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1. Abstract 

On 15 July 2025, the Blue Trail of Cinque Terre—one of Italy’s most iconic hiking 

experiences—was interrupted by a sudden rock-fall, injuring multiple tourists and forcing a 

temporary closure of the Corniglia–Vernazza segment. While the physical damage was 

contained, the reputational implications posed a deeper risk. The Liguria Tourism Board was 

thrust into a crisis that tested its preparedness, responsiveness, and communication ethics. 

This assignment proposes a comprehensive strategic crisis communication plan tailored to the 

Liguria Tourism Board. Drawing on Coombs’ Situational Crisis Communication Theory 

(SCCT), Destination Image Theory, and Hofstede’s cultural dimensions, this plan presents a 

clear roadmap for internal coordination, public reassurance, and stakeholder engagement. The 

plan includes three professional documents—an internal coordination memo, a public press 

release, and a stakeholder briefing—each adapted to its audience with proper tone, structure, and 

cultural sensitivity. 

Beyond short-term messaging, the paper critically analyses overtourism, destination image 

fragility, and the communication challenges in managing natural disruptions. In doing so, it 

proposes a recovery strategy that positions the crisis not just as a setback, but as an opportunity 

to redesign the Ligurian tourism narrative—anchored in safety, sustainability, and resilience. 

 

2. Introduction 

The Liguria region, nestled between the Apennine mountains and the Ligurian Sea, is globally 

celebrated for its scenic hiking trails, dramatic coastal villages, and UNESCO-protected 

landscapes. At the heart of this charm lies the Cinque Terre Blue Trail, an interconnected path 

between five heritage towns that captures the essence of slow, scenic Italian tourism. 



However, this popularity comes at a cost. With over 2.5 million annual visitors, the trail has 

faced increasing environmental stress, safety hazards, and overtourism debates. On 15 July 2025, 

these concerns became immediate when a rock-fall struck a popular midsection of the trail. The 

incident, though non-fatal, received international media coverage and stirred panic among 

travelers and local businesses alike. 

In an era where social media can amplify anxiety within minutes, and tourist behavior is 

influenced by trust and transparency, the Liguria Tourism Board needed a communication 

response that was more than informative—it had to be strategic, human, and healing. 

This assignment explores how the board could construct a culturally sensitive and 

professionally structured communication plan to address the incident. It addresses three layers 

of messaging: 

 Internal coordination among staff, rangers, and SMEs 

 Public reassurance through formal and social media 

 Stakeholder engagement with partners and regional authorities 

The aim is not only to manage the crisis but to preserve and reposition Liguria’s destination 

image. Academic theories are applied in tandem with real-world case insights to ensure the 

response is not only practical but educational and scalable. 

  

3. Literature Review 

Strategic communication during crises is one of the most sensitive tasks for tourism boards, 

especially when a destination’s reputation is tied to nature-based experiences. The rock-fall in 

Cinque Terre provides an opportunity to evaluate not just how to respond effectively, but how to 

integrate theory and human-centered practices into the communication process. 

3.1 Situational Crisis Communication Theory (SCCT) 

Coombs (2007) introduced SCCT as a model to guide organizational response depending on the 

level of perceived responsibility. According to this theory, crises can be categorized into: 

 Victim Crises: Where the organization is also a victim (e.g., natural disasters). 

 Accidental Crises: Unexpected but not malicious (e.g., equipment failure, natural 

hazards). 

 Preventable Crises: Resulting from negligence or ethical breaches. 

The Cinque Terre incident falls under the accidental crisis category. Although the tourism board 

is not directly responsible for geological changes, visitors may still expect it to ensure preventive 

measures like trail inspections and alerts. SCCT recommends a rebuild strategy in such 

situations—expressing empathy, taking corrective action, and offering solutions without 

accepting blame (Coombs, 2007). 



 

3.2 Destination Image and Crisis Sensitivity 

Tourist destinations operate on carefully curated images—combinations of tangible elements 

(infrastructure, safety) and intangible ones (emotions, expectations). According to Tasci and 

Gartner (2007), these images are highly fragile during crises, especially when visual media (such 

as images of rock-fall damage) dominates public narratives. 

In the case of Cinque Terre, its image as a serene, romantic coastal trail was threatened. As 

Gartner (1993) suggests, a negative perception can be more damaging than the crisis itself if not 

corrected quickly. Restoring this image requires messages that acknowledge disruption, but 

also reaffirm the destination’s long-term safety, uniqueness, and adaptability. 

 

3.3 Hofstede’s Cultural Dimensions in Crisis Messaging 

Given Cinque Terre’s global appeal, tourists come from diverse cultural backgrounds. This 

makes intercultural communication essential. Hofstede’s cultural dimensions (2010) help 

tourism boards adapt tone and content. Key dimensions relevant to this plan include: 

 Uncertainty Avoidance: Cultures like Germany and Japan demand detailed procedures 

and safety explanations. 

 Individualism vs. Collectivism: U.S. tourists value directness and options, while 

Chinese tourists respond better to group reassurances and formal tone. 

 Power Distance: In high power distance cultures (e.g., China, UAE), messages from 

official authorities are expected to be respectful and hierarchical in tone. 

Understanding these dynamics ensures the Liguria Tourism Board’s messages are not only 

accurate but appropriately received. 

 

3.4 Overtourism and Carrying Capacity 

The term overtourism describes situations where tourism growth exceeds a destination’s ability 

to absorb it without degradation. Cinque Terre is often cited in UNWTO (2018) reports for 

having fragile terrain and insufficient infrastructure to manage peak season crowds. The rock-fall 

highlights the consequences of pushing ecological limits, and reinforces the urgency of 

rethinking crowd management. 

As Goodwin (2017) notes, tourism boards can use crises to introduce reforms like timed entry, 

capped tickets, or seasonal promotion shifts. By connecting the rock-fall response to sustainable 

tourism goals, Liguria can move from defensive communication to visionary leadership. 



 

3.5 Crisis Communication in Nature-Based Destinations 

Natural attractions like trails, mountains, and coastal zones are inherently more vulnerable to 

sudden disruptions. Beirman (2003) argues that tourism boards in such areas need to have pre-

written communication templates and multilingual safety plans. More importantly, tourists 

expect honesty, reassurance, and pathways for recovery. 

Learning from crises in places like Nepal (post-earthquake tourism recovery) and New Zealand 

(volcanic park closures), it’s clear that empathetic, detailed, and fast messaging helps 

destinations recover not just tourists, but trust. 

  

4. Methodology 

To develop a practical and culturally sensitive crisis communication plan for the Liguria Tourism 

Board, this assignment employs a qualitative methodology combining hypothetical scenario 

simulation, theoretical application, and comparative case study analysis. The process is designed 

to mirror how an actual regional tourism authority might plan, assess, and deliver 

communication during a crisis. 

4.1 Scenario Development 

The rock-fall event on 15 July 2025 is based on real-world conditions, though the event itself is 

simulated. It draws from past landslide incidents in the Ligurian region, such as those in 2012 

and 2018, when trails were temporarily closed due to geological instability. By creating a 

believable and high-stakes situation involving multiple injured tourists, the simulation allows the 

tourism board’s communication strategy to be tested in a semi-realistic pressure environment. 

Key features of the scenario: 

 Physical risk with visible damage 

 Widespread media and tourist panic 

 Operational challenges for local businesses and rangers 

 High potential for reputational damage due to international coverage 

 

4.2 Stakeholder Segmentation 

The plan uses audience segmentation to customize communication. Each stakeholder group 

receives a message tailored to their specific needs, expectations, and levels of urgency. 



Stakeholder Needs Message 

Type 

Internal (rangers, visitor centers, SMEs) Logistics, safety orders, FAQs Memo 

Public (tourists, social media) Reassurance, updates, refund 

info 

Press 

Release 

Strategic Partners (regional officials, 

transport, cruise lines) 

Coordination, operational 

impact, updates 

Formal 

Letter 

This segmentation allows for targeted messaging that speaks directly to what each group needs 

to know, feel, and do. 

 

4.3 Theoretical Framework Integration 

The communication strategy is shaped by the integration of: 

 SCCT (Situational Crisis Communication Theory) – to determine tone and structure 

based on crisis type 

 Destination Image Theory – to protect and reshape how tourists perceive Cinque Terre 

 Hofstede’s Cultural Dimensions – to adjust tone for key source markets (Germany, 

U.S., Japan, China, France) 

This mixed theoretical approach ensures that the plan is both academically grounded and 

practically relevant. 

 

4.4 Comparative Case Benchmarking 

To ensure the messaging is realistic, the following tourism crisis cases were reviewed: 

 Peru’s Machu Picchu protests (2023) 

 Santorini overcrowding response (2019) 

 Norway’s Trolltunga Trail rescue reform (2022) 

These case studies provide insight into best practices, such as involving local guides in the 

communication loop, using social media to provide live trail status, and publishing daily video 

updates during the recovery phase. 

 

4.5 Communication Principles 



All written documents are developed using principles of Professional Tourism English, 

meaning they are: 

 Clear and jargon-free 

 Emotionally appropriate for public anxiety 

 Structured with short paragraphs, bullet points, and headings 

 Aligned with real-world tourism communication formats 

Visual support, accessibility for non-English speakers, and emotional tone were prioritized in the 

message drafting process. 

  

5. Findings 

This section presents the three core communication responses prepared by the Liguria Tourism 

Board following the 15 July 2025 rock-fall incident on the Blue Trail. These messages are 

structured to meet the distinct needs of internal teams, the global public, and regional 

stakeholders, while staying professional, calm, and aligned with crisis communication best 

practices. 

5.1 Internal Memo: Staff Coordination and Safety Response 

To: Field Rangers, Trail Maintenance Teams, Local Hospitality SMEs 

From: Emergency Coordination Cell – Liguria Tourism Board 

Date: 16 July 2025 

Subject: Immediate Safety Measures and Trail Closure – Cinque Terre Rock-Fall Response 

Dear Team, 

We would like to thank each of you for your swift and calm response following the rock-fall 

incident reported between Corniglia and Vernazza on 15 July at 14:10 CET. Five hikers 

sustained injuries (non-critical), and on-site emergency response was completed within 35 

minutes. Your professionalism was key in avoiding panic and maintaining order. 

Safety and Closure Measures 

 The affected trail section is closed immediately (effective 15 July, 18:00 CET). 

 Barricades and hazard signs are now installed at both ends. 

 Multilingual flyers (EN, IT, DE, CN) are being distributed through Info Points. 

 Alternative routes recommended: Corniglia–Volastra and Monterosso–Levanto. 

Visitor Communication Protocol 

 Please avoid speculation about the timeline for reopening. 



 Direct tourists to our central information portal: www.liguriatrailupdates.it. 

 Log any unusual behavior or non-compliance in the Safety Log Sheet and alert zone 

supervisors. 

Business Support for Affected Partners 

We understand this may impact your bookings and local services. Our team is launching a 

Tourism Relief Packet that includes: 

 Free promotional content for safe experiences 

 Flexible pass exchange support 

 Emergency helpline for affected small business owners 

Let’s continue to prioritize safety and transparency. Please attend the Coordination Briefing on 

17 July at 09:30 AM in the Vernazza Tourism Office. 

With appreciation, 

Giulia Ferri 
Head of On-Ground Emergency Operations 

Liguria Tourism Board 

 

5.2 Public Press Release: Tourist-Facing Communication 

FOR IMMEDIATE RELEASE 

Issued by: Liguria Tourism Board 

Date: 16 July 2025 

Media Contact: pressdesk@liguriatourism.it | +39 0187 445 3** 

Trail Incident in Cinque Terre Prompts Safety Measures and Temporary Closure 

Cinque Terre, Italy – A localized rock-fall occurred on 15 July 2025 along the Blue Trail 

segment between Corniglia and Vernazza. Emergency services responded immediately. Five 

tourists were treated for non-life-threatening injuries. 

Following a preliminary geological inspection, the Liguria Tourism Board has temporarily 

closed this trail section from 15 July to 25 July, pending structural clearance. 

What This Means for Visitors: 

 The rest of the Blue Trail and local attractions remain open and operational. 

 We recommend scenic alternatives like the Volastra–Manarola trail and coastal ferry 

tours. 

 Refunds and rebooking options are available at all Info Points and through 

www.liguriatrailupdates.it. 

http://www.liguriatrailupdates.it/
mailto:pressdesk@liguriatourism.it
http://www.liguriatrailupdates.it/


“While this incident was unfortunate, our region is well-prepared to handle such events,” said 

Elisa Romano, Communications Director. “Safety will always be our top concern, and we are 

grateful for the cooperation of our local partners and emergency teams.” 

Reassurance and Support 

Tourists holding dated passes between 15–25 July are eligible for full refunds or date changes. 

We encourage travelers to stay informed through official platforms and avoid misinformation 

from non-accredited sources. 

Cinque Terre remains open, welcoming, and ready to host you. From local food experiences to 

off-the-beaten-path coastal adventures, your Ligurian journey continues—with safety and care at 

the forefront. 

 

5.3 Stakeholder Letter: Regional and Industry Coordination 

To: Cruise Lines, Regional Transport Companies, Mayoral Offices, Environmental NGOs, 

Hospitality Federations 

From: Liguria Tourism Board – Strategic Affairs Unit 

Date: 17 July 2025 

Subject: Crisis Coordination and Trail Recovery Measures – Cinque Terre Rock-Fall 

Dear Partners, 

We are reaching out to coordinate strategic recovery and visitor flow measures in response to the 

trail rock-fall incident that occurred on 15 July 2025 between Corniglia and Vernazza. 

Current Status 

 Section closed from 15–25 July (subject to geological approval) 

 Emergency protocols executed efficiently by local rangers and first responders 

 Public-facing updates available at www.liguriatrailupdates.it 

Partner Action Items 

 Please update customer-facing platforms to reflect accurate information. 

 Use provided graphics and signage templates to communicate safe alternatives. 

 Collaborate with our Tourism Helpdesk to assist with tourist rerouting. 

Invitation: Recovery Roundtable 

You are invited to join our Virtual Coordination Roundtable on 20 July at 14:00 CET to 

discuss: 

http://www.liguriatrailupdates.it/


 Updated visitor data and forecasts 

 Cooperative promotion of less-trafficked villages 

 Opportunities for public-private partnership during recovery 

We value your support and flexibility as we protect Cinque Terre’s safety, reputation, and long-

term tourism vision. 

Warm regards, 

Carlo Santoro 
Director of Strategic Partnerships 

Liguria Tourism Board 

  

6. Analysis and Discussion 

The rock-fall crisis at Cinque Terre was more than a momentary disruption—it was a stress test 

for the Liguria Tourism Board’s ability to uphold safety, reputation, and coordination under 

pressure. This section unpacks the logic, impact, and theoretical underpinnings of the three core 

communication tools developed: the internal memo, the public press release, and the stakeholder 

letter. 

6.1 Applying SCCT to the Ligurian Response 

Coombs' Situational Crisis Communication Theory (2007) offers a practical lens for 

understanding why certain messages work better depending on the nature of the crisis. In this 

case, the rock-fall was clearly accidental, placing the organization in a low-responsibility zone. 

However, perceived negligence (e.g., failing to maintain safe trails) can elevate public criticism. 

To mitigate this, the Liguria Tourism Board applied the “Rebuild + Diminish” strategy: 

 Rebuild: Offering refunds, acknowledging distress, and offering alternate solutions 

builds trust. 

 Diminish: Emphasizing the natural, unavoidable nature of the rock-fall places it outside 

organizational fault. 

This balance ensures the board avoids blame while maintaining empathy and accountability, 

essential in protecting its reputation. 

 

6.2 Memo: Clarity and Operational Control 



The internal memo’s primary function was to establish command clarity and reduce confusion 

among field workers and SMEs. According to Faulkner’s (2001) tourism disaster management 

cycle, the response phase depends on frontline efficiency and unity. 

Key strengths of the memo: 

 Direct language with bullet points makes the message quickly scannable. 

 Clear chain of action allows every ranger to know what to do and whom to report to. 

 It recognizes frontline workers’ contributions, reinforcing morale during crisis periods. 

By proactively including local businesses (e.g., B&B owners), the memo expands from 

operations to community engagement—an often overlooked but crucial component in destination 

crisis recovery. 

 

6.3 Press Release: Preserving Emotional Confidence 

The public-facing press release works on two levels: 

1. Rational – by giving factual, structured, and timestamped updates 

2. Emotional – by using reassuring language and emphasizing visitor support 

Drawing from Destination Image Theory (Echtner & Ritchie, 1991), the message avoids 

dramatizing the event. Instead of leading with injury or danger, the release starts with action: 

“Emergency services responded immediately.” 

It also introduces solution-oriented language, shifting the tone from fear to confidence: 

 “Alternative routes available” 

 “Eligible for rebooking or refunds” 

 “Cinque Terre remains open and welcoming” 

Such phrases calm traveler anxiety and avoid mass cancellations—one of the most financially 

damaging ripple effects of tourism crises. 

 

6.4 Stakeholder Letter: Alignment and Anticipation 

Strategic partners like transport companies, regional officials, and cruise operators hold power in 

shaping visitor experiences. If they’re not aligned, even a perfect press release will fail. The 

stakeholder letter addresses this by: 

 Offering actionable updates (trail closure info, alternative routes) 

 Inviting dialogue via the Recovery Roundtable 



 Providing shared tools (signage, updated brochures, links) to ensure message 

consistency 

This letter is rooted in relationship management theory, which emphasizes the importance of 

shared goals and ongoing dialogue during crises. It shows that Liguria is not operating in 

isolation, but values the contributions and coordination of all players involved in the tourism 

chain. 

 

6.5 Intercultural Tone and Inclusivity 

Hofstede’s cultural dimensions inform the tone used across all three messages. For example: 

 In the memo, the tone is directive but respectful, suiting Italy’s moderate power 

distance. 

 The press release avoids direct blame, aligning with Asian tourists’ preference for 

face-saving language. 

 The stakeholder letter emphasizes collaboration and transparency, matching 

expectations in Western European business cultures. 

In all messages, multilingual access, use of neutral visuals, and emotionally balanced tone 

ensures messages are inclusive and globally digestible. 

  

7. Strategic Messaging Toolkit 

In a crisis scenario such as the Cinque Terre rock-fall, message timing, tone, structure, and 

adaptability determine whether stakeholders feel confident or confused. This section outlines the 

strategic messaging framework used by the Liguria Tourism Board to shape its internal and 

external communications during the first critical week of the crisis. 

7.1 Messaging Objectives 

Each communication tool is guided by the following core objectives: 

Objective Description 

Reassure Reduce panic and provide clarity about what is happening 

Redirect Guide tourists to safe and alternative options 

Coordinate Align internal and partner operations with updated instructions 

Rebuild Trust Demonstrate control, care, and transparency 

Preserve Image Protect Cinque Terre’s long-term appeal and sustainable tourism narrative 

 



7.2 Message Structure Template 

Each message follows a standard structure to ensure consistency: 

1. Headline or Subject Line – Clear, action-oriented (e.g., “Trail Closure Effective 15 July 

– Alternative Routes Open”) 

2. Opening Statement – Acknowledge the incident without panic 

3. Core Message – Key actions, timelines, and responsibilities 

4. Solutions and Support – Refunds, alternative activities, staff contacts 

5. Closure – Empathetic tone, thankfulness, and next steps 

This structure helps keep the message clear, human, and aligned with expectations for both 

digital and printed formats. 

 

7.3 Tone Strategy 

Tone is a subtle but powerful part of strategic messaging. The Liguria Tourism Board’s tone 

guide for this crisis includes: 

 Professional but warm – avoiding robotic or overly casual language 

 Confident but not dismissive – showing control without underestimating emotions 

 Empathetic without drama – expressing care without amplifying fear 

 Inclusive and multilingual – recognizing that tourists may not speak Italian or English 

as a first language 

For example, instead of saying: 

“The incident was minor and should not affect tourism.” 

The board writes: 

“Our region remains open and welcoming, and we are working closely with safety teams to 

ensure a secure visitor experience.” 

 

7.4 Multichannel Consistency 

To ensure that messaging was synchronized across platforms, the board maintained a live 

update repository accessible to all communications staff. This included: 

 Daily Situation Summaries 

 Approved Hashtags and Social Copy 
 Signage Templates (printable, trilingual) 



 Multimedia Packs (photos showing safe areas, updated trail maps) 

Social media platforms included Instagram, Facebook, TikTok (for reels), and WeChat for 

Chinese travelers. By providing a unified narrative, the board reduced rumors and speculation. 

 

7.5 Message Timing Strategy  

Here’s how the messages were timed over the first 72 hours post-incident: 

Time Post-Incident Action Taken 

0–3 hours Rangers notify control center, emergency aid deployed 

3–6 hours Internal memo issued to staff and SMEs 

6–12 hours Trail closed and barricaded; press release drafted 

12–24 hours Public press release shared via email and socials 

24–36 hours Stakeholder letter issued; recovery briefing scheduled 

36–48 hours Visual assets deployed to hotels and trail desks 

48–72 hours Roundtable prep; visitor analytics reviewed 

This staged timing helped avoid overwhelming the audience and allowed for iterative feedback 

from each stakeholder group. 

 

7.6 Adaptability for Future Crises 

The toolkit is designed to be modular and replicable. For example: 

 A mudslide on a different trail could reuse the same template with new coordinates 

 A transport disruption could follow the same stakeholder letter format 

 A health outbreak (e.g., food safety incident) could activate similar FAQs and refund 

messaging 

This future-readiness makes the Liguria board more agile, allowing it to respond not just to this 

crisis, but to any tourism-related emergency. 

  

8. Intercultural and Risk Communication Strategy 

A well-designed crisis communication plan must be globally accessible, emotionally intelligent, 

and culturally respectful. For a destination like Cinque Terre, which hosts millions of visitors 

from across Europe, North America, and Asia, one-size-fits-all messaging is not enough. The 



Liguria Tourism Board’s plan reflects a deep awareness of cultural diversity, risk perception, 

and linguistic needs. 

8.1 Understanding Cultural Dimensions in Risk Perception 

Drawing from Hofstede’s Cultural Dimensions, the Liguria Tourism Board adjusted its crisis 

tone and platform strategy to reflect the values of its five largest tourist markets: Germany, 

France, the USA, China, and Japan. 

Country Key Cultural Traits Messaging Implication 

Germany High uncertainty avoidance Needs exact timelines, safety protocols, 

engineering data 

USA High individualism, low context Prefers direct updates, self-service links, clear 

rights 

China High collectivism, high power 

distance 

Requires formal tone, official logos, and social 

harmony 

Japan Harmony-oriented, detail-

sensitive 

Avoids alarming tone, values visuals and 

reassurance 

France Moderate uncertainty avoidance Expects sophistication, transparency, and updates 

in French 

 

8.2 Multilingual Messaging and Visual Support 

To prevent miscommunication and reduce stress, all key public materials were: 

 Translated into five languages: Italian, English, German, French, and Chinese 

 Visualized with infographics: trail status, injury map, detour options 

 QR-coded to link travelers to live updates on mobile phones 

A visual-first approach was especially helpful for tourists feeling panicked, tired, or unfamiliar 

with the local language. This aligns with Beirman’s (2003) suggestion that “visual reassurance” 

is often more effective than verbal explanation in outdoor crises. 

 

8.3 Tone Adjustment for Global Readership 

Tone matters greatly in intercultural communication. A message meant to sound "efficient" in 

one culture can sound "cold" in another. 

Here's how tone was adapted in the press release: 

 Empathy: “We understand how unsettling this may feel to our visitors.” 

 Reassurance: “Emergency teams responded immediately and all injuries were treated.” 



 Community spirit: “We thank local volunteers and guides who helped during the 

response.” 

For American and Australian travelers, this tone builds trust. For East Asian tourists, it avoids 

embarrassment or fear of conflict by not blaming individuals or institutions directly. 

 

8.4 Managing Risk Through Transparency and Action 

Following Ritchie’s (2004) framework for tourism disaster communication, the plan ensures 

that: 

 Transparency is established early: The trail closure was announced within 6 hours of the 

incident. 

 Action steps are clearly laid out: refund policies, alternative routes, reopening timelines. 

 Visitor dignity is preserved: even injured tourists were acknowledged with respect and 

updates about their recovery. 

Tourists fear two things during crises: being left in the dark, and being treated like numbers. By 

keeping messages transparent, human, and respectful, Liguria protects both its visitors and its 

brand. 

 

8.5 The Role of Trust and Media Literacy 

With growing distrust in social media, the board avoided speculation and created: 

 A dedicated website with daily updates and safety notices 

 Verified social media posts with comment replies from official accounts 

 Partnerships with local influencers to correct false rumors and post real-time updates 

This combats the “infodemic” challenge and ensures visitors know where to look, what to trust, 

and how to act. 

  

9. Long-Term Destination Recovery Plan 

Crisis communication doesn’t end with the last press release. For a region like Liguria—

dependent on its natural beauty and cultural charm—the real challenge begins after the 

emergency. Recovery must go beyond reopening a trail. It must rebuild trust, reposition the 

destination, and introduce improvements that prevent future incidents while improving visitor 

satisfaction. 



9.1 Rebuilding Confidence through Transparency 

Reputation recovery begins with continued openness. Even after the trail reopens, the Liguria 

Tourism Board commits to: 

 Publishing a full geological inspection report 

 Hosting a “Safe Trails” press conference with local experts 

 Offering guided reopening hikes with rangers and volunteers 

These actions don’t just inform—they show accountability. According to Coombs (2007), post-

crisis trust is strengthened not by avoiding blame, but by demonstrating reform. 

 

9.2 Updating Trail Management Practices 

The rock-fall incident highlights the limits of Cinque Terre’s carrying capacity and current trail 

surveillance systems. As part of long-term reform, the board will: 

 Install real-time monitoring sensors for rock and soil movement 

 Use AI-powered foot traffic counters at key entry points 

 Introduce smart signage that updates trail status instantly 

 Recruit and train more multilingual guides and safety staff 

These changes are not just functional—they become a selling point in future promotional 

campaigns. Tourists value safety, and the perception of “well-managed nature” improves 

destination image (Tasci & Gartner, 2007). 

 

9.3 Crowding Solutions and Sustainable Redirection 

Overtourism played a role in pressuring Cinque Terre’s fragile cliffs. To reduce future risk, the 

board plans to: 

 Launch a “Discover Hidden Liguria” campaign to promote lesser-known trails like 

Bonassola, Levanto Forest, and the hinterland vineyards 

 Use dynamic pricing for Blue Trail passes, making peak days more expensive to manage 

flow 

 Collaborate with cruise companies to cap shore excursion group sizes 

These strategies follow UNWTO (2018) best practices for overtourism management and turn the 

crisis into a pivot point for sustainable growth. 

 



9.4 Messaging the Recovery 

Once improvements are made, communication shifts from crisis response to positive 

storytelling. Messaging pillars include: 

 “Safety First, Always.” 

 “Nature’s Beauty, Carefully Protected.” 

 “Come Back to a Smarter, Stronger Cinque Terre.” 

Recovery videos will feature: 

 Testimonials from returning tourists 

 Behind-the-scenes footage of trail restoration 

 Local artisans and rangers thanking visitors for their patience 

This narrative makes tourists part of the comeback story, which research shows increases 

emotional loyalty and word-of-mouth tourism (Goodwin, 2017). 

 

9.5 Community Involvement and Economic Resilience 

The economic ripple effect on local B&Bs, cafes, and artisan shops cannot be ignored. The board 

includes the community in recovery through: 

 A micro-grant program for trail-adjacent businesses that lost income 

 Free inclusion in post-recovery tourism marketing (e.g., “Support a Vernazza Family 

Business”) 

 Special events like "Welcome Back Week" featuring open-air concerts, food festivals, 

and ranger-guided trail walks 

This keeps the recovery inclusive and locally empowering, not just bureaucratic. 

 

9.6 Monitoring and Feedback Loop 

Recovery is not a one-time campaign. The Liguria Tourism Board will: 

 Conduct visitor perception surveys before and after reopening 

 Track booking data, review sentiment, and trail traffic 

 Hold monthly community town halls to report progress and gather input 

Recovery must be measurable, responsive, and iterative—that’s how long-term brand trust is 

earned. 



  

10. Conclusion 

The rock-fall incident on the Cinque Terre Blue Trail was an unplanned disruption—but also a 

crucial test of the Liguria Tourism Board’s ability to lead with clarity, care, and competence. 

Through this assignment, we’ve seen how strategic crisis communication can protect not just the 

physical safety of tourists, but the emotional, reputational, and economic foundations of a world-

renowned destination. 

Using Coombs’ SCCT framework, the board adopted a rebuild-plus-diminish strategy—

acknowledging distress, taking corrective actions, and clearly separating natural causes from 

managerial failure. Each communication tool—whether the internal memo, public press release, 

or stakeholder letter—was adapted using Hofstede’s cultural lens and structured around the real 

needs of its audience. 

The findings showed that timely, multilingual, and emotionally intelligent communication 

creates trust. But beyond immediate messaging, this incident called attention to deeper issues: 

overtourism, carrying capacity, and the fragility of natural trails under commercial strain. 

In response, the recovery plan does more than patch the problem. It includes smart monitoring, 

community empowerment, decentralization of tourist flow, and a new storytelling strategy to 

reposition Liguria as a model for sustainable and safe tourism in Europe. 

Tourism is ultimately about connection—between people and places, stories and cultures. In 

times of crisis, that connection is either broken or made stronger. This plan aims for the latter. 
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