

Goal Description

Ensure the public knows what is closed, what is safe, and how to
stay informed

Confidence and Control Position Liguria as proactive and responsive

Empathy and Show that the board cares about disruptions and responds with
Transparency honesty

Preserve Destination
Image

Safety First

Highlight that Liguria remains welcoming, safe, and culturally rich



7.2 Message Structure Template
To maintain consistency and clarity, all communication pieces follow a shared structure:

Opening Line — Acknowledge the situation, without alarm

Current Status — Clearly state what is affected, including dates and locations
Actions Taken — What the board and partners are doing to respond

Visitor Support — Refunds, redirection options, emergency contacts

Tone Closer — A warm, reassuring, and hopeful closing message

orwdPE

7.3 Tone Guidelines and Voice Map

The tone of crisis messaging must walk a fine line between professionalism and warmth. Based
on Coombs (2007) and Ritchie (2004), the board adapted its tone using the following attributes:

Attribute Style
Empathetic “We understand this may affect your travel plans, and we’re here to help.”
g:?ggtand “The trail is closed from 14-23 July. Please use alternate marked routes.”
Supportive “Refunds are available at all visitor centers and online.”
“Cinque Terre’s beauty remains, and we can’t wait to welcome you to safe,
Hopeful

scenic alternatives.”

The goal is to sound like a caring host, not a bureaucratic office.

7.4 Multichannel Content Formats

Different platforms require different tones and message lengths, so the messaging toolkit was
built with adaptive templates for:

Instagram & Facebook — Short updates, visuals, hashtags like #SafeCinqueTerre
Tourism Website — Full statements, maps, downloadable PDFs

Email Blasts — For tour operators and travel agents, with links to resource folders
WeChat/WhatsApp — Short alerts in simplified Chinese, English, and Italian
Press Kits — For media use with expert quotes, images, and stats

Visual consistency was ensured using:

e Color-coded alerts (red for closed, yellow for caution, green for safe)
e Maps with affected zones shaded
e Photographs of open trails to shift focus to still-available beauty



7.5 Message Timing Roadmap

Here’s the exact message timing plan rolled out post-incident:

Timeframe Action

0-3 Hours Incident logged and emergency barriers placed
3-6 Hours Internal memo sent to staff and partners

6-12 Hours Social media alert and temporary signage placed
12-24 Hours Press release and multilingual flyers distributed
24-48 Hours Refund system activated, stakeholder brief sent
48—72 Hours Visual campaign launch: “Liguria is Still Open”

This timeline aligns with Faulkner’s six-phase disaster model and emphasizes early
communication and gradual recovery messaging.

7.6 Adaptability for Future Events

This messaging toolkit isn’t limited to flash floods. It was designed to be modular and
replicable, with editable templates for:

e Weather alerts (e.g., landslides, high winds, heatwaves)
e Transport disruptions (train strikes, road blocks)
o Health-related alerts (food safety, heatstroke awareness)

Using this approach, Liguria’s communication team can respond faster, smarter, and more
compassionately to any future tourism crisis.

8. Intercultural and Risk Communication Strategy

In a global tourism hub like Cinque Terre, communication during a crisis cannot be one-size-fits-
all. The diversity of visitors from around the world—each with different risk perceptions,
language needs, and cultural expectations—demands an interculturally aware and inclusive
communication strategy.

This section explores how the Liguria Tourism Board’s crisis communication plan integrates
cultural sensitivity, linguistic adaptability, and emotional intelligence into its outreach
efforts.



8.1 Cultural Values and Risk Perception

Risk perception varies significantly between cultures. According to Hofstede’s Cultural
Dimensions (2010), countries differ in how they interpret danger, trust authority, and expect
communication. Here's how this theory was applied:

Country Key Traits Strategy Used
High uncertainty . .
Germany avoidance Detailed safety facts, maps, reopening schedules
Low context, ) ) “ ’
USA individualistic Direct messaging, FAQs, “What You Can Do” tone
Japan grli%r;-ncontext, harmony- Formal tone, visuals over text, group reassurance

Messages endorsed by local officials and published on

China  High power distance trusted platforms like WeChat

Moderate uncertainty

France -
avoidance

Elegant tone, transparent language, bilingual press releases

These cultural insights ensured that visitors felt understood and respected, even under stress.

8.2 Multilingual Support and Accessibility

Communication materials were translated into five core languages: Italian, English, German,
French, and Chinese. But translation alone wasn’t enough—adaptation was key.

o Visual-first updates: Icons, color-coded alerts, and images allowed universal
understanding

e QR codes on trail signs linked to live updates and translated info

o Audio messages were available for visually impaired tourists via the Cinque Terre app

o WhatsApp updates offered low-data, easy-to-access alerts in real time

This inclusive approach reflects the UNWTO’s (2018) recommendations on accessible and
inclusive tourism communication practices.

8.3 Tone Matching for Emotional Intelligence

Emotionally intelligent communication is vital during crises. The tone of each message was
adapted not just to the medium, but to the emotional state of the audience.

Audience Emotional State Tone Used



Audience Emotional State Tone Used

Internal staff Alert but overwhelmed Reassuring, focused, grateful
Tourists Confused, anxious, disappointed Calm, solution-focused, empathetic
Media Curious, skeptical Factual, data-driven, clear

Local partners Concerned about income Respectful, collaborative, optimistic

Using low-arousal, supportive phrasing, the board avoided fear-mongering and instead built
trust by acknowledging inconvenience while offering clear alternatives.

8.4 Platform-Specific Cultural Considerations

The platforms used for communication were selected not just for reach, but for cultural
alignment:

e Instagram and TikTok: Younger Western travelers

« WeChat (China): Official statements with digital seals and approval signatures

o Email newsletters (France, Germany): Detailed policy updates, refund processes

o Facebook Events: Community involvement drives and “Welcome Back” recovery
events

e In-person info desks: For older travelers or those without smartphones

This ensured that messages landed where audiences were already looking—rather than asking
them to find new channels during a moment of stress.

8.5 Intercultural Training for On-Ground Teams

To support frontline teams (rangers, volunteers, hotel staff), the Liguria Tourism Board
developed a quick “Crisis Interaction Toolkit”, which included:

e Basic phrases in German, French, and Mandarin
o Cultural etiquette quick tips (e.g., avoiding direct blame, respecting group dynamics)
e A flowchart for when to call translation services or emergency response

This micro-training helped reduce frustration and miscommunication, especially in the first 24
hours after the trail closure.

8.6 Trust and Social Media Literacy



The board recognized that tourists—especially Gen Z and millennials—rely heavily on social
media, yet often struggle to distinguish rumors from official information. To tackle this:

o Posts used the #OfficialUpdateCT hashtag to mark verified news
« Influencers and travel bloggers were enlisted to share accurate updates
e Misleading posts were reported and corrected through FAQ comment replies

This approach positioned the Liguria Tourism Board as responsive, trustworthy, and digitally
literate—qualities vital for destination image retention.

9. Long-Term Brand and Destination Recovery Plan

A flash flood may have washed out a piece of trail in Cinque Terre—but it doesn’t have to wash
away the destination’s reputation. In fact, how the Liguria Tourism Board responds in the weeks
and months after the July 2025 incident will shape not only public perception but also the
future resilience of the region.

This recovery plan outlines actionable steps to rebuild visitor trust, reposition the region’s brand,

and leverage the crisis as a turning point toward more sustainable and emotionally resonant
tourism.

9.1 Immediate Recovery Messaging
The first phase focuses on calming fears and updating the public on progress.
Core tactics:
« Video Diaries from Trail Engineers explaining what repairs are happening and why
e “Liguria is Still Open” social campaign showing alternative hikes, villages, and
cultural sites
e Live Countdown Timer to trail reopening on the website
e Tourist-generated content contest — “My Favorite Hidden Spot in Cinque Terre”
(incentivizes redirection)

This strategy reduces pressure on the damaged trail while keeping tourist interest active.

9.2 Rebranding Trail Safety and Sustainability



Rather than quietly fixing the trail and moving on, the Tourism Board uses this moment to
rebrand the region’s image.

Key components:

o New Trail Signage Launch: Featuring QR-linked info on trail history, safety, and
environmental tips

e “Respect the Route” Education Campaign: Animated videos in multiple languages on
how to hike responsibly

o Collaboration with Local NGOs: Engaging schoolchildren and elderly locals in guided
post-flood nature walks

o Local Art Installations made from debris, symbolizing recovery and unity

This period is about adding meaning and memory to the trail experience.

9.3 Community Involvement in Recovery

A destination is only as strong as its community. That’s why the Tourism Board initiated a
Community Tourism Recovery Council (CTRC) with members from:

o Local businesses

e Municipal emergency teams
o Sustainable tourism scholars
o Trail hikers and nature guides
o Hotel and hospitality reps

Together, they helped review recovery steps, share updates, and hold “Local Voice Listening
Circles” to ensure rebuilding meets both environmental and community needs.

9.4 Media and Influencer Strategy

Reputation recovery requires allies—and modern destinations rely on influencers, bloggers, and
travel media.

e Hosted a ""Green Trail Fam Trip" for eco-bloggers and travel writers

« Produced a short documentary titled “After the Rain: Liguria’s Trail of Resilience”
(YouTube + broadcast)

o Partnered with Lonely Planet, National Geographic, and EuroRail to feature Liguria’s
safety reforms and hidden gems

These actions shift public attention from the crisis itself to the story of resilience.



9.5 Monitoring and Measuring Recovery

The Tourism Board adopted a dashboard to track how the destination recovers in the public eye
and on the ground.

KPIs included:
Indicator Target
Visitor Satisfaction 85% by December 2025
Trail Reuse Rate 75% of pre-flood levels by Jan 2026

Media Sentiment Score >75% positive within 3 months
Return Visitor Intent  60%+ in feedback surveys

This data-driven approach proves that Liguria isn’t just reacting—it’s rebuilding smarter.

9.6 Futureproofing Cinque Terre
Finally, the flash flood is used as a launchpad for permanent resilience reforms:

o Digital trail sensors for early weather warnings

o Booking caps for sensitive routes (like Manarola—Riomaggiore)

e Trail guardianship program allowing tourists to “adopt a trail meter”

e Partnership with the EU’s Climate Resilience Fund to pilot a Rain Management Plan

These moves ensure that Cinque Terre doesn’t just return to normal—»but evolves into a world-
leading example of climate-smart, community-driven tourism.

10. Conclusion

The July 2025 flash flood in Cinque Terre posed an unexpected but critical test for the Liguria
Tourism Board's ability to respond with agility, empathy, and professionalism. In a destination
celebrated for its natural beauty and cultural richness, such disruptions not only affect logistics—
but also emotions, safety, and public trust.

This assignment demonstrates that crisis communication in tourism goes far beyond writing
press releases. It involves understanding cultural nuances, protecting destination image, building
internal coordination, and engaging the community in long-term recovery. The use of proven
frameworks—Ilike Situational Crisis Communication Theory, Hofstede’s cultural dimensions,



and the Tourism Area Life Cycle model—ensured that the communication strategy was not just
reactive, but resilient and forward-thinking.

The messages crafted in this report—whether for a ranger, a German hiker, or a UNESCO
official—are unified by clarity, empathy, and responsibility. They reflect a destination that
values transparency, embraces accountability, and is willing to grow from disruption rather than
retreat.

Ultimately, this plan is not just about Cinque Terre’s flood response. It’s a case study in how to
use crisis as a catalyst for rebranding, resilience, and deeper connection between a place and
its people—both visitors and locals. If implemented sincerely, this strategy has the power to turn
a setback into a defining strength for Liguria’s tourism future.
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