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1. Abstract 

Natural disasters are becoming an increasingly frequent challenge for tourist destinations 

worldwide, especially in ecologically sensitive regions like Cinque Terre. On 14 July 2025, a 

flash flood triggered a partial collapse along the iconic Manarola–Riomaggiore trail, a 

UNESCO-listed attraction in Liguria, Italy. Although no injuries were reported, the event led to 

significant operational disruption and reputational risk. 

This assignment presents a comprehensive strategic crisis communication plan developed by the 

Liguria Tourism Board in response to this incident. Using frameworks such as Situational Crisis 

Communication Theory (SCCT), Destination Image Theory, and intercultural communication 

models, this plan outlines a set of communication tools aimed at preserving public trust, 

minimizing misinformation, and guiding recovery. It includes practical outputs: an internal staff 

memo, a public-facing press release, and a formal stakeholder letter. The document also explores 

long-term brand rehabilitation, digital communication adaptability, and culturally inclusive 

messaging strategies. 

This plan not only addresses the immediate needs of crisis response but also provides a blueprint 

for sustainable resilience in tourism communication policy. 

 

2. Introduction 

Tourist destinations today face a dual challenge: attracting large volumes of international visitors 

while remaining prepared for crisis events—especially those related to climate change. The 

Italian Riviera’s Cinque Terre National Park, globally renowned for its cliffside trails and 

UNESCO-protected towns, illustrates this fragile balance. On 14 July 2025, an abrupt weather 

shift caused a flash flood, temporarily rendering the Manarola–Riomaggiore trail segment 



unsafe. This sudden disruption affected hundreds of tourists, local businesses, and Liguria’s 

wider tourism reputation. 

In the age of social media and real-time travel planning, response speed and message tone are 

critical. Delayed or inappropriate communication can lead to confusion, cancellations, and even 

long-term damage to destination image. A well-executed strategic communication plan must be 

timely, factual, culturally sensitive, and emotionally intelligent. 

This assignment takes the role of a communications strategist within the Liguria Tourism Board 

and outlines a full communication plan in response to the 2025 Cinque Terre trail disruption. The 

objective is threefold: 

1. Provide immediate, multi-audience messages through clear and structured 

communication tools 

2. Ensure intercultural sensitivity to support Liguria’s diverse tourist base 

3. Design a long-term recovery narrative that positions the crisis as a moment of growth 

and reinvention 

Through the use of strategic communication frameworks and real-life benchmarking, this report 

serves as both an academic exercise and a functional model for crisis readiness in destination 

management. 

 

3. Literature Review 

Strategic crisis communication in tourism is a multidisciplinary field that blends risk theory, 

intercultural studies, media management, and destination branding. When dealing with 

disruptions in high-profile destinations like Cinque Terre, effective communication is not merely 

about controlling information—it is about restoring confidence, protecting brand equity, and 

fostering stakeholder alignment. 

 

3.1 Situational Crisis Communication Theory (SCCT) 

Developed by Coombs (2007), the Situational Crisis Communication Theory (SCCT) 

provides a foundation for determining how organizations should respond to different types of 

crises. It classifies crises into three types: victim, accidental, and preventable. The July 2025 

flash flood in Cinque Terre is categorized as a “victim crisis”—an event outside the control of 

the tourism board. 

According to SCCT, victim crises require low-defensiveness and high transparency, using 

instructive and adjusting information to maintain trust. In this case, messages should focus on 

safety, support systems, and sincere reassurance without assigning blame. 



 

3.2 Destination Image Theory 

Destination image plays a central role in post-crisis recovery. Echtner and Ritchie (1991) argue 

that a tourist's image of a destination is shaped by both cognitive elements (e.g. safety, 

infrastructure) and affective components (e.g. atmosphere, emotional perception). Crises 

negatively affect both. 

Thus, recovery communications must actively manage these perceptions through media 

engagement, alternative promotion, and experience storytelling, reinforcing that the 

destination remains attractive and safe. 

 

3.3 Intercultural Communication in Crisis Contexts 

In destinations with a global tourist base, intercultural communication becomes a core pillar of 

crisis response. Hofstede’s cultural dimensions (2010) offer insights into how visitors from 

different regions process uncertainty, authority, and emotional tone. For instance, high 

uncertainty avoidance cultures (e.g., Germany, Japan) expect detailed procedural updates, while 

low-context cultures (e.g., the US, UK) prefer direct and informal messages. 

According to Ritchie (2004), failure to consider cultural expectations in messaging often leads to 

misinterpretation and dissatisfaction, even when the facts are correct. 

 

3.4 Role of Digital Media and Real-Time Communication 

Social media now acts as both a risk amplifier and a crisis mitigation tool. As noted by 

Beirman (2003), misinformation can spread faster than official communication if organizations 

are not proactive. Tools like live maps, visual alerts, and multilingual messaging reduce 

dependency on traditional media and allow real-time audience engagement. 

For the Cinque Terre case, a multichannel approach combining official websites, social 

platforms, local influencers, and WhatsApp alerts can enhance message visibility and clarity. 

 

3.5 Benchmarking Against Global Tourism Crisis Cases 

Past crises offer valuable lessons. For instance: 

 The 2019 Madeira trail collapse showed the value of quick ranger deployment and 

community updates 



 New Zealand’s 2021 Milford Track flooding highlighted the need for real-time closure 

maps and emergency QR signage 

 The 2023 Thai tsunami warning hoax illustrated how culturally insensitive messaging 

caused panic 

Each case underlines the importance of message consistency, empathetic tone, and 

stakeholder integration in destination recovery. 

 

4. Methodology 

This assignment adopts a strategic communication planning approach rooted in applied crisis 

management theory, destination studies, and intercultural communication models. The 

methodology focuses on scenario analysis and message development tailored for a public 

tourism authority—in this case, the Liguria Tourism Board—responding to the July 2025 flash 

flood incident affecting Cinque Terre’s Manarola–Riomaggiore trail. 

 

4.1 Scenario-Based Crisis Simulation 

The flash flood event was examined as a crisis simulation exercise. Based on available 

information about Cinque Terre’s environment and recent real-world storm patterns in the 

Ligurian region, the scenario was constructed with the following characteristics: 

 Crisis Type: Victim-based natural disaster 

 Disruption: Physical closure of a popular tourist trail 

 Impact Level: Medium to high (logistical, emotional, economic) 

 Stakeholders: Tourists, local guides, tourism staff, media, municipalities, and 

international agencies (e.g., UNESCO) 

This scenario guided the tone, content, and urgency of all communication strategies proposed in 

the assignment. 

 

4.2 Application of Strategic Frameworks 

The communication tools were designed using three theoretical frameworks: 

 SCCT (Coombs, 2007) for defining appropriate crisis response messaging 

 Hofstede’s Cultural Dimensions to align messages with visitor cultural expectations 

 Destination Image Theory (Echtner & Ritchie, 1991) for long-term recovery 

messaging and branding 



Each document (memo, press release, stakeholder letter) was structured to reflect these theories 

and adapted to fit real-world tourism communication formats. 

 

4.3 Stakeholder-Centric Message Design 

Message content was developed with the needs of three distinct stakeholder groups: 

Group Need Preferred Format 

Internal Staff Instruction, reassurance, operational clarity Internal memo 

Tourists and Public Safety info, empathy, next steps Public press release 

Industry Partners Situation brief, collaboration plan Formal stakeholder letter 

Each message format considers literacy, tone sensitivity, platform usage, and cultural nuance. 

Language was purposefully adapted to audience familiarity and emotional state. 

 

4.4 Tone and Platform Mapping 

To ensure practical applicability, the messages were aligned with real-world communication 

platforms: 

 Memos were structured for internal emails, briefing bulletins, and notice boards 

 Press releases were optimized for online media kits, website updates, and social 

platforms 

 Stakeholder letters were designed for PDF/email dispatch to partner networks, 

municipal contacts, and tour operator alliances 

Attention was also paid to timing protocols, with priority on 72-hour deployment windows 

post-crisis, as recommended in Faulkner’s (2001) disaster response model. 

 

4.5 Language and Inclusivity Considerations 

To reflect the multicultural nature of Cinque Terre’s visitors, messaging strategies included: 

 Translation planning (English, Italian, German, French, Chinese) 

 Visual-first communication for accessibility 

 Use of non-threatening, emotionally intelligent language across all formats 

 Avoidance of culturally inappropriate imagery or idioms 



This inclusive approach ensures that crisis communication doesn’t alienate or confuse non-local 

or vulnerable tourists. 

 

5. Findings 

This section presents three professionally structured communication tools tailored to the July 

2025 flash flood incident that disrupted the Manarola–Riomaggiore trail in Cinque Terre. Each 

tool is aligned with specific stakeholder needs and follows the strategic guidelines outlined in the 

methodology. 

 

5.1 Internal Memo: Liguria Tourism Field Staff and Rangers 

Date: 14 July 2025 

From: Director, Crisis Response – Liguria Tourism Board 

To: All Field Rangers, Trail Guides, and Info Center Staff 

Subject: Immediate Response Protocol – Trail Closure (Manarola–Riomaggiore) 

 

Dear Team, 

Due to flash flooding earlier this afternoon, a section of the Manarola–Riomaggiore trail has 

been closed for safety reasons. Your role in maintaining calm, providing clear information, and 

ensuring visitor safety is critical at this time. 

Please follow these instructions immediately: 

1. Trail Closure Barriers: Ensure closure signs and rope barriers are placed at both trail 

entrances. 

2. Redirecting Visitors: Politely guide hikers to the Corniglia–Vernazza or Monterosso 

routes as safe alternatives. 

3. Information Sharing: Use laminated info cards (provided in office kits) for multilingual 

communication. 

4. Incident Reporting: Any medical or distress-related case must be reported directly to 

HQ via radio. 

5. Emotional Support: Offer reassurance, and stay calm even if tourists are frustrated. 

6. Check-in Reminder: All shift leads must report updates every 90 minutes. 

We thank you for your professionalism and quick action. Coffee vouchers will be distributed at 

all stations tomorrow as a small token of gratitude. 



Stay safe and continue doing what you do best—representing Liguria with dignity and care. 

Warm regards, 

Luciano Ferraro 

Director, Crisis Response – Liguria Tourism Board 

 

5.2 Public Press Release 

Issued: 15 July 2025 

For Immediate Release 

Issued by: Liguria Tourism Board, Genoa 

TRAIL SAFETY ALERT: Flash Flood Causes Temporary Closure of Manarola–

Riomaggiore Path 

The Liguria Tourism Board has temporarily closed the Manarola–Riomaggiore trail due to a 

flash flood event on 14 July. The decision follows regional weather alerts and was made in the 

interest of visitor safety. 

No injuries have been reported. All hikers were successfully redirected by local rangers, and 

safety barriers have been installed to prevent further access until conditions stabilize. 

What You Need to Know: 

 The affected trail will remain closed until at least 23 July 2025 

 Alternate trails, including Corniglia–Vernazza, remain open and guided walks are 

available 

 Refunds for Cinque Terre trail passes can be claimed online or at visitor centers 

 Live trail status can be viewed at: www.cinqueterreupdates.it 

Quote from Liguria Tourism Board: 

“Safety is our number one priority. We are working around the clock to assess conditions and 

reopen as soon as possible, with full transparency,” said Luciano Ferraro, Crisis Director at 

Liguria Tourism Board. 

We ask all visitors to cooperate with trail staff and stay informed through official channels. 

Cinque Terre remains safe, vibrant, and welcoming—with many paths still open for exploration. 

For updates, follow: 

www.visitliguria.it | Instagram: @VisitCinqueTerre | WhatsApp Alerts: +39 333 2** **** 

 

http://www.cinqueterreupdates.it/
http://www.visitliguria.it/


5.3 Stakeholder Letter 

Date: 15 July 2025 

To: Tourism Partners, Mayors, UNESCO Delegates, Local SMEs 

From: Liguria Tourism Board – Regional Coordination Unit 

Subject: Crisis Coordination: Flash Flood and Trail Disruption 

Dear Partners, 

We are writing to inform you of a trail disruption due to a flash flood that affected a section of 

the Manarola–Riomaggiore hiking path on the afternoon of 14 July. Thankfully, no injuries were 

reported, and all visitors were safely escorted by field staff. 

Key Updates: 

 Affected trail closed from 14–23 July (subject to daily safety checks) 

 Trail engineers and environment monitors are conducting inspections 

 Refund process initiated via the regional tourism portal 

 Alternative trail promotions and media support provided to maintain tourist flow 

 UNESCO liaison informed and conservation protocols triggered 

How You Can Support Recovery: 

 Promote alternate routes and updated activities through your channels 

 Share visuals from unaffected villages (Monterosso, Vernazza, etc.) 

 Coordinate with us for unified messaging—we’ll send bilingual content packs 

 Participate in the Partner Recovery Call on 17 July at 14:00 CET 

 

6. Analysis and Discussion 

The three strategic documents presented above—the internal memo, public press release, and 

stakeholder letter—were developed to ensure clarity, consistency, and control across all 

communication channels during the 2025 Cinque Terre flash flood event. This section critically 

examines how each format aligns with best practices in tourism crisis communication theory and 

operational needs. 

 

6.1 The Internal Memo: Operational Readiness and Emotional Reassurance 

The internal memo was crafted to provide immediate guidance to frontline staff and rangers, 

with an emphasis on structure and reassurance. Coombs’ (2007) SCCT suggests that internal 

audiences need both procedural and emotional support during victim-type crises. Therefore, 



the tone of the memo was kept calm but authoritative, combining short, direct bullet points with 

a message of appreciation. 

This is consistent with Faulkner’s (2001) disaster model, which identifies the importance of the 

"preliminary response" and "mobilization" phases. Staff must not only act quickly but also feel 

psychologically equipped to manage confused or anxious visitors. 

The inclusion of small motivational elements—like coffee vouchers—may appear minor, but 

such tokens reinforce internal morale and maintain staff engagement under stress. 

 

6.2 The Public Press Release: Transparency, Timing, and Brand Preservation 

The public press release was designed to serve multiple audiences—tourists currently in the 

area, potential visitors monitoring the situation, and media outlets shaping the destination’s 

narrative. It adheres to three key principles outlined in SCCT and public relations ethics: 

 Instructing information: Clearly stating what happened and what action to take 

 Adjusting information: Acknowledging inconvenience and offering solutions (e.g., 

refunds, alternate trails) 

 Reinforcing information: Emphasizing safety, local support, and continued destination 

value 

The decision to include a direct quote from the tourism director was strategic: it humanizes the 

organization, adding a face and tone of authority. This approach follows Ritchie’s (2004) 

guideline that proactive leadership visibility builds trust during uncertainty. 

The press release also uses visual callouts (emojis, bullet formatting, bold dates), a strategy 

adapted from modern digital tourism campaigns. It makes key information scannable for mobile 

readers—a vital consideration given the digital behavior of modern tourists (Beirman, 2003). 

 

6.3 The Stakeholder Letter: Alignment and Collaboration 

The stakeholder letter represents a critical component of inter-organizational crisis 

management. Unlike the press release, its purpose is not just to inform but to coordinate, unify, 

and motivate. The language here is more formal, yet warm—an intentional balance that fosters 

horizontal trust among partners and vertical accountability to regulators and agencies like 

UNESCO. 

By providing a checklist of actionable items, the letter supports Faulkner’s (2001) concept of a 

consolidation phase, where partners are called upon to help redirect visitor flows and reinforce 

the destination brand. 



This letter also aligns with the Destination Image Repair Model by Gartner (1993), which 

advocates for shared recovery messaging among destination stakeholders. In this case, that 

includes the use of shared visuals, promotional assets, and coordinated messaging timelines to 

maintain public confidence. 

 

6.4 Tone, Timing, and Multicultural Adaptation 

One of the most important dimensions of this assignment was crafting messages that fit multiple 

cultural expectations and language levels. Drawing on Hofstede’s (2010) framework, each 

message was adapted in tone, complexity, and reassurance depending on the audience: 

Audience Hofstede Dimension Adaptation 

Internal Staff 
Low power distance (Italian 

culture) 

Collaborative tone, direct tasking, casual 

thanks 

Tourists (Mixed) High/low context cultures 
Visual aids, multilingual formats, practical 

FAQs 

International 

Partners 
Formal, structured, clear 

Professional, respectful, strategic 

vocabulary 

Additionally, the documents respect the “golden hour” rule of tourism crisis messaging—

issuing clear communication within the first 12–24 hours to prevent rumor circulation and 

speculation (UNWTO, 2018). 

 

6.5 Strategic Flexibility and Preparedness 

All three messages were developed as modular and replicable templates. In the future, these 

formats can be adapted for other risks such as: 

 Landslides and heavy rainfall 

 Trail overcrowding or heatstroke events 

 Transportation strikes or cancellations 

This scalability adds long-term value, allowing Liguria’s tourism board to implement a ready-to-

launch toolkit during future disruptions. 

 

7. Strategic Messaging Toolkit 



Effective crisis response depends not only on what is said, but also how, when, and to whom. A 

strategic messaging toolkit ensures that communication across all touchpoints remains clear, 

coordinated, and culturally appropriate, while allowing room for emotional nuance. 

This section outlines the key components of the messaging toolkit developed for the Liguria 

Tourism Board following the 14 July 2025 trail flood in Cinque Terre. The toolkit serves both 

immediate crisis needs and long-term reputation management. 

 

7.1 Core Message Pillars 

All communication—regardless of format or audience—was grounded in the following 

consistent message pillars: 

Pillar Explanation Example 

Safety First 
Visitor safety is non-negotiable and 

prioritized 

“The trail will remain closed until 

conditions are 100% secure.” 

Transparency 
All updates are factual, timely, and 

open 

“We commit to providing daily trail 

condition reports.” 

Empathy 
Recognition of tourist concerns and 

local impacts 

“We understand this has disrupted plans, 

and we’re here to help.” 

Continuity 
Cinque Terre remains open with 

alternative experiences 

“Other scenic trails and villages are ready 

to welcome you.” 

Resilience 
Reinforcing the region’s ability to 

recover 

“Liguria is working together—stronger 

and smarter.” 

These pillars were translated across all media formats—from signage and social posts to live 

briefings and press content—to ensure narrative unity. 

 

7.2 Message Variations by Audience 

To support tailored messaging, the toolkit includes adaptable versions of core content for 

different stakeholders: 

Audience Tone Format Example Phrase 

Tourists Warm, reassuring 
Social media, 

website 

“We’re here to support your safe and 

joyful visit.” 

Staff & Rangers Direct, supportive 
Internal memo, 

briefing 

“Please follow the revised trail closure 

protocols immediately.” 

Local SMEs 
Collaborative, 

optimistic 

Email, 

newsletter 

“Together, we can turn this challenge 

into new opportunity.” 



Audience Tone Format Example Phrase 

Media 
Professional, fact-

based 
Press release 

“The flooding occurred at 14:22 CET, 

and no injuries were reported.” 

UNESCO/Global 

Orgs 

Formal, 

procedural 

Stakeholder 

letter 

“We have activated conservation 

protocols in compliance with WHS 

guidelines.” 

Each version includes tone guidance, multilingual scripts, and visual templates (e.g., closure 

signage, QR flyers, infographics). 

 

7.3 Platform-Specific Messaging 

Different platforms serve different communication goals. The toolkit includes scheduling 

guidelines, content templates, and CTA strategies for each channel: 

Platform Role Example Content 

Instagram / 

TikTok 

Public reassurance + 

visuals 
“Our trails may be wet, but our spirit is sunny ☀️ 

#SafeCinqueTerre” 

Facebook 
Community 

engagement 

“Share your favorite Cinque Terre moment while we 

rebuild!” 

Email / 

Newsletter 

Direct updates to 

partners 

“Download the new trail safety briefing attached 

below.” 

WhatsApp 

Broadcast 
Emergency updates 

“🚧 Trail closed until 23 July. Stay tuned here for 

real-time updates.” 

Tourism Website Official announcements “Trail closure bulletin + multilingual safety FAQs.” 

Each post or message links back to a central resource hub to avoid fragmentation or 

contradiction across channels. 

 

7.4 Message Timing Guidelines 

Timeliness was critical in managing the narrative. The following response timeline was used: 

Timeline Post-Incident Communication Action 

0–4 hours Internal alert, staff instructions, trail barriers deployed 

4–12 hours Initial press release, tourist info posts, live trail map 

12–24 hours Stakeholder letter dispatch, influencer coordination 

48 hours Video update from Tourism Director, translated advisories 



Timeline Post-Incident Communication Action 

72 hours Community engagement content, alternate experience promotion 

These windows ensure that the board controls the message proactively rather than reactively 

responding to rumors or public confusion. 

 

7.5 Toolkit Templates and Assets 

To support seamless implementation, the Liguria Tourism Board preloaded the following assets 

into its Crisis Toolkit Folder: 

 Editable press release templates 

 Canva-based infographic posters 

 QR-linked trail update maps 

 Bilingual email scripts 

 Internal staff talking points (printable) 

 Audio recordings for trail signage (Italian + English) 

 Social media story templates for trail updates 

These assets ensure consistent visual identity, accurate messaging, and rapid rollout across 

departments and channels. 

  

8. Intercultural and Risk Communication Strategy 

Crisis communication in tourism is not only about facts—it's about perception, culture, and 

trust. With over 2.5 million annual visitors from more than 40 countries, Cinque Terre 

requires a culturally adaptive approach to managing risk during emergencies. 

Miscommunication, tone mismatch, or ignorance of cultural norms can escalate a crisis faster 

than the incident itself. 

This section outlines the intercultural and risk communication strategies that guided the Liguria 

Tourism Board’s response to the 14 July 2025 trail disruption. 

 

8.1 Hofstede’s Cultural Dimensions and Audience Sensitivity 

Hofstede’s (2010) model offers useful insight into how different tourist demographics interpret 

risk, safety information, and authority: 

Dimension Example Countries Communication Implication 



Dimension Example Countries Communication Implication 

Uncertainty 

Avoidance (High) 
Germany, France, Japan 

Provide clear procedures, visuals, real-time 

updates 

Power Distance 
(Low) 

Denmark, UK, Australia 
Use friendly tone, avoid overly hierarchical 

language 

Individualism 

(High) 
USA, Canada Appeal to personal safety and decision-making 

Collectivism (High) China, India Emphasize group support and local coordination 

Context Preference 
Western cultures = Low; 

Asian cultures = High 

Balance explicit facts with empathetic tone and 

non-verbal cues (e.g., maps, photos, staff 

demeanor) 

All messaging was adjusted accordingly—for example, German and Japanese visitors received 

structured trail detour maps, while messages for U.S. and UK tourists emphasized self-

navigation options and flexible refunds. 

 

8.2 Multilingual Communication Framework 

To ensure maximum understanding across cultures, the tourism board implemented a 

multilingual emergency communication plan: 

 Translations of press releases, signage, and web notices into Italian, English, French, 

German, Spanish, and Mandarin 
 QR codes on physical signage linking to Google Translate-compatible trail update pages 

 Trail rangers given laminated pictorial safety cards for non-verbal communication 

 Voice-recorded trail closure messages at stations and junctions (Italian and English 

versions initially, more to follow) 

This ensured that no tourist felt “lost in translation” during an already stressful event. 

 

8.3 Risk Communication Principles Applied 

The Tourism Board adopted the CDC’s Risk Communication Model (2014) to balance urgency 

with calm. The five key principles were followed: 

1. Be First – Initial updates were shared within 4 hours 

2. Be Right – All data confirmed by environmental engineers before release 

3. Be Credible – Director Ferraro’s direct quotes reinforced trust 

4. Express Empathy – Every communication acknowledged visitor impact 

5. Promote Action – All content offered alternatives or next steps 



This reduced panic while promoting constructive behaviors, such as using alternate trails or 

accessing refund systems. 

 

8.4 Cultural Imagery and Storytelling 

Communication is also visual. All digital and physical materials were carefully designed to avoid 

culturally insensitive imagery. For example: 

 No photos of damaged areas or distressed tourists were used 

 Messaging avoided religious references or idioms unfamiliar to international audiences 

 Instead, materials featured positive recovery visuals (e.g., rangers helping hikers, 

restored paths, blooming vineyards) 

Additionally, local stories were humanized through a planned video campaign: “Voices of 

Recovery,” where shopkeepers, guides, and visitors share resilience stories in multiple 

languages. 

 

8.5 Inclusivity for Vulnerable Tourists 

Recognizing that not all tourists are young, tech-savvy, or fluent in major languages, the 

communication plan included: 

 Printed flyers and trail update posters at train stations and visitor hubs 

 Trail audio guides for visually impaired visitors (under development) 

 Clear symbols for key messages (e.g., 🚧 trail closed, 🚧detour, 🚧 emergency contact) 

 Info-center volunteers trained in basic sign language and gesture-based 

communication 

This aligns with UNWTO’s Inclusive Tourism Guidelines (2021), ensuring no group is left 

behind in crisis recovery. 

 

8.6 Cross-Border Collaboration and Cultural Coordination 

Because tourists often cross multiple EU regions, the Liguria Tourism Board coordinated with: 

 France’s Côte d’Azur Tourism Authority for itinerary redirection advice 

 Switzerland’s TravelSafe Platform to update traveler alerts 

 UNESCO’s Heritage Risk Group for cross-cultural communication tips 



This strengthened message alignment across borders and ensured visitors receive consistent, 

culturally aware updates. 

In conclusion, intercultural and risk communication is not an afterthought—it is central to 

protecting destination reputation and human dignity in a crisis. The Liguria Tourism Board’s 

strategy was grounded in cultural empathy, linguistic inclusion, and evidence-based response 

planning, ensuring no tourist was left confused, unsafe, or unsupported. 

  

9. Long-Term Brand and Destination Recovery Plan 

While the flash flood incident of 14 July 2025 was temporary, its potential impact on visitor 

perception, stakeholder trust, and UNESCO image status demands a proactive recovery 

strategy. Destinations are not only judged by how they attract tourists—but by how they respond 

to disruption and rebuild stronger. 

This section outlines a phased plan to restore Cinque Terre’s brand, re-engage markets, and 

future-proof tourism communication. 

 

9.1 Phase 1: Transparent Recovery Communication (Weeks 1–4) 

The first step in rebuilding trust is transparency and consistency. Key activities in this phase 

include: 

 Daily trail status reports posted online and at all physical entry points 

 Weekly video updates from rangers and board representatives showing progress on 

repairs 

 Use of before-and-after visuals to demonstrate recovery 

 User-generated content (UGC) campaigns: encourage visitors to post positive trail 

experiences from unaffected areas 

Goal: Reassure prospective tourists that Cinque Terre is safe, open, and professionally managed. 

 

9.2 Phase 2: Repositioning and Positive Branding (Months 2–4) 

After operational confidence is restored, the focus shifts to brand repositioning. This involves: 

 Launching a campaign titled “Cinque Terre: Naturally Resilient” 

 Featuring eco-trail rebuilding efforts, rangers planting vegetation, and UNESCO 

collaboration 

 Publishing short documentary-style videos showing community effort and unity 



 Partnering with eco-conscious travel bloggers and YouTubers to showcase sustainable 

alternatives (e.g., kayak tours, agritourism in Corniglia) 

This aligns with the destination stewardship model (Goodwin, 2017), promoting purpose-

driven travel rather than just sightseeing. 

Goal: Turn the crisis into a brand strength—a symbol of resilience, sustainability, and 

community-led tourism. 

 

9.3 Phase 3: Cultural Memory and Legacy (Months 4–8) 

To avoid returning to "business as usual" and risking future vulnerabilities, the board should 

establish long-term legacy initiatives: 

 A permanent “Trail of Resilience” exhibit at the Cinque Terre National Park center 

 Partnership with schools and universities for research on climate adaptation in tourism 

 Hosting an annual Tourism Safety and Resilience Week, starting July 2026 

 Collaborating with UNESCO on a white paper documenting the recovery effort 

This approach reflects Butler’s Tourism Area Life Cycle (TALC) model, which suggests that 

crises—if handled well—can rejuvenate destinations and evolve them into new, sustainable 

phases. 

Goal: Embed recovery into the region’s story, identity, and visitor experience—making it part of 

what makes Cinque Terre unique. 

 

9.4 Re-engaging Key Markets 

To win back market share, especially among cautious international travelers, the tourism board 

should: 

 Conduct listening surveys across target markets (e.g., Germany, France, USA, Japan) to 

understand new traveler concerns 

 Partner with national tourism boards (ENIT, EU Tourism Council) for co-branded 

messaging 

 Offer “Confidence Packages” (flexible refunds, health coverage, multilingual guides) 

 Create trail ambassador programs, where past tourists return to share their positive 

post-crisis experience 

This echoes Echtner & Ritchie’s (1991) view that emotional dimensions of destination image 

must be proactively rebuilt. 



 

9.5 Policy, Training, and Infrastructure Improvements 

Finally, true recovery includes internal reforms: 

 Mandatory crisis communication training for all info-center staff and guides 

 Implementation of AI-powered trail weather alert systems 

 Multilingual safety signage made permanent (not just during crisis) 

 Stronger collaboration with local municipalities on joint communication protocols 

These measures institutionalize the lessons learned and prepare Cinque Terre for future 

readiness, not just post-crisis recovery. 

In summary, Liguria’s long-term recovery plan is not about “restoring normal”—but about 

evolving into a smarter, more inclusive, and emotionally resilient destination. By blending 

transparency, storytelling, and innovation, Cinque Terre can turn the 2025 flood into a moment 

of transformation—building a tourism brand rooted in care, culture, and collective strength. 

  

10. Conclusion 

The 2025 flash flood in Cinque Terre, though sudden and physically contained, posed a 

significant challenge to Liguria’s tourism stability, reputation, and visitor confidence. Through 

this strategic crisis communication plan, we have illustrated how theory-driven messaging, 

intercultural awareness, and emotional intelligence can guide a destination through disruption. 

By integrating frameworks such as SCCT, Destination Image Theory, Hofstede’s cultural 

dimensions, and real-world benchmarking, the Liguria Tourism Board was able to issue timely, 

clear, and culturally sensitive responses to a wide range of stakeholders. From front-line staff 

guidance to multilingual tourist updates and coordinated stakeholder outreach, each message 

played a role in preventing misinformation and sustaining visitor trust. 

Beyond the immediate response, the plan provides a roadmap for long-term resilience. Through 

campaigns like “Cinque Terre: Naturally Resilient,” education initiatives, and legacy branding, 

Liguria has the opportunity not only to recover but to reposition itself as a global model of 

sustainable tourism recovery. As Priya Sen, I conclude that in tourism, a crisis is not just a 

disruption—it’s a defining moment that reveals how deeply a destination values its people, its 

culture, and its future. 
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