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Abstract 

This thesis wants to investigate the idea of sustainability in Italy, especially at the 5 Terre, the change of 

people’ mindset during years, towards less polluting and more eco-friendly practices, to help protecting the 

surrounding and the environment. Since tourism is one of the main contributors to pollution and waste, due 

to the mass of people visiting countries without paying attention to sustainability and ecology, this paper tries 

to discover what tourism and sustainable tourism mean today, by solving  the research question and estimate 

the reduction of waste caused by travelers, “What about a new “Sustainable Survival Kit”, full of eco-

friendly products and services for tourists? Moreover, how would this kit influence tourists and help the 

reduction of dirt?”. The goal would be promoting sustainable ideas to educate customers and provide 

benefits both for the environment and the community, such as the launch of the AMICOkit, which is made of 

sustainable and not polluting materials. This will have the advantage of being innovative, for free at touristic 

destinations1, and composed by useful tools for the stay and souvenirs to bring back home. Further, it will 

permit a cost reduction for the hotel facilities from less energy and water consumption, and a decrease of the 

general costs of environmental maintenance, such as trash pick-up. 

Moreover, from this problem statement, the 5 Terre trail market will be analyzed through theories and data 

collection, to discover the efficacy of the kit and its contribution to the reduction of dirt. The major theories 

in consideration regard sustainability and tourism, but also models of marketing and communication, to 

study the tourism field in the territory and underline consumers’ purchase behaviors towards sustainable 

products. Further, qualitative and quantitative studies will be conducted by using surveys and interviews. The 

first one will be online, to reach more respondents in less time, through social networks and tourism sites, 

while the interviews will be gathered by interviewing exponents of local hotel facilities and commercial 

activities, to catch their thoughts on the kit. Lastly, a financial analysis will be done to prove the financial 

stability of the launch, discovering that the kit will be auto financed and won’t require any extra costs, but 

made to overcome the possible costs as 0. Conclusively, the kit will keep the benefits of tourism  without 

economical or environmental extra costs, and will also be an attraction for tourists, through the increase of 

local economy and business. Additionally, it will enlarge the image of the Cinque Terre worldwide, as an 

eco-friendly touristic destination which cares of the nature and the environment. 

 

 

 

 
                                                             
1 It’s given if they accept to reduce hotel waste for their stay. 
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Introduction 

One of the main issues today regards Global Warning, the Ozone Hole and pollution. Nowadays, the world is 

changing, what could have been a natural disaster years ago is the routine today. With no doubts the weather 

is different, the temperature is increasing, ices melting and the level of the sea rising (Solomon, 2007). 

During the past decades, we have polluted enormously and we still affect the environment. Therefore, people 

are getting interested in the planet, in the damage of pollution and sustainability. 

Moreover, mass tourism is becoming the main industry to be involved in this issue. Due, to gas emissions, 

smog, waste, tourists produce dirt and contribute to the negative effects of pollution. Each year they move 

from their homelands to visit new cities, experience new cultures and habits, without caring of how much 

this would affect the planet. Additionally, the Global Development Research Center declared how they 

devastate the world, and advised how tourism associations should react to more sustainable practices and 

actions, in order to contain the problem and still keep the clients (The Global Development Reserch Center 

Secretariat, 2005). 

Because of the raise of pollution, several hotels and tourism businesses advocate eco-friendly tourism, from 

sustainable destinations to sustainable encouragements, in order to balance touristic pollution without 

renouncing to the high revenues this industry generates. Northern countries, such as Denmark or Sweden, 

already support this type of tourism and condone successful results thanks to the efficacy of sustainable 

practices, while other countries, such as Italy, still remain behind, no matter the steps forward they reach. 

Italy has never been eco-friendly in the past, however Italians are starting to understand the importance of 

the environment and exhort sustainable actions, to prevent the continuous climate changes and natural 

disasters. Later on in fact, this  thesis will provide few advices and descriptions of a sustainable involvement 

of the tourism field by less eco-friendly countries, such as Italy. The idea is to help and educate these 

countries to initiate eco-friendly practices, in order to decrease touristic pollution and waste, and reach the 

image of “green” destinations worldwide. Moreover, this will also permit to qualify the territory and the 

surrounding on one side, and to raise the local business on the other. 
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1. Background of the situation today 

Constantly, people have in their minds the images of calamities that hit the countries worldwide. The 

weather is changing, seasons are not defined anymore, the temperature is raising and produce effects on the 

environment. Earthquakes in Italy or in other regions, eruptions of volcanoes not active for ages, the 

Tsunami in Thailand and the last devastating flood that hit a northern part of Italy2 are clear examples of the 

situation. One of the clearest example to show where human misbehavior is leading us is the flood of 

October 25th that hit two small fishing and farmers towns of the Cinque Terre3 (Italy), Monterosso and 

Vernazza. Due to the continuous warm weather, it didn’t rain for 5-6 months and the ground was more than 

dry. Unfortunately, when the first rains came, the ground fell down together with the water towards the sea. 

In less than 6 hours, it rained ½ a meter of water, which created 6 meters of mud the next day. The towns 

were destroyed in few seconds and the cause may be related to humans apart from nature. They are direct 

producers of waste to reach their scopes, interested on the revenues more than the damages. Disasters like 

this didn’t happen before, while pollution is emerging, so it is important to educate people about this issue 

and eco-friendliness. 

The tourism industry is a very big industry but also very polluting. On one side, several groups of people 

invade places and produce waste and dirt. On the other side, they create business and employments. People 

leave their jobs to open activities related to tourism. Abandoning territories will have enormous effect on the 

environment in the future, because the natural environmental stability created in several ages will be 

compromised. Try to think of this multiplied by thousand years, the world will be completed destroyed by 

our actions and miscarrying. It is easy to imagine what years and years of pollution can do, from simply 

changing the weather and increasing the temperature to provoking calamities and environmental disasters 

more often than before. 

However, the consciousness of the problem is already a step towards the solution. Whether the data collected 

by Cone (2012) are true4, then it means that consumers’ minds are developing towards a greener and more 

eco-friendly way of living. Reducing waste and pollution, and protecting the planet will be possible. 

1.1 The Tourism Industry 

1.1.1 History 

                                                             
2 The region hit was Ligurian, a thin and long stripe of ground situated on the sea, in the north-west part of Italy 
between Tuscany, Piedmont, Lombardia and France. 
3 The Cinque Terre, Monterosso, Vernazza, Corniglia, Manarola, Riomaggiore, are five small villages built up on cliffs 
between the sea and the hills. Since the 1997, they were declared Protected Territory by UNESCO and recognized as a 
National Park (Le Cinque Terre Secretariat, 2005-2012). 
4 Data refers to how people’s consciousness of sustainability is increasing, i.e. 2/3  of Americans are paying more 
attention to sustainability and the environment. 
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Tourism had a continuous growth since its first appearance in 3000 B.C., when people were leaving their 

ordinary cities to relax in exotic places, such as Mesopotamia. Since then, this form of travelling kept 

expanding and evolving through new technologies and innovative modes of transport, becoming today the 

largest industry in the world. 

This phenomenon increased a lot by the Industrial Evolution5 of the 19th Century (Chandra, 2008), and 

according to Page (2011), it has grown even more during the contemporary époque: from the glorious 1950s 

international tourism has increased at an annual rate of 6.2%, growing from 25 million to 940 million 

(Wourld Tourism Organization Secretariat), producing revenues from US$ 6 billion up to expected US$ 10 

billion by 2015 (Page, 2011). 

Moreover, in 1970 the Organization of World Tourism (UNWTO)6 was made official, in order to support, 

collect data and control this mass movement. According to them, the tourism business volume is higher than 

the one of oil exports,  food products and automobiles. Tourism represents one of the major players in  the 

international context, both for what concerns the high volume and the revenues it produces (around 5% 

worldwide), with a 9.4% of GNP (World Travel & Tourism Council Secretariat)7. 

This global spread of tourism in industrialized and developed states has produced  economic and employment 

benefits in many related sectors-from construction to  agriculture or telecommunications.  Further, UNWTO 

explained how tourism's contribution to employment tends to be around 6-7% of the total amount of direct 

and indirect jobs worldwide (Wourld Tourism Organization Secretariat), maintaining about 220 million of 

employees each year (World Travel & Tourism Council Secretariat). 

1.1.2 The four platforms of tourism 

Jafari (1990) used four platforms to divide the wide field of tourism, advocacy, cautionary, adaptancy, and 

knowledge-based. They have contributed to the expansion of this industry by representing a guide within the 

tourism issue (Fujun, Kenneth, Hughey, & Simmons, 2008). 

 Advocacy: 

This type of tourism was common after World War II, and invocated the economical benefits of 

tourism. Jafari also ensures that it contributes to development, growth, employment, and good 

revenues to increase commerce (Johnston, 2005-2012). 

                                                             
5  This recalls to a period of industrialization occurred between 1760 and 1850. It is called Industrial Revolution due to 
the numerous progresses made in agriculture, textile, transportation and manufacture (Montagna, 2012). 
6  Organization, born from the original International Union of Official Travel  Organizations (IUOTO), is the United 
Nations agency responsible for the promotion of responsible, sustainable and universally accessible tourism. 
7 The World Travel & Tourism Council was established in 1989 by James Robinson III and Geoffrey Lipman, in order to  
promote awareness of Travel & Tourism, expanding markets along with the environment and making profits. 



8 
 
 

 Cautionary: 

This mode of thinking began during the 70s,when people were guided into the Hippy Era, believing 

in the power of flowers, love and peace. This movement was reasonably pro-environment and 

screamed the negative effects of tourism. 

 Adaptancy: 

During the 1980s the interest changed to a more sustainable way of thinking and alternative forms of 

tourism, such as green tourism, cultural tourism, ecotourism, and so on. 

Adaptancy regarded mostly CSR issues, focusing on employees, communities and revenues for 

stakeholders. The attention was entirely based on sustainability and “green”. However, diffident 

customers still didn’t believe that eco-friendly actions would have a positive impact on the planet 

(Jafari, 1990). 

 Knowledge-based: 

Finally, the Knowledge-based platform balanced both costs and benefits produced by tourism. It 

analyzed its growth, the amount of revenues generated and its impact on the quality of residents’ life. 

Authors of this investigated how to maximize the benefits and minimize the negative effects of 

tourism (Fujun, Kenneth, Hughey, & Simmons, 2008). 

1.2 Mass Tourism 

Mass Tourism is the largest sector in tourism, employing 160 million people worldwide and making 

revenues high up to US$ 700 billion (Claver-Cortés, Molina-Azorı´n, & Pereira-Moliner, 2007). It has grown 

enormously in the recent years, due to an increase of the middle-business class, favorable to purchase tourist 

packages and travel several times a year. However, along with revenues and popularity, it shows the other 

side of the coin, which is the devastation for the environment, such as the pollution of the Mediterranean Sea, 

deforestation in many continents, melting of  ices and increase of the sea level (Mowforth & Munt, 1998). 

Mass tourism has positive aspects for the high commercialization and the high impact on revenues, however, 

it has also provoked a social, cultural and environmental destroy. In fact, the most important issue along with 

tourism is the planet. Can it sustain this growth? Is the current type of tourism able to give protection and 

safety by a financial prospective, through the warranty of a source of income, and by a romantic prospective, 

through the protection of the future generations without impacting on the environment? (Mowforth & Munt, 

1998, p. 95). 

Nevertheless, the next section debates the advent of a new kind of tourism to reduce pollution, and raises 

eco-friendliness and “green”. Its policies regard sustainability and the safeguard of the environment, through 

sustainable modes and theories along with actions, such as differentiation, production and launch of 
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biodegradable products, through the upcoming niche of sustainable marketing, which is digital, not polluting 

and eco-friendly. 

1.3 Sustainable Tourism 

As mentioned before, there have been several debates over tourism and its effects on the environment, 

further, studies have analyzed both benefits and costs. The negative results showed a decrease of the quality 

of life and safety of the atmosphere. Indeed, organizations and other touristic businesses implemented their 

services and increased sustainable actions. This would be the start of the sustainable tourism era, which 

means a type of tourism completely eco-friendly, that includes both benefits for consumers and operators, 

and for the environment and future generations. 

Sustainable tourism has been named differently over the years, green tourism, ecotourism and so on 

(Johnston, 2005-2012, p. 5), but the meaning never changed:“responsible travel to natural areas that 

conserves the environment and improves the welfare of local people” (Johnston, 2005-2012). Further, 

according to the International Ecotourism Society8, eco-friendly tourism doesn’t provide visitors only the 

possibility to see the desire destination but also to learn about education and interpretation of the 

environment (UNTAMED PATH Secretariat, 1999-2011). 

The next paragraphs will describe how two different countries, such as Italy and Denmark, react to 

arguments such as sustainability, also related to tourism. The second of them will be used as a guide to 

reproduce sustainable models, already in use in Denmark, also in Italy. 

1.3.1 Sustainable Tourism in Denmark 

Denmark is already a “Green” country, taking care of pollution and waste. Since a long time Danes find new 

ways to be sustainable, from renewable energies, to sustainable and eco-friendly modes of transports. They 

are conscious of the negative effects of waste and defeat them in everyday life but also in business fields, 

through less consumption and innovative products. According to the data collected by the Visit Denmark 

Secretariat, in less than 10 years Denmark reduced its consumption by 40%9, farmers are using natural 

herbicides, and every business is making changes towards eco-friendliness (Visit Denmark Secretariat). 

The way of sustainable living, obviously impacts on transportation as well, giving life to eco-friendly modes 

of transports, such as bikes, rickshaws, electric buses and boats. In Copenhagen, 32% of the population 

commute by bike, 30% by car, 5% by foot and the rest by bus or train (Denmark.dk Secretariat, 2008). These 

                                                             
8 This is an organization founded in 1990 by Megan Epler Wood, as the world's first international non-profit dedicated 
to ecotourism as a tool for conservation and sustainable development (The International Ecoturism Society 
Secretariat, 1990-2012). 
9 (Visit Denmark Secretariat) 
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“green” modes of transports are great for Denmark, not polluting, fast and a good alternative to cars and taxi. 

Indeed, the capital won the name of “Best livable city” and “Best city for cyclists”, thanks to its 390 km of 

designed bike lanes, meaning that the environment is important and, even more, to establish a contact with 

the nature. 

Another transport largely developed in Denmark is the rickshaw: a two-wheeled cart pulled by a  person on a 

bike, usually young persons, students. Nowadays, it’s becoming popular in the West and has a great success 

as a romantic and sustainable mode of transport which brings back that sense of nostalgia of the past 

decades. It also helps avoiding traffic congestion thanks to its small size and weight and at the same time it is 

not polluting (Denmark.net Secretriat, 2011). Also the use of the boat has grown recently, because it’s 

sustainable, it shows hidden parts of the cities and varies a lot on tours. Several eco-friendly electric-powered 

boats were produced in order to preserve the environment and different canal tours have been created, from 

music cruises, to listen to music while boating, to dinner cruises, to eat a romantic meal on special restaurant 

boats (Denmark.net Secretriat, 2011). 

Lastly, to reduce even more pollution, the city council of Copenhagen decided to reduce the city’s emission 

by 80.000 tons by 2015, and at the same time to raise the number of cyclists in the capital up to 50%. Indeed, 

to reach this goal, cycling should be promoted. In fact, EUBikes10 stated 1.3 million euro to promote bike 

purchases, for the next three years. Each of these is a motivation to reach the goal and make people 

conscious of the situation. 

Denmark is not only a sustainable country, it is much more implicated in the environment. Thanks to the 

environmental and tourism associations it is always reaching new solutions to protect the planet and increase 

revenues in a more sustainable way, which would give benefits to companies, tourisms, locals and the planet 

too. Every polluting country should take Denmark in example. As it will be discussed in later paragraphs, 

Italy is a green” starting country, which should copy Denmark and reproduce these practices at home, and 

also think of a partnership between the two countries, so similar in the reaching target. 

1.3.1.1 Visit Denmark Organization 

Visit Denmark is the official tourism organization of Denmark which promotes this land as a touristic 

destination worldwide. Its managers are trying to attract a high number of customers focusing on targeting 

the right people through new methods and innovations. They established a joint venture called Our Journey 

among the tourism industry and the different partners related, which seems to produce an overall 12 billion 

of dollars at the end of the project. The tactic promotes tourism in the region, thanks to technological 

communication, innovative products and services, and the participation of local enterprises and organization 

                                                             
10 www.bike-eu.com 
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partners to increase local tourism. They have targeted four different markets, the second of which is Europe 

and includes Italy, which recalls numerous tourists to Denmark every year and viceversa. These two 

countries move thousands of tourists from one county to the other. Therefore, it is reasonable to think the 

same tactic of local partnership may also worked with Italian touristic associations. 

Moreover, Visit Denmark transformed several activities in “green” and eco-friendly, and in 1994 established 

the Green Key along with other partnerships11, “an eco-label awarded hotels, inns, youth hostels, conference 

facilities, camping sites and holiday houses” (Visit Denmark Secretariat). 

To win the Green Key, hotels and other accommodations need to satisfy more than 70 criteria, including less 

consumption of water and electricity, differentiation of waste and cleaning. Further, once or twice a year, a 

certified inspector monitors that these criteria are followed and the activity still has the right to keep the 

award. This is a useful solution to monitor and economize on sources, as well as to impact less on the 

environment. Several countries are following to introduce this eco-labeled award. 

Another sustainable project refers to the consumption of organic products. Denmark has always being a 

pioneer in organic food, from original tastes, to ancient and traditional dishes, jealously kept and promoted 

by a natural and fresh kitchen. Danes are very attached to the organic product issue. Indeed, it is easy to 

drink fresh organic milk from one the thousands organic farms all over the country, or to find organic 

vegetables in every restaurant of the cities. Even if Denmark is ages forward in sustainability, foreign people 

are still dubious about organic proprieties and sustainable products. In many countries of the world, 

sustainability is considered a new field, not trustable and too expensive. So it’s reassuring to think that there 

are regions and countries who believe in the environment, making sustainability easily reachable for 

customers. This is exactly what this thesis refers about. Taking Denmark and Visit Denmark’s practices as a 

starting point of sustainability, and analyze the consequence of this partnership ideas in Italy. Further, to see 

whether the possible success of the project depends on the customers’ ideas or on the countries’ culture. 

1.3.2 Sustainable Tourism in Italy 

Italy is ages far away from Denmark and its way of thinking. Sustainability hasn’t been considered an 

important issue until few years ago, when calamities started to hit several parts of the country. Due to the 

damages provoked, in Italy something is finally starting to move, people are beginning to understand the 

importance of less consumption and eco-friendliness. For example, they try to cooperate through recycling, 

differentiation of waste, organic products, usage of electric buses, renewable energies, etc. 

                                                             
11 HORESTA (Association of the Hotel, Restaurant & Tourism Industry in Denmark) or The Danish Environmental 
Protection Agency. 
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According to Mike Collins nowadays environmental tourisms is a goal for Italians operators and tourist 

businesses (Collins, 1999-2012). Therefore, numerous projects were launched in Italy by Italians tourism 

associations, to prevent damages from the mass. Several parks, communities, churches advertise campaigns 

and information on low-impact tourism. 

In the past various towns have already been acting sustainable, such as the Municipality of Chioggia, Venice 

and San Benedetto del Tronto (Quintano & Pagliuca). They have signed agreements regarding the use of 

natural resources, the protection of the environment and the community. This was necessary, due to the 

amount tourists arriving to Italy; in 2008,  95 million arrivals (Istat, 2009) generated 53 billion euro, 

compared to more by the 3% of the Italian GDP (AA.VV., 2009). 

The tourism industry has increased a lot recently, bringing both economic benefits, but also issues for the 

environment and the society, especially related to pollution, modes of transport and use of natural and local 

resources. Tourists can devastate places, as happened at the Cinque Terre, during the 90s (Rossini, 2010). 

They were so massive that, in 1997, UNESCO12 declared the place “protected territory”, and two years later, 

it was recognized as a National Park. Obviously, this had an impact also on the territory, because tons of 

farmers abandoned the grounds to work in the tourism field (Corrado, 2006). This destroyed the surrounding 

slowly. UNESCO brought very strict rules on sustainable practices for what concerns less consumption of 

electricity and water, recycling, incentives of local products, and sustainable transportations. Moreover, the 

Organization promoted an Environmental Quality Brand 13 for accommodation facilities, educational 

guidelines for tourists and a 5 Terre card, to travel within the Park (UNESCO Secretariat). 

Conclusively, sustainable tourism is becoming the key issue of future tourism, since the government and 

consumers are becoming aware this would be the only possible tourism for the next decades, in order to 

reduce its impact on the planet. Everyone is making changes and re-thinking. Italian tourism associations14 

are including “green” actions into their rules, through decreasing carbon emissions, using less polluting 

energies, recycling, and bonuses for tourists for any “green” action made (Rossini, 2010). This is why the 

Parco Nazionale delle 5 Terre should think of collaborating with Visit Denmark. Further, the idea of creating 

a sustainable project in Italy may also be the chance to expose it to Denmark  in the future. 

1.3.2.1 Parco Nazionale delle 5 Terre 

                                                             
12 The United Nations Educational, Scientific and Cultural Organization, established in 1945 in Paris. Today has 196 
members (UNESCO Secretariat). 
13 It tests the efficacy of the environmental quality brands, their diffusion on the territory and monitor costs and 
benefits through analysis (Parco Nazionale delle Cinque Terre Secretariat, 2008-2012). 
14 They are mostly region associations. 
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One of the promoters of the actions described in the previous paragraph is the Parco Nazionale delle 5 Terre, 

a voluntary entity which controls the park, the activities in it, preserves the towns and the local culture (Parco 

Nazionale delle Cinque Terre Secretariat, 2008-2012). 

Since 2001, the Park activated a process of environmental certifications, proved on local activities, based on 

sustainable parameters. The business partners of the project had to reach particular goals within the year, 

regularly inspected by certified employees of the Park (Parco Nazionale delle Cinque Terre Secretariat, 

2008-2012). Moreover, the Park developed teaching and educational courses on its activities and goals. 

There were about 20 mandatory and improving objectives in this plan: 10 about the intervene sector, 7 about 

environmental issues, water, energy, waste, transports, toxic substances, air/noise, alimentation, and 3 about 

the functional aspects of the service, communication, education, purchase policies. 

 Mandatory objectives 

We can group them as energy, water, waste, transports, toxic substances, air/noise, alimentation, 

communication/information, education, purchase policies. Examples may be energetic savings through the 

use of fluorescent lamps, frequency of washing, differentiate garbage privately, but also impost public cans 

to be used by the community, transports along trails and bicycle sides, the use of biodegradable soaps and 

detergents certified by an “eco-friendly” recognition, reduction of noise pollution or the creation of smoking 

areas in common rooms, promotes local food, wine and biological products and sustainable development in 

social economic activities. 

 Objectives of improvement 

They are also categorized as energy, water, waste, toxic substances, air/noise and alimentation. For instance, 

decrease of heat dispersion, production of renewable energies, reduction of water consumption, 

differentiation of humid waste produced by local companies, the environmental clean-up from toxic 

substances, through the elimination of toxic materials in buildings and the use of eco-compatible materials, 

reduce noise pollution or prevalence of biological products. 

1.4Problem Discussion 

Nowadays, due, to gas emissions, smog, waste, tourists produce dirt and contribute to the negative effects of 

pollution, travelling worldwide without caring of the impact on the planet, in terms of gas emission, waste, 

etc. This issue is still a brand new concept, which has raised recently, because of the huge amount of climate 

changes and natural disasters that happen more often. In fact, global warming impacts also on the weather, 

creating disasters, such as the Tsunami in 2005 or the flood in Italy in 2011. The world is changing and we 

are obliged to protect it, us and the future generations. It is important that people understand that each of 
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their actions can affect the planet, in a good or negative way. Further, sustainable manners seems to be the 

only future to preserve our beauties. However, this is far to be enough, because the tourist industry is still a 

great polluting industry. It is a mass industry that moves several billion of Dollars and produces damages in 

the long time. Indeed, consumers should be educated on sustainable products, their efficiency, their high 

quality and responsiveness, in order to bypass the barriers of sustainability, being too costly, not believing in 

its action, being afraid of changes, and reduce waste. 

To deny these issues, experts and associations should find models that decrease touristic merger of pollution 

and waste. So, what about “green” tourism? How to preserve it sustainable? What kind of products/services 

can be discovered to increase eco-friendliness and reduce pollution? This thesis will try to answer to those 

questions and to repair to the numerous environment issues, with less polluting ideas. 

1.5 Solution 

As said in the previous paragraph, the only way to mitigate the damages of tourism is to start a sustainable 

tourism, which permits tourists not only to visit cities and enjoy new places, but also to pollute less and 

protect the environment in the long term. So, how to create a sustainable tourism? What kind of 

products/services can be discovered to increase eco-friendliness and decrease pollution? This is the goal of 

this project. Through the comparison and the description of two different countries, Italy and Denmark, it has 

been proposed to invent new products/services to be given to tourists, once they arrive at destination. This 

refers to the composition of a “Sustainable Survival Kit”, which will be offered at any of the tourist 

businesses partners with the project, if tourists reduce waste. This new concept will be proposed initially at 

the Cinque Terre with the aid of the Parco Nazionale delle 5 Terre as a trial market, and then to Denmark as 

future research. 

As the Park already provided eco-friendly tools in the past, such as corn forks and knives, they will be 

retaken into consideration together with other new ones of the package. The kit will be composed by the 

natural thermos water bottle, a pocket trashing bag to throw waste away, a map of the Cinque Terre in Italy 

and of Copenhagen in Denmark, a pen and a block notes made of recycling paper as souvenirs and a pocket 

towel which enlarges when wet. Further, it will also contains some services, such as bonuses and discounts 

to be spent in any of the store affiliated with the cause. Further, this may also be a chance to promote local 

food and specialties and protect the local products. 

Some of this examples are new ideas, while others are already in use in Denmark. This practice has 

enormous success there, showing the image of one of the “greenest” countries in the world. Consequently, 

the goal of the methods design in this project will be to find out whether these products/services would have 

success in Italy as well, and whether this project really may help. 
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 The thesis will start from the following research question:“because of the huge amount of waste and 

pollution dispersed in the atmosphere each year, and being tourists one of the main reasons for this, is there 

a possibility to change this situation or at least to improve it? What about a new “Sustainable Survival Kit” , 

full of eco-friendly products and services for tourists? Moreover, how this new kit would influence tourists 

and help the reduction of dirt?”. Further, from this problem statement, the tourism industry at 5 Terre will be 

analyzed through theories and data collection, in order to discover the effectiveness of the kit and its 

contribute to the reduction of pollution. 

1.5.1 Limitations 

This study will focus on Italy, especially on the Cinque Terre territory, which is a small part compared to the 

overall country, to then try to expand the concept also internationally. This trial market is small but during 

the summer season it recalls thousands of tourists each year. Small towns of 1.500 inhabitants in the winter 

become populated as small cities in the summer, counting about 20.000 inhabitants (Le Cinque Terre 

Secretariat, 2005-2012). Finally, on further research, Denmark and Copenhagen will be taken as a target 

destination to propose the kit. 

Additionally, the group of selected respondents will vary from tourists, to operators. A mix of respondents 

was chosen, in order to have different point of views, meaning tourists v. local operators. 

Moreover, the main arguments will refer to the possible launch of the “Sustainable Survival Kit” which will 

be given to tourists once they arrive at destination. The purpose of this is to see how this specific kit would 

help to reduce the issue of pollution and waste. So, the solution will regard mostly the products and services 

promoted in the package, even if there would have been numerous other eco-friendly tools to talk about as 

possible items of the package. 

Lastly, another limit of the kit will be focusing mostly on Italy, being the main promoter an Italian 

association, except for analyzing Danish practices in the beginning, and of proposing the kit in Denmark 

only in future research. This will allow the researcher to analyze the benefits and costs of the Danish market, 

however surveys and interviews will have to be conducted in the future to find whether it is the right target. 

1.6 Disposition 

The thesis will be structured in 5 different sections, as it is shown hereafter: 

                                                                                                        Methods 

                                                                            

                                                         

Theoretical Framework 

Methods 

This part presents the main framework theories 
related to the tourism industry, its customers  
perception and sustainability. 

The methods part refers to the methodology of how 
empirical materials were collected and interpreted. 
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Discussion 

Empirical Materials 

Analysis 

 The empirical materials recall the quantitative and 
qualitative study. 

It links the concepts and theories described in the 
theoretical framework within the empirical material. 
In the end, a financial analysis will also be analyzed. 

This section concludes the results from the analysis to 
answer the original research question. Further, a 
possible future research is drawn, such as the 
possibility of launching the kit in Denmark as well. 



17 
 
 

2. Theoretical Framework 

The Theoretical Framework begins with the analysis of the Green Paradigm to study how costumers’ 

consideration of sustainability changed over the years. This is followed by a description of sustainable 

development and marketing, and marketing in sustainable tourism, to understand better how to attract 

tourists towards more eco-friendly practices. Further, the theories focuses on targeting, positioning, the 

marketing mix and the SWOT, to propose the right efforts for the product to be successful and recall the 

right portion of costumers. Lastly, the Theory of Planned Behavior reveals consumers’ concerns and 

distrusts towards sustainable actions and new methods to improve this  concept in the tourism field. 

2.1 Green Paradigm 

According to Weaver and Lawton (2011), a paradigm regards the assumptions, the beliefs and the further 

interpretations pronounced by society. Therefore, it may change and evolve over the years, varying people’s 

thoughts about a certain argument or a certain product. Different paradigms have been developed in the past 

decades, and recently most of them recall the environment. For instance, the “Green Paradigm is an 

emerging world view that is challenging the basic assumptions of the dominant western environmental 

paradigm and accounting for its related anomalies and contradictions” (Page, 2011). 

The environmental paradigm just mentioned is an anthropocentric (human centered) belief that humans are 

separate from and superior to the natural environment, which should be exploited for human benefit (Page, 

2011). A contradiction to this statement is mass tourism. The continuous deterioration of the environment 

brought by tourism is the results of a non-regulated staying, lasted many years. 

Another way to describe the “environmental paradigm” is through a Cultural Theory Approach (Kirchain), 

which highlights how consumers understand environment values. This study divides them into four 

categories in order to observe how their opinions change from each group. Hierarchists believe in the 

positive aura of the nature and surrounding, don’t trust institutions and take controlled risks to defend their 

ideas. Individualists believe in the balance of the positive and negative energies of the planet, institution are 

useful only to control human limits, innovation is the solution and risk is an opportunity. Egalitarians 

consider nature as fragile and are worried that the world may end in one second or another. However, they 

don’t trust institution, disagree with rules, and avoid taking risks. Finally, fatalists  are more pessimistic than 

Egalitarians, because they believe the nature is unpredictable. Moreover, they don’t see neither management 

strategy nor taking actions as a possible environmental solutions. Further, they believe that taking risks is a 

consequence of fate (Kirchain). 

 As the Green Paradigm states (Page, 2011), consumers are becoming more eco-friendly-oriented and 

environmental subjects are emerging constantly. However, the difference between their way of thinking and 

their mode of purchase emerges as well. This concept is widely related to tourism (Page, 2011), especially to 
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the idea of the tourist who loves the environment he visits, but, at the same time, is the main cause towards 

its disruption. Tourism means “death” for the environment, because overcrowds towns and cities and 

increase pollution. Indeed, as the “Green Paradigm” is advancing, the tourism industry is evolving, through 

new eco-friendly practices, such as reducing carbon dioxide emissions, waste and pollution or using 

alternative energy (Page, 2011). 

2.2 Sustainable Development 

The first definition of sustainable development was discovered by the Brundtland Report (United Nations 

Secretariat, 1987, p. 1), which defines it as the “development that meets the needs of the present without 

compromising the ability of future generations to meet their own needs”. This means taking care of the 

world, the present and the future generations to come. It also permits to introduce immediate or short term 

solutions, in order to provide a better quality for everyday life. Moreover, it promotes social, economic and 

environmental actions to be done by consumers, regarding purchase and consumption patterns (European 

Commission Secretariat, 2012). 

Since the first appearance, its purposes have been renewed several times by authors and organizations, such 

as the EU Commission or the European Council15. In June 2001, the EU headers issued the first EU 

Sustainable Development Strategy16, which was divided in two main parts. The first part measured non 

sustainable actions, while the second section proposed a new policy-making approach to increase the force of 

the environmental, economic and social policies. The EU SDS included another complementary strategy 

about social and economic renewal to the Lisbon Strategy17 (European Commission Secretariat, 2012). 

Subsequently, in 2006 the European Communication revised the SDS, because unsustainable trends kept to 

exist, bringing instability, movements in economy or pollution. In 2007 the European Commission mended 

the first progress report on the SDS, enlarging policies of environmental issues such as climate or energy 

renewal. Further in 2009, the Commission redefined the EU Sustainable Development Strategy. It has 

developed new policies, about climate changes, pollution, carbon emissions (European Commission 

Secretariat, 2012). Moreover, the European Council stated that sustainable development still remains a 

fundamental issue to improve, therefore reduction of consumptions, transportation and pollution will have to 

                                                             
15 It is a EU Decision Maker organ, where the Members’ States governments stay and  take decisions about 
International issues and EU Citizens (Council of European Union Secretariat, 2004-2011). 
16 The renewed EU SDS sets out a single strategy on how the EU will more effectively control its long-time 
commitment to meet the challenges of sustainable development, by changing the current unsustainable consumption 
and production patterns to move towards a better integrated approach to policy-making (European Commission 
Secretariat, 2012). 
17 It was established in March 2000 by EU Leaders in Lisbon.  It promotes the consensus among the Member States 
about growth and jobs, in order to make Europe more dynamic and competitive (European Commission Secretariat, 
2010). 
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be mended and the governance should continuously implement and monitor the Strategy (Council of 

European Union Secretariat, 2004-2011). 

However, pollution and waste are merging, and the Sustainable Development Strategy has to be improved 

with a stronger focus on the international context, a fair division of roles and responsibilities, wider 

education on environment, a stricter ownership and more control (European Commission Secretariat, 2012). 

Also, the UNWTO took care of the situation and, managing one the most polluting industries, took steps 

forward in this development by organizing Sustainable Development Conferences (Wourld Tourism 

Organization Secretariat). They need to promote innovating modes of tourism, ways to reduce consumptions 

and pollution, and enlarge policies for the wellness of present and next generations. In fact, in June 2012 the 

United Nations Conference on Sustainable Development (UNCSD) will be held in Rio de Janeiro, Brazil, in 

order to lead tourism and other industries towards continuous and improving sustainable practices based on 

the principles of Sustainable Development (Wourld Tourism Organization Secretariat). 

2.3 Sustainable Marketing 

Sustainable marketing refers to customer’s needs and satisfaction along with the environmental protection in 

the long term to preserve the planet and its resources for the future, to act with social responsibility, and at 

the same time to increase profits and awareness (Pride & Ferrell, 1993). In the last decades it has acquired 

various new customers, people that have never been “green” but decided to change their habits into 

sustainability. 

 Sustainable Marketing has a great role in society; it helps remove barriers from customers’ minds, educates 

them on product quality, makes products available, describes their true “greenness”, shows consumers how 

their purchase can make a difference. Indeed, they are the most important tool for companies, being the 

mirror of the firm and the pass to increase market share, profits and awareness. They can save and protect the 

environment, through their purchase. Thus, they need to be acknowledge on the advantage of social 

responsibility and the use of environmentally-friendly products. However this training needs to start from 

organizations, which often use false labels and misleading advertising claims to acquire new customers. 

An efficient tool to avoid this is the arise of standard requirements18 to regulate production, distribution, or 

manufacturing (Rose, 2005). These standards are not mandatory, and some of them are not even norms or 

regulations, however both firms and the environment would get enormous advantages from them. For 

instance, to enhance company’s image, to improve reputation, to have higher awareness, better function of 

processes and relative high quality products/services, and, of course, to reduce polluting impact toward the 

environment (Orsato, 2009). 

                                                             
18 ISO Series, e.g. the environmental (14000), social (26000) and quality (9000) model. 
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The Environmental Model (ISO 14000) is composed by universal statements and applicable to any 

company’s size regarding the environmental management within the organization. The main goal of these 

series is to certify that the organization has an adequate system to keep under control the impacts of its 

activities on the environment and to improve company’s performance continually through new objectives 

and quality targets. This are fundamental requirements for the tourism industry. Indeed, any tourism activity 

need to follow laws and respond to certain standards and certification, in order to prosecute their business. 

Further, this model can be used by every company/organization in various fields, by reducing pollution 

during production, packaging and fuel, using less materials, renewable energies, increasing stakeholders and 

customers’ satisfaction and safety. However, tourists and customers may not trust neither these requirements 

nor sustainable products, because they face barriers to purchase green such as the high costs and low 

availability. 

2.3.1 Barriers to purchase green 

Green marketing is an increasing trend in consumers’ minds. Several customers start to take sustainable 

actions. However, exist also buyers who don’t believe in “green”, either because it is too expensive or 

because they don’t believe in the impact of their actions on the environment. Moreover, they may also not 

trust the effective power of these products. Therefore, to promote sustainable development and marketing, it 

is necessary to educate customers on the pros and cons of sustainable products and services. Subsequently, 

several barriers have been found in theory in order to help directors to affiliate customers. They are six, 

regarding the lack of awareness, negative perceptions, distrust, knowledge, high prices and low availability 

(Bonini & Oppenheim, 2008). 

 Lack of awareness: 

Most of the time customers don’t know the existence of sustainable tools. Thus, it is important to 

make them aware of sustainable initiatives and actions and educate them on their values and benefits. 

 Negative perceptions: 

Customers need to trust a “green” product and its efficiency. However, they may feel negative 

perceptions towards sustainable products and prefer not to purchase them. Indeed, this group thinks 

that a less natural product has more efficacy. 

 Distrust: 
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It is time for customers to decide whether to believe in green actions or purchase sustainable 

products. However, the majority (57%)19 don’t trust eco-friendly claims or commercials and distrust 

media and communication. Indeed, they result skeptical over sustainability and its purchase. 

 High price and low availability: 

Customers have to verify whether a “green” product worthies or not. However, sustainable products 

and services are often hard to find and more expensive than non-sustainable ones. 

According to Cone (2012), customers are willing to change their behaviors, however they encountered 

pitfalls in sustainability. They associate sustainable products to the same price and quality of the more 

polluting products, they may request for a sort of discount for non-sustainable products, and they are 

influenced mostly by negative companies than positive firms (Cone Communication Secretariat, 2012) . This 

field is an opportunity for the future, both for the associations and companies to earn money, because the 

competitors are still few comparing to the high demand, and for the population to protect the environment. 

Therefore, it is necessary to overcome the barriers of sustainability to attract customers and show that 

pollution is not the only option. 

The Mc Kinsey Quarterly highlights five methods to remove barriers (Bonini & Oppenheim, 2008): 

 Educate Customers 

Customers purchase very often, therefore “green” organizations should educate them more on the 

potentiality of a product/service, instead of using them only as buying machines. 

 Bring products to the people 

“Green” products need to be available and easy to find. 

 Be honest 

Some consumers don’t believe in the efficacy of sustainable products. Companies must be clear in 

advertisement and packaging, to rebuilt customers’ trust. 

 Built better products 

Customers obviously expect that “green” products would be better than general products, therefore 

it’s important to provide them with evolving and better alternatives. 

 Offer more 

Companies need to ensure that customers understand the financial and environmental returns when 

they purchase “green”. 

These methods to overcome the barriers will be put in practice with the Kit to launch, because trough a good 

advertisement tourists will be informed on the products/services and their characteristics. Moreover, it will 

                                                             
19 (Cone Communication Secretariat, 2012) 
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be possible to offer more to tourists and affiliate them to the sustainable field, thanks to the products/services 

given them at destination. 

2.4 Marketing in Sustainable Tourism 

The tourism market is becoming more competitive, due to the high amount of tourists. Indeed, tourism 

organizations need to find new ways of differentiating themselves from competitors, launching new types of 

products/services and communication that would acquire new customers (Pike, 2005). 

It is crucial to find the most suitable marketing mix, to reach this scope. All the elements of the marketing 

mix will be highlighted in further sections, considering the price very particular. From the customers side, 

the costs will be zero, but not for the associations behind this possible project, whose expenses will be 

approximately counted later on. 

It is necessary to provide sustainability in every business and make it entry in the culture of the organization. 

Policies and standards should encourage the tourism industry to use sustainability in each strategy, both 

through the respect of eco saving criteria on consumption, energy or pollution, and through CSR20 methods, 

by giving flexible labor hours, providing more rights for the employees and more benefits for the community 

(Font & Carey, 2005). Further, it is important to manage destinations in a sustainable way, as primary founts 

of earnings, in order to preserve the surrounding and to promote destinations more efficiently, using tools 

such as e-marketing or eco-friendly web sites (Edgell, 2006). 

Additionally according to Edgell (2006), a sustainable tourism business plan becomes necessary in order to 

promote a certain destination and influence customers to return back several times. In fact, the Parco 

Nazionale delle 5 Terre subscribed several standards and requirements, regarding transportation, offices’ 

organization, or building practices, which provided a support to respect sustainability (Parco Nazionale delle 

Cinque Terre Secretariat, 2008-2012). Moreover, the Cinque Terre are considered “protected territory” by 

UNESCO, and this enhances even more the strictness to subject to law. A lot has been done by the Park 

during the past decades and the Cinque Terre have had enormous benefits from it, at least for what concern 

the surrounding conservation. Therefore, among the other sustainable actions already in process, the idea of 

promoting a free “sustainable survival kit” for tourists may be an idea to improve sustainability and may also 

be adopted by the Park. 

While, for what concerns Denmark, similar regulations were taken to reduce consumption and increase the 

image of the country. Danes are also well disposed towards sustainability and eco-friendliness. Therefore, it 

is easily thinkable that the kit may function in Denmark as well.  

2.5 Service Marketing 

                                                             
20 Corporate Social Responsibility is a business strategy to provide responsibility of the company’s actions and produce 
less impact on the environment. 



23 
 
 

Vargo and Lusch (2004) state that service marketing differs from marketing of goods by four characteristics, 

intangibility, heterogeneity, inseparability and perishability. 

 Intangibility – it refers to the lack of tactile or palpable quality of the service, before it is purchased. 

Indeed, tourists can not try the trip before it is purchased, nor the Kit before they arrive at 

destination. 

 Heterogeneity – it recalls to the inability of services to homogenize their results compared to goods, 

in the sense that the tourists’ judgment of the service performance is subjective and may affect the 

expectation of the service. 

 Inseparability – this concept alludes to the “simultaneous nature of the service” (Vargo & Lusch, 

2004) in production and consumption. This means that consumers cannot separate the production of 

the service from its consumption, because it is manufactured and consumed at the same time. 

 Perishability – it indicates the impossibility of inventory and storage services as compared to normal 

goods. In fact, a service cannot be stored for consumption later on. For instance, the Kit is composed 

by products and services, so, even if the product may be stored for the next seasons, the services 

included in the package have a limited seasonal durability. 

These characteristics delaines the real essence of services and surely give negative impressions about them. 

Vargo et al. argue that intangibility, heterogeneity, inseparability and perishability are inaccurate and mislead 

customers; a new concept of value creation needs to be redone, as it is explained in Table 1. 

Table 1: Limitations and Implications of Distinguishing Characteristics of Services 

Dimension 

Intangibility         

Services lack the tactile  

quality of goods 

 

 

 

 

 

 

Heterogeneity  

Unlike goods, services 

cannot  

be standardized. 

 

Dispelling the Myths  

Services often have 

tangible results. Tangible 

goods are often 

purchased for intangible 

benefits. Tangibility can 

be a limiting factor in 

distribution. 

 

 

Tangible goods are often 

heterogeneous. Many 

services are relatively 

standardized  

 

Perspectives  

The focus on 

manufactured output is 

myopic and goods 

oriented. Consumers buy 

service even when a 

tangible product is 

involved Intangibles such 

as brand image are more 

important. 

 

Homogeneity in 

production is viewed 

heterogeneously in 

consumption. 

Inverted Implementations 

Unless tangibility has a 

marketing advantage, it 

should be reduced or 

eliminated if possible. 

 

 

 

 

 

The normative 

marketing goal should be 

customization, rather  

than standardization. 
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Inseparability  

Unlike goods, services 

are 

simultaneously produced 

and consumed. 

 

Perishability  

Services cannot be 

produced  

ahead of time and 

inventoried.  

 

 

The consumer is always 

involved in the 

“production” of the 

value.  

 

 

Tangible goods are 

perishable . Many 

services result in long 

lasting benefit.  

Both tangible and 

intangible capabilities 

can be inventoried. 

Inventory represents an 

additional  

marketing cost. 

 

 

Only manufacturing 

benefits from efficiency 

of separability  

Separability limits 

marketability. 

 

Value is created at the 

point of consumption, 

not in the factory. 

 

The normative 

marketing goal should be 

to maximize consumer 

involvement in value 

creation. 

 

The normative goal of 

the enterprise should be 

to reduce inventory and 

maximize service flows.  

 

Source: Adapted from Vargo & Lusch (2004) 

2.6 Target Group Analysis 

2.6.1 LOHAS 

LOHAS stands for “Lifestyle of Health and Sustainability”. It refers to a consumer type, who wants to 

encourage his/her health and sustainability by a specific consumer behavior and a targeted range of products. 

Usually, this group earns a higher-than-average income and it is completely immerse in nature and organic 

lifestyle. Furthe, LOHAS website describes its costumers as high educated, solvent and media affine (Lohas 

Online, 2010). What mostly concerns the target group is the fact that customers are solvent and media affine, 

because nowadays the Internet is the less polluting practice to diffond advertisements and the most popular 

to reach news all over the world. 

LOHAS will be a large part of the target group due to the profile mentioned above. Although, the target 

group may also be represented by the Sinus Milieus21, which are countable for the separate milieus. 

2.6.2 Sinus Milieus and Seven Meta-milieus for Western Europe 

The social cultural change generated enormous challenges, especially in communication, that it is necessary 

to classify more precise socio-demographic characteristics. The Sinus Milieus are an efficient, and 

                                                             
21Sinus-Milieus® are the result of 30 years of social scientific – “a model which groups people according to attitudes to 
life and ways of living” (Sinus Sociovision Secretariat, 2005). 
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established instrument to find the right requirements of costumer’s value orientation and life styles. They 

group people, who are similar in their view of life and way of living, and combine consumer’s living 

environments into a more holistic picture. 

Further, the target group chosen for the research hasn’t been segmented in demographics, neither age, nor 

place of residence, because tourism needs to be international, ageless, and group different segments of 

customers. Indeed, it was decided to use the Sinus milieus in a modified form: the Meta milieus, which 

reduces the amount of complexity and is suitable for an intercultural comparison to create a common 

positioning model. 

The target focus is different in the Meta milieus22, as it is shown in Figure 2. The best follower of the new 

concept to launch will be the Intellectuals, the Modern Performers and a part of the Modern Mainstream 

consumers, who are keen on trying innovations and spending money on their favs (Figure 2). 

 Intellectuals (10%): 

Qualified employees, freelancers, or university graduates, between 20 to 60 years old.. There are progressive, 

cosmopolitan, consumer critic, multifold intellectual and culturally interested. Further, they inform 

themselves widely, in order to be able to question issues critically. 

 Modern Performer (10%): 

Young segment composed by students, employees, young entrepreneurs, and start-ups, mainly below 30 

years. They are mobile and flexible, intensive living private and professional life, combining performance 

and fun. 

 Modern Mainstream (20%): 

Around 30 to 50 years old, middle education and middle income, mostly married with children, with the 

value orientation of living in harmonic and protected conditions. Keen on private and family life, they have a 

moderate consume. 

Figure 1: The Seven Meta-milieus for Western Europe 

 

 

 

 

 

 

 

                                                             
22It is  cross-cultural target group, definable among Western Europe, Central Europe/Russia, Northern America and 
China (Integral Secretariat). 
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2.7 Positioning 

Even thought, the idea behind the project is closer to a service than a product, it has to be positioned in the 

market, in order to analyze the opportunities to launch it and the possible results coming from its commerce. 

Indeed, a fair model to reach competitive advantage, earn money, preserve the territory and have a wider 

look on the overall project’s strategies is the Strategic Positioning Clock (Johnson, Scholes, & Whittington, 

2008). This clock (Figure 3) measures the level of benefits that derived from the price height on the x-axis 

and the product on the y-axis and illustrates the possible placements in the market, about the economic value 

perceived by consumers. 

Figure 2: The Strategic Positioning Clock 

 

Source: Adapted from Johnson, Scholes & Whittington, 2008 

The strategic position chosen was the Hybrid, as a blend of Differentiation and Low Cost and provides 

tourists and operators with benefits and eccessive extra costs (Johnson, Scholes, & Whittington, 2008). In 

fact, it gives customers high considerations of the positive aspects within the product and, at the same time, 

the idea of low cost which attract tourists even more, especially in this crisis period. It may be the exception 

relating sustainability and expensiveness, showing that using eco-friendly products doesn’t necessarily mean 

high costs. Further, the project will be for free for tourists, both in Italy and later in Denmark, so they may be 

incentivized to perceive sustainability without spending any money. Finally, the choice of the right 

marketing mix (cf. section 2.7) is crucial, because it clarifies the wanted positioning image in tourists’ minds 

and will ensure the maximization of the product/service potential on the market. 

 2.8 Marketing Mix 

Source: Sinus Sociovision, 2009 
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The Marketing mix is also called the 4P’s, because it is composed by 4 elements: Product, Price, Place, 

Promotion, as it will be highlighted further. The product to launch on the Italian market is a “Sustainable 

Survival Kit” for tourists, which includes several eco-friendly products and services available in the package. 

Promotion is intended as communication tools to reach tourists. It is important to send the right message to 

the right customer, clarifying the marketing message to be spread out and the sustainable ways to do it. 

Companies also have to consider how customers will interpret their message, and raise an opinion about 

firms’ ethic (Weaver et al., 2010). Price refers more to the costs of the project than the costs of the Kit. In 

fact, this tool is given to tourists for free, while it will have a cost of production and distribution. Place 

recalls the territory chosen as the trial market, which is the five towns of the Cinque Terre. 

Conclusively, thanks to this kit, tourists may reduce waste and pollution, through the use of non-polluting 

objectives and the attraction of receiving discounts and refunds. 

2.8.1 Product 

According to Kotler and Armstrong, (2008, p. 50), “Product means the goods-and-services combination the 

company offers to the target market”. It should be mentioned at this stage that due to the service towards its 

customers and the idea behind the project, the product offers can be defined as services to the community, 

and the product can be called a service product. In fact, it is more a service to community and the 

environment than a product itself. This is about launching a “Sustainable Survival Kit”, called amIcokit, at 

the Cinque Terre, a small part of the Ligurian region, in which the Parco Nazionale delle 5Terre constantly 

develops new sustainable concepts to protect the surrounding. 

The Kit is a result of several eco-friendly methods both taken from Danish tourism associations and recycled 

from the Park. For instance, several guidelines from the Green Key award were taken and adapted to the 

Italian culture. Since tourists weren’t motivated enough to reduce consumption , it was preferred to sum 

these techniques into one kit, and facilitate the use and the success of the practices. 

Further, to increase the local business it was made a partnership between local hotel facilities and 

commercial activities, following Our Journey23’s partnership strategy by Visit Denmark. This involves local 

and regional business to enlarge local earnings, reduce consumption and pollution. Instead of providing local 

food as they do in Denmark, the kit was composed by coupons to be spent at local stores of all category, 

including local food’s. 

Conclusively, the kit is composed by a thermos water bottle, to be filled along the walking trails throughout 

the Cinque Terre, a pocket trashing bag to throw waste away, a paper pen, a block notes made of recycled 

paper, a pocket towel which enlarges when it is wet and a map of the Park’s territory. Also services are 

                                                             
23 This is a partnership made by Visit Denmark Organization to promote the local business in Denmark, by creating 
several partnerships with local enterprises, as it is explain in the Section 6.1. 
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included, such as bonus and discounts for each tourist who reduces consumption to be spent in any of the 

store affiliated with the cause. 

Figure 3: amIcokit concept 

 

Source: Personal Elaboration 

It’s important to give to tourists the idea that the destination chosen is eco-friendly and well-kept throughout 

the years. The Kit concept was held in order to give a chance to tourism to help the nature and contribute to 

its beauty. In fact, this product is for free and give to any of the associated hotel facilities’ clients, such as 

hotels, B&B, room renters. Since this kit will be available only to resident tourists, it was decided to create a 

reproduction of the kit, containing only a map and coupons, to be given to daily tourists that arrives at the 

Cinque Terre. This will be also a way to finance the all project, as it will be explained in the Price and, 

further, in the Financial Analysis. This kit, which is called AMICOkit mini will be  given  for free to each 

tourist who buys any of the Park cards to visit the Cinque Terre. Additionally, it will be found at the 

information and Park offices all around the Cinque Terre. 

 Figure 4:  AMICOkit mini  concept 
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Source: Personal Elaboration 

2.8.2 Place 

The Kit will be presented and launched at the 5 Terre in collaboration with the Parco Nazionale delle 5 Terre 

and the Consorzio Turistico – Cinque Terre, as the most powerful entities in this part of Liguria. Since 1997, 

the 5 Terre are considered “Protected Territory” by UNESCO and recognized as a National Park (Le Cinque 

Terre Secretariat, 2005-2012). Therefore, this is one of most suitable surrounding to promote a sustainable 

product and incentive “green” activities. According to the answers of the questionnaire 83% of respondents 

considered this kit a good innovation towards waste and 72% think it may be useful to reduce waste and 

pollution (see Section 4.1). Both of the types of the kit will be proposed in every town of the Cinque Terre, at 

any of the Park’s offices, at any of the touristic information points, as well as on the major web sites of these 

entities and the partners’ with the project. Moreover, according to the survey’s answers, tourists seems 

positive to experience eco-friendly tourisms (86%) and visit such type of destinations (83%). 

2.8.3 Price 

The price for the kit will depend on the type of tourist, being it daily or resident and getting the AMICOkit  or 

the AMICOkit mini. The kit will be given for free once the tourist arrives at destination, whether it is the 

smallest or the biggest kit. However, it has to be financed, which means it requires expenses somewhere. 

The resident tourists will only have benefits from the package, seen mostly as bonuses and discounts, but 

also as incentives and motivations towards sustainable actions. They won’t get charged with extra costs, a 

part for the expenses to book and pay their stay, because they already reside in hotel facilities of the territory 

and increase the local commerce. While the daily tourists will benefit from the kit for free, by buying one of 

the Park’s cards available. In this way, it is possible to give some of the benefits of the big kit, such as the 

coupons and the map, but finance it at the same time. The only fee for these tourists will be the payment of 

the card, which they would have purchased anyway to visit the Park. The ticket will be offered as a gadget 
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for their purchase. This card may vary from 6 euro to 11 euro,  about 0,20 cent of which is used to finance 

the Kit itself. 

2.8.4 Promotion 

Communication has the effort to be recognizable by customers (in this case tourists) and to increment the 

popularity of the product, through advertisements campaigns and word of mouth (Blumberg, Cooper, & 

Schindler, 2008). This environmental performance should be available in numerous ways to the public and in 

different languages, in order to make the product known all over the world. Further, a great eco-friendly 

publicity could be made by the Internet, which permits to reach billion of people in very few seconds through 

a non-polluting and digital methodology. 

The promotion proposed for the Kit regards QR Codes posters attached in central points of the 5 towns, 

advertisements on the Park’s, Pro Loco’s, and partners web sites, a presence in social network and an 

application for smartphones. Indeed, there will be no brochures but a different version of the poster showing 

the Kit and its description. Since this product wants to be eco-friendly and help the reduction of pollution 

printing thousands of brochures would contradict the “green” belief supported throughout the all thesis. 

 QR Codes 

They will be posted on the main information points, park and Hotels association offices, to inform tourists in 

different spots of the town. Moreover, through these codes it will be possible to led straight to Google Maps, 

to simplify the reaches of the spots. Further, since a lot of tourists do not have access to Internet when they 

go abroad, due to high roaming costs, each spots will be equipped with an indicated free-Wi-Fi in a small 

surrounding, according to the size of the office hosting the poster. 

Figure 5: QR Code Poster advertisement 

 
Source: Personal Elaboration 
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 Web Sites 

The Parco Nazionale delle 5 Terre’s website will provide the user with information regarding the service, 

the product, the partnerships and the eco-friendly regulations behind the project. It will also serve as a 

distribution channel and an update spot about the new green trends in technology, sustainable marketing 

campaigns and innovations. Thus, the Kit will be also promoted in every web sites of the project partnership 

and the Consorzio Turistico – Cinque Terre’s. 

 Social Networks 

Since Facebook is one of the most developing and attracting devices to discover new products or sponsor 

events, it is necessary that an useful tool such as the Kit is presented and supported by a social network. 

Through the Parco Nazionale delle 5 Terre Facebook page, fans of the Cinque Terre and the Park may be 

informed and updated on new eco-friendly activities, just by liking the page. Further, the Park will also have 

a twitter account, through which the kit will be sponsored and described. Both the accounts and the page will 

be modified and updated regularly. 

 Application for smartphone 

The kit will be also promoted through an application created for smartphones, which enables the tourist to 

look at the basic explanations of the kit, where to find it and to download walking paths maps and guide 

information about the Cinque Terre.   

2.8.4.1 The Four Reason of a Copy Strategy24 

1. Communication goal: 

- To raise awareness of the product and service in Italy, especially in those destinations which have a major 

risks of destroy. 

- To show people, that there is a great alternative to polluting tourism without compromising the 

environment. 

2. Product claim (USP): 

- A sustainable product to incentive “green” tourism and preserve non-polluting destinations. 

3. Reason Why: 

“This project can be a chance to educate customers on sustainability and its benefits towards community.” 

4. Tonality: green, responsible, educative and innovative (Innovation Marketing Secretariat, 2009). 

2.9 SWOT Analysis 
                                                             
24 A copy strategy is a long-term guideline, which is compiled of several elements. 
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A SWOT Analysis is a strategic planning method used to evaluate the strengths, weaknesses, opportunities 

and threats concerning a project or a business plan, in order to examine every critical aspect of the market 

(Valentine, 2001, p. 54). It involves both internal (weaknesses and strengths of the project) and external 

factors (opportunities and threats presented by the external environment) that may have an impact on 

entering the Italian market first and the Danish market later. 

Strengths 

The strengths are the business project’s characteristics that give an advantage over other players in the 

market. This permits to reach more customers and get them closer to a new sustainable experience. The 

AMICOkit  is innovative and educative. It will be promoted by the Parco Nazionale delle 5 Terre, which is the 

only National coordinator of the territory, which means there is no administrative competition. However, the 

Park needs to control the competitiveness of materials’ distribution, designated to the facilities of the 

territory. 

Weaknesses 

Weaknesses are negative characteristics that might result in risks and loss of investments. Consequently, they 

have to be outbalanced by constant innovation and development and transformed into opportunities. The 

product to may be risky, being it a new tool. It may not be used or accepted by community, however, it may 

also be the chance to start a new successful concept. 

Opportunities 

The opportunities show the characteristics that the service product brings. First of all, the idea is pretty new, 

most of the services provided in the kit already exists, but they haven’t been grouped all in one package 

before, as a gift for tourists. It has great prospects to be successful, because sustainability is an increasing 

trend, also in the tourism field. Moreover, the trial market of the Cinque Terre is a great opportunity for the 

kit, since the seasonal tourists’ arrival exceeds more than 300,000 tourists25. 

Conclusively, the offering of the current package could be extended to Denmark after the trial launch in 

Italy. That would give to the Parco Nazionale delle 5 Terre the possibility to create new opportunities 

internationally, and make the AMICOkit more customized. This will permit to cooperate with international 

entities and share cultures and concepts. Additionally, this increasing trend will bring monetary advantages 

in the future. 

Threats 

Concerning the threats, the only plausible issue may regard the unsustainability of the tourism market. In this 

kit, sustainable tools are promoted and they may require more effort and get less success. Launching these 

products may be difficult in the beginning due to the long-time establishment of non-sustainable practice in 

the local business. However, through the aid of the Park, it will be possible to enhance sustainable actions, 

focusing on less costly and for free strategies. 

                                                             
25 (Poggi, 2012) 
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2.10 Theory of Planned Behavior 

The Theory of Planned Behavior (TPB) is one of the most popular theories to explain attitudes-beliefs in 

relation to ecological behavior and helps to analyze the different purchase behavior towards the environment 

in customer’s mind and perception (Ajzen, 2005). Ajzen argues how consumers are attracted by eco-friendly 

products and stimulated by “green” actions, but they are too weak and not informed enough to complete the 

purchase. This is referring especially to travelers and tourists, being the main argument of the paper. This 

theory is used to explain destination choices, tourist segmentation and satisfaction with holiday experiences, 

while, in the end it also proves how tourists don’t choose environmental options when travelling (Ajzen, 

2005). 

Stated in Budeanu (2007), the theory more specifically intends to explain why customers behave as they do. 

This theory is based on three factors; personal factor, social pressure and the ability to perform the behavior 

of interest. The personal factor calculates a positive or negative customer’s perception of a future behavior. 

Social pressure analyzes how customers may feel pressured towards some behaviors. Finally, the ability to 

perform different behaviors is described as depending on certain opportunities and resources needed by 

customers (Budenau, 2007). 

Additionally this theory argues that customers may be willing to perform a sustainable behavior but, in the 

end, they act differently, either because they are less informed, they don’t have enough opportunities or 

money to behave “green” (Ajzen, 2005). Indeed, consumers may favor an environmental performance, 

although whether they do not possess the necessary resources, they will not engage in the cause (Ajzen, 

2005). An incentive to promote eco-friendly actions is to eliminate the barriers of purchase green, through 

education, information, wider offers and easier availability. This will also be a great stimulation for the most 

suspicious consumers and help them to try eco-friendly products. For instance, the Kit to launch will be for 

free, or at least included in the price of the room or the ticket of the Park, therefore, tourists won’t be 

disincentivated by its costs, but may be favorable to get it and use it along the Cinque Terre and back home. 
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3. Methods 

This chapter investigates how the study was conducted and the empirical material collected, through the 

different methods and data used. The design of the quantitative and qualitative research is also analyzed 

and the most suitable methods used are explained. In the end, the limits and the trustworthiness of the thesis 

are discussed. 

3.1 Mixed Methods 

Several studies during the history have explained how to act in front of methods and data, what to compare 

and what to highlights. I decided to follow Creswell’s idea (2009) and use a mixed method. According to its 

book “Research design: Qualitative, Quantitative, and Mixed Method Approach”, utilizing a mixed method 

is the best choice to get just the strengths of both quantitative and qualitative methods. Additionally, 

Williamson (2000) states how this method is more understandable and highlights various strategies. 

The first one is a sequential explanatory strategy. Creswell (2009) explains that it begins with a quantitative 

study to end with a qualitative study. The main effort stands on the quantitative study and the mixing of the 

two sets of data, when the qualitative data receives info from the quantitative one. This method pursues 

straights and weaknesses, because it is not elaborated due to the simple process of separate steps. However, it 

is also time consuming to collect data through two separate processes. 

Table 2-1 Sequential explanatory strategy 

Quantitative 

data collection » 

Quantitative 

data analysis » 

 Qualitative  

data collection » 

Qualitative  

data analysis » 

Interpretation of 

entire analysis 

Source: Adapted from Creswell (2009)  

The second strategy mentioned by Creswell (2009) is the sequential exploratory strategy. It is similar to the 

explanatory strategy, but it is done in the opposite way. It begins with a qualitative data collection to then 

pass to a quantitative study. The main weight concerns the qualitative part, in fact, both the quantitative data 

collection and the analysis are built on the qualitative research. This method is easy to use, but is also a vast 

time consumption. Further, it may be not enough appropriate for this work, since the quantitative data 

collection is the major way of gathering data. 

Table 2-2 Sequential exploratory strategy 

Quantitative data 

collection » 

Quantitative data 

analysis » 

Qualitative data 

collection » 

Qualitative data 

analysis » 
Interpretation of 

entire analysis 

Source: Adapted from Creswell (2009) 
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According to Creswell (2009) analyzing both methods of data is time consuming. Indeed, researchers should 

use primary fonts of data such as surveys, answered by a higher number of people than interviews, and 

focusing on the quantitative part, as it has been done in this thesis. 

Finally, the concurrent triangulation approach is considered the last method, as on the most common used. 

Table 2-3 Concurrent triangulation design 

Quantitative data collection + Qualitative data collection 

Quantitative data analysis Data results compared  Qualitative data analysis 

Source: Adapted from Creswell, (2009) 

Quantitative and qualitative data are gathered and compared together, with the same measure of importance. 

Indeed, this is time saving, due to the simultaneous study, but may also be hard to measure. It may sound as 

the best choice to make, however it is preferable to use the explanatory strategy, considering the harshness of 

measuring different forms of data and lack of sources. 

3.2 Primary vs. Secondary Data 

This research project combines both primary and secondary data. Primary data are directly collected by the 

researcher himself, through a research which creates data (Burns, 2000), and gathered by surveys, focus 

groups or interviews (Blumberg, Cooper, & Schindler, 2008). While, the secondary data is gained by third 

party members, being them a company or an external analysis unit. Additionally, it is collected through other 

sources as statistic banks, government entities or annual reports (Burns, 2000). 

3.2.1 Primary Data 

Primary data of this study consists of two parts. The first part is obtained through a single-method approach, 

as a survey posted directly on the internet, and together with the second part, explains the empirical 

materials. The second part, instead, is composed by interviews. Additionally, e-mail personal interviews 

were used to collaborate with the Parco Nazionale delle 5 Terre and the Consorzio Turistico - Cinque Terre 

throughout the entire process, in order to receive useful information about tourism and sustainability in the 

territory. 

3.2.2 Secondary Data 
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The information gained through secondary data is usually collected by third party members, which permits to 

save time and money by accessing them in the public surrounding. This data may be classified into internal 

and external, if the data is provided by a company or an association, or external sources such as books, 

journals and reports (Blumberg, Cooper, & Schindler, 2008). The major issue of gaining secondary data 

relates to the difficultness of finding and interpreting the sources correctly. The external data used refers to 

market reports, articles, journals and theoretical books, while the internal information get information on 

sustainability, tourism and economy by the Park and the Consorzio Turistico - Cinque Terre. 

3.3 Qualitative vs. Quantitative Research 

Researchers have to distinguish between two different types of research, qualitative and quantitative. Their 

difference relies on the techniques used and the data collected. In fact, while the qualitative method uses 

semi-structured or unstructured tools, the quantitative method is based on structured tools (Blumberg, 

Cooper, & Schindler, 2008). Further, qualitative studies generate non numerical data, but mostly refer to 

people’s belief, behavior, attitude, obtained through sentences and words, turned into data. Quantitative 

studies instead rely on numerical data or data provided by figures and graphics, mostly originated from 

questionnaires (Saunders, Lewis, & Thornhill, 2009). 

The qualitative method is useful when the researcher wants to investigate consumers’ experiences towards 

products, services, trends and brands (Ghauri & Grønhaug, 2005) and discover whether the customer is 

attracted towards a product or a brand (Hague & Jackson, 1996). Its ultimate scope regards the founding of 

observations and measurements to accomplish proximity to the data collected. The research is process-

oriented and follows an explorative orientation, through conversations, focus groups or semi-structured and 

unstructured interviews. This method has one only negative aspect which refers to the time consumption lost 

in analyzing unstructured data (Ghauri & Grønhaug, 2005). On the other side, Gauri & Gronhug (2005) 

argue that the quantitative measures may be more qualified and critical then the qualitative ones, due to the 

observations, surveys, interviews and experiments collected. In fact, the quantitative research measurements 

have a direct relation to the answers provided by the questionnaire. 

The approaches followed in this thesis regards both qualitative and quantitative methods, as semi-structured 

interviews for the qualitative part and an online survey for the quantitative research. The interviews are used 

to gain experiences and attitudes of a specified target group of people, while the online survey is used to 

reach a high amount of respondents in an easier and quicker way. Moreover, it may reveal truer patterns of 

consumer preferences, behavior and attitudes to answer to the initial research question. 

3.3.1 Qualitative Research 
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The qualitative research is shorter than the quantitative study, because of the number of participants and the 

questions asked. The qualitative tools used were 7 question interviews, asked to 12 people involved in the 

tourism industry, to reinforce the quantitative research. The type of interview chosen was a standardized, 

open-ended interview, which is based on asking the same open-ended questions to all interviewees 

(Valenzuela & Shrivastava). This approach is easy to conduct and facilitates the gathering of information 

that can be analyzed and compared later on. However, its big issue is the organization of the interview 

process. It is important to organize in detail and rehearse the interviewing process before beginning the 

formal study. Additionally, also to write notes about any comments of the respondents. Since participants 

may feel shy to go through interviews, the interviewer should make them confident and calm by asking clear 

questions and suggestions. 

3.3.2 Quantitative Research 

The questionnaire chosen is a self-administered survey, conducted to the population or sample defined for 

the analysis. The reason for conducting a survey was to gather more information about the Cinque Terre, its 

sustainable tourism, and the several sustainable actions done by the Park. This creates the first group of 

primary data about the tourism field at the Cinque Terre. 

 A major advantage of a self-administered survey is seen in the easiness of reaching tons of distant 

respondents without extra costs. Indeed, respondents may feel more comfortable to answer to the 

questionnaire, due to the anonymity and the absence of pressure to answer. However, researchers have to be 

careful to create surveys, with short and easy questions to interest and concentrate respondents. 

Questionnaires are useful to gain primary data of the thesis target group, meaning high educated tourists, 

who like to travel and try new experiences. The questionnaire is composed by 22 questions26 of different 

types, which will allow to answer to the research question (Appendix 1). 

3.4 Questionnaire Design 

The collection of data was gathered with an online survey, using Google Docs27, which is one of the best 

organized site to create questionnaires. In fact, Google Docs permits the integration between users and other 

Google programs and a direct link to excel files. Due to the limited reach of the sample, the survey was 

spread to people in a close surrounding, composed by students and workers in different businesses. 

Additionally, the questionnaire was distributed by e-mails and social networks, such Twitter and Facebook. 

                                                             
26 The questions will be 22 in total, however 4 of them are considered complementary to others and asked to specify 
the motivation of a certain answer. It was decided not to define them as different questions, but assemble them to 
the questions they refer to, bringing the total numerical amount down to 19 questions. 
27 www.docs.google.com 
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3.4.1 Type of Questions 

Five different types of questions were used, demographics, multiple choice-single response, open ended 

questions, single category dichotomous and rating scale matrix (Blumberg, Cooper, & Schindler, 2008). 

Demographics 

In the first part of the questionnaire six questions are asked about gender, age, yearly income, highest level of 

education and nationality. 

The gender question helps the researcher to define the gender target of the project, dividing it between men 

and women. Further, it investigates on the possible affinities of the consumers. The age question was made 

as an open ended question, without fixed ranges, because our target doesn’t need an age range. Everyone can 

be our customer and be interested in sustainability. The third question regards the yearly income, in order to 

study the consumers’ willingness to pay for more expensive products/services. The next is a question about 

the level of education to search the education of each respondent, and associate it to our LOHAS target 

group. Conclusively, the nationality analyzes where the respondents are from, where sustainability is 

developed and whose population is more interested in the AMICOkit’s project. 

Multiple choice-single response 

These questions are four and enable the respondents to give more information about their behavior through 

pre-written answers. Question 6 and 7 provide information about vacations and travels, question10 and 11 

about customers attitude towards sustainable actions. 

Open Ended Question 

These questions permit to the respondents to express their ideas, but may be unpredictable and misleading. In 

the questionnaire, five open ended questions (8a, 9a, 13, 17a, 19) are present, three of which are a 

complement of dichotomous questions. Question 8a, 9a and 17a were created in order to specify the related 

previous dichotomous questions. Moreover, they are useful to gain information on sustainable tourism to 

then study the marketplace. Question 13 refers to the purchase of sustainable products and tourists’ purchase 

behavior towards sustainability. Finally, question 19 shows more information about possible solutions to 

reduce pollution, through the suggestions of the respondents. Apart demographic questions are analyzed. 

Single Category Dichotomous 

In this thesis seven questions of this kind are included, plus one in the demographic questions. The answer is 

straightforward and regards simple yes or no. Most of these questions serve to gather information on 
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sustainable tourism and destinations, others to understand how the AMICOkit may be successful. Question 17 

analyzes deeply whether polluting tourism may be a cause to pollution. Further, question 15 and 16 

investigate on the knowledge about the Cinque Terre. 

Rating Scale Matrix 

It is a single question, number 12, collected to rate the importance of eco-friendliness within different 

product categories. This question shows respondents’ preferences towards certain products and their 

sustainability. Additionally, it provides comments and likes about vacations and travels, which are the bases 

of tourism. 

3.4.2 Questions Combination 

Analyzing the survey, six combinations of questions were found. They will provide specific results through 

the linkage with the questionnaire results. They are also considered important to answer to the research 

question, complete the models used and gather the necessary information. 

The first combination is done by summing question 1 and 9, meaning to associate the gender and the 

willingness to purchase for a sustainable vacation. This enables to study which gender is more into 

sustainability and may be influenced by it. The hoping results would be an even distribution between these 

two gender, to show that sustainability is a field for everyone. 

The second combination regards Age, experience of sustainable tourism and the willingness to purchase a 

sustainable vacation (question 2, 8 and 9). This mix of three questions study the reality of today tourism28. It 

will show how eco-friendly tourism is seen from the new generations side, analyzing whether and why not 

they ever tried sustainable tourism. 

The third is Yearly Income and the price for a sustainable product (question 3 and 13). It investigates the 

willingness of tourists to pay for a sustainable product. It should reveal a correlation between money earned 

and money spent. The obvious result expected is the higher the income earned, the higher the price to 

purchase a sustainable product, during vacations. 

The next combination regards again the Yearly Income, which is associated to High Education and the 

purchase of a sustainable vacation (question 3, 4 and 9). People may think different about a subjects and then 

change their minds. Being high educated means willingness to get informed and get through things, so 

mixing it with a high income would probably give a chance to discover and learn new concepts, such as 

sustainability. This combination helps to understand if there is a correlation among money earned, high 

                                                             
28 The participants are relatively young and, so, the questions reflect the generations of today and tomorrow. 
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education and the purchase of sustainable vacation, and discover whether rich people gets into sustainability 

thanks to their education and are willing to spend more money on it. 

The fifth combination was chosen among Yearly Income, Travels during years and knowledge of Cinque 

Terre (question 3, 6 and 15). This allows a correlation among high income, possibility of travelling few times 

a year and the knowledge of the Cinque Terre even worldwide. The results will permit to investigates if the 

knowledge of the Cinque Terre derives from people with high income, who travels a lot and are able to 

discovers new parts of the world. 

Finally, question 4 and 17, Highest Level Education and tourism as cause of disaster. The purpose of this 

thesis is finding a solution to possibly reduce pollution and attract customers to the new concept of 

sustainable tourism. According to this thesis and to all the information gathered it seems that tourism was a 

big cause in pollution at the Cinque Terre and not only. However, this is an harsh argument, so it was useful 

to receive people’s comments about reasons of pollution. Especially, investigating an eventual correlation 

between high educated costumers and their knowledge of tourism as causes of natural disasters. 

In the beginning, also Nationality was taken in consideration, to combine it with the knowledge and the visits 

of the Cinque Terre (question 5, 15 and 16), and with the AMICOkit (question 5 and 14). The expectations 

from these combinations would refer to purely marketing and promotion, to understand where the Cinque 

Terre are known and sponsored, and to analyze which population was more interested in trying a new 

product concept. However, Nationality wasn’t evenly distributed, and  may have brought to bias and 

misleading findings, due to the limited amount of respondents of certain nationalities29. 

3.5 Interview Design 

The interview design represent the qualitative part of the explanatory mixed method conducted upon the 

quantitative part. An interview was held with 12 respondents, which participated to the questionnaire as well, 

divided between 6 owners of hotel facilities (hotels, B&B, etc.) and 6 owners of local businesses 

(restaurants, artisanal shops, bars etc.) at the Cinque Terre. The respondents were chosen among those two 

categories because they reflect the tourism industry of this part of Liguria. 

Unfortunately, the answers may be incomplete or inaccurate, because the target of respondents derives from 

different surroundings (Cooper & Schindler, 2006). Further, since respondents’ answers may be transcribed 

incorrectly,  interviewees were asked to control the document of the responses. 

Conclusively, these questions enabled the interviewer to gather the right information about the interested 

argument. For his reason, the interview conducted was semi-structured, to gather standardized answers 
                                                             
29 According to the Central Limit Theory, a survey needs to have at least 30 respondents to be evenly distributed. 
While, respondents of few nationalities didn’t reach this amount and their analysis may provoke misleading bias 
towards final findings. 
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mixed to respondents’ opinions (Saunders, Lewis, & Thornhill, Research Methods for Business Students, 

2003). In fact, Saunders et al. (2009) describes both semi-structured and structured interviews as preferable 

when conducting an explanatory method. Most of the questions were open ended, to relax the respondent to 

freely express himself. They were posted to explain the empirical materials and the theoretical framework. 

3.5.1 Type of Questions 

The questions asked were the same for both categories and vary from sustainable tourism and sustainable 

actions to business activities at the Cinque Terre. They have been divided in three groups, based on the 

subject asked in the question. The entire interview can be found in the appendix 2. 

Questions about sustainable tourism 

Question 1, 2 and 3 are reunited under the field of sustainable tourism, to find out the opinion of the 

respondents about sustainable tourism,  its development at the Cinque Terre, and the importance in their 

business activities. 

Questions about the AMICOkit 

Question 4 & 5 serve to analyze and study the launch of the kit, to discover information about the AMICOkit, 

from the perspectives of the main tourist entities of the Cinque Terre. To confute the attractiveness of this 

new product. 

Questions about sustainable practices of the locals 

Question 6 & 7 investigate on the sustainable actions done by hotel facilities and other local commercial 

activities, asking to describe the last eco-friendly actions done in the past, if available. 

3.6 Pilot Study 

A pilot study is a method to gather information on a smaller scale than a larger study, and qualify the 

efficiency and the quality of the analysis (NC3Rs Secretariat, 2006). It helps to find if the answers, reflect the 

purpose of the thesis and it is useful to escape misleading questions and misinterpretations (Blumberg, 

Cooper, & Schindler, 2008), but none of them have been found. The pilot study was conducted and the 

questionnaire was distributed on the social networks. It didn’t require major changes and the questions were 

easily completed. Conclusively, it was conducted with satisfactory results. 

3.7 Sampling 

Burns (2000) argues that the most important task when choosing a sample is differentiating between sample 

or population, which regards the overall group of people involved in this project by census or a part of it, in 

this case solvent students and workers with high education. This affine group is very suitable because it earns 

good money to perceive sustainable actions and have high level of education to get informed about 

sustainability and “green” tourism. 
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Because of time and financial constraints, an opportunity sampling was decided as the best solution because 

it is easily accessible. Combined with the online survey, it permitted to have more answers in a shorter time. 

The Internet and the social networks may produce bias and less responses than paper methods, however 

involving the network of friends, being them students or workers, reduced this issue. 

Aczel and Sounderpandian (2006) explain that it is important to have a sample of at least 30 respondents to 

be able to draw statistical conclusions. In fact, this amount is considered the number at which point the 

population becomes normally distributed (Aczel & Sounderpandian, 2006). For this reason, the questionnaire 

was sent out to 240 respondents in order to reach a sample bigger than 30 participants. 

3.8 Quantitative trustworthiness 

According to Burns (2000), the researcher needs to set up trustworthiness, to produce a believable thesis. 

This quantitative trustworthiness includes reliability and validity, which will be highlighted in the next 

sections. 

3.8.1 Reliability 

Reliability refers to a measuring tool that should provide the same result, regardless of other variables than 

the ones set out. Therefore, both the questionnaire and the interviews should provide similar findings every 

time. Unfortunately, it’s hard to calculate exactly reliability, but it’s possible to interpret it in different ways. 

Test-Retest Reliability 

Test-Retest Reliability administers the test twice at two different points in time, considering that reliability 

will be higher when less time has passed between tests. Its function is to measure the consistency of the tests 

across time, such as the opinions on sustainability and tourism (Cherry, 2012). 

Inter-rater Reliability 

Inter-rater Reliability requires two or more independent judges to score the test, which may be the 

questionnaire and the ANOVA test 30 . Their correlation is useful to determine the level of inter-rater 

reliability. 

Parallel-Forms Reliability 

                                                             
30 ANOVA permits to measure the means of more than two samples, providing a statistical test among the samples 
and  generalizing t-test to more than two groups (ANOVA Test Secretariat, 2012) . In this case, it would have been 
interesting to compare statistical results from ANOVA to the ones of the questionnaires and prove even more 
reliability. However, for a lack of time and limited pages this method wasn’t approached. 
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Parallel-Forms Reliability compares two different tests that were created using the same content. The 

questions need to reflect the same quality of the tests, which should be administered to the same subjects. 

Internal Consistency Reliability 

Internal Consistency Reliability calculate the consistency of results across items on the same test. This 

comparison is done to prove the internal consistencies. When two questions of the tests are similar, it may be 

done to test their reliability. In fact, the answer should be the same for both questions (Cherry, 2012). 

Originally, it was decided to repeat the questionnaire in two different periods, however due to time 

constrains the idea was rejected. Further, to decrease even more issues and loss of time in calculations, the 

pilot study was done to compare results and prove the reliability of the project. The survey was tested 

through it and the questions designed using theories. 

3.8.2 Validity 

According to Burns (2000) validity serves to rate how applicable the questions are in order to satisfy the 

purpose of the thesis. Reliability and validity may be correlated, but it is important to keep into consideration 

if the study provides results that are valid for the argument of the questionnaire. Because it is not true that if 

a test is reliable is valid for sure. When conducing a questionnaire, two important variables influence the 

validity of the result: the importance of the subjects for the participants and the anonymity of the 

questionnaire. They both increase the chance to receive valid and correct answers. Additionally, the use of 

the online survey ensures anonymity and easiness to reply to standardized questions. 

Graziano et al. (2004)  mentioned four types of validity which built the straight of the quantitative analysis; 

statistical validity, construct validity, external validity and internal validity. 

Statistical validity 
 
Statistical validity regards statistical findings, generated by methodical factors and not just casual 

probability. The possibility of gathering more than 30 responses makes the study statistically valid. Further, 

the size of the sample permits to achieve the Central Limit Theorem31(Aczel & Sounderpandian, 2006). 

Construct validity 

Construct validity investigates on the relation between theories and ideas described in the theoretical 

framework (Graziano & Raulin, 2004). By using the theories and concepts of the theoretical framework to 
                                                             
31 According to Aczel, the CLT regards the statistical sampling from a population with mean µ and finite standard 
deviation σ, which make the original sample distribution to tend to a normal distribution with mean µ and standard 
deviation σ as the sample size becomes larger (n >30) (Aczel & Sounderpandian, 2006). 
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construct the questions, the study can confirm its validity. Later on, the empirical materials obtained will be 

analyzed deeply. 

External validity 

External validity means how well the result of a group of people can be applied to other participants, times, 

places and conditions (Graziano & Raulin, 2004). Further, it may be define as how well the study can be 

repeated several times (Robson, 1993). 

It is very difficult to externally validate the research. However, the study is generalizable, since the 

quantitative research was based on a survey spread to different surrounding, and its analysis of data. 

Internal validity 

It regards how much a specified behavior may influence the outcome (Robson, 1993), meaning it has to 

prove and affirm causality among the results of the test and the method used (Graziano & Raulin, 2004). 

Because the sampling process was made to get as many responses as possible to prove internal validity, it 

was not random, and the largest threat to the validity of the study. Although, due to numbers of the responses 

of the questionnaire received (> 30) it verifies the central limit theorem32. Thus, it builds internal validity. 

3.9 Qualitative trustworthiness 

Qualitative trustworthiness was conducted in the same way as the quantitative study, to prove the results 

derived from the 12  interviews. It has different components to investigate, such as credibility, transferability, 

dependability, and conformability (Fenton and Mazulewicz, 2008). 

3.9.1 Credibility 

Credibility proves the internal validity of the qualitative study, and investigates if the final results are affine 

to the perception of participants (Holloway, 1997). Further, Robson (1993) argues that a research is credible 

when the enquiry shows precisely the topic and the findings. 

In this thesis, credibility was proved by letting all the 12 respondents check their final answers. This practice 

proves credibility, as the marks and findings reviewed would be used in the project. 

3.9.2 Transferability 

Transferability is the qualitative correspondent of external validity (Robson, 1993). It is necessary to explain 

clearly what has been found in order to let any reader to entirely comprehend the field of the findings. 

Additionally, transferability can confute in which of the theoretical framework parts the qualitative study was 

built on (Holloway, 1997).  Further, Holloway (1997) also states that a research may be transferable through 

                                                             
32 (Aczel & Sounderpandian, 2006) 
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a purposeful sampling. The theoretical framework was considered as the base of the qualitative study and the 

sampling was done as well. This enables to proclaim transferability in this project. 

3.9.3 Dependability 

Dependability brings consistency to the qualitative research, which has to be accurate and rich of context 

(Holloway, 1997). Thus, the research process needs to be widely explained to be understandable, such as 

through audit trails (Robson, 1993). 

The information regarding the research process was debated in the methods section, highlighting the one 

used, why and  its description. Indeed, dependability is reached enough to let readers to understand the 

process. 

3.9.4 Conformability 

Conformability goes hand by hand with dependability, in the sense that it also has the duty to provide the 

research’s consistency. The researcher should be expert enough to trace data since their origin, to finally 

show the alignment of answers and people’s perception to the enquiry of the thesis (Holloway, 1997). An 

audit trial should be a solution, although it is not necessary in every study. 

Because of information constraints, the data supplied are not enough to produce a full enquiry audit, however 

the study can still satisfy conformability’s requirements through a good description of the process methods. 

Moreover, in the appendix will be presented both the questionnaire and the interviews with the exact answers 

of respondents. 
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4. Empirical Materials 

This chapter presents the empirical materials, analyzing the data used to gather information, such as the 

online survey and the interviews, divided between hotel facilities and commercial activities. These methods 

are deeply analyzed, question by question and the results of both studies are shown and commented at the 

end of each description. 

4.1 Empirical Materials from survey 

This first part of the Empirical Materials refers to the answers gathered from the questionnaires asked. A 

total of 240 questionnaires were sent out between the 20th of April and the 31st of May, however only 133 

respondents have been successfully completed, giving a response rate of 55%. Since the number of the 

respondents widely exceeds the minimal requirement of 30 respondents33, the questionnaire is considered 

normally distributed. 

The findings from survey are discussed below, and each one is shown in Appendix 3. This is followed by the 

analysis of the combinations of questions and the relative graphics in Appendix 4. 

Demographics (Q1-Q5) 

The first five questions of the questionnaire regard demographics, meaning gender, age, yearly income, level 

of education and nationality, in order to understand better the characteristics of each consumer and associate 

them to the launch of the kit. According to the answers, the majority of respondents (87 participants) have an 

age range between 20 and 35, followed by 27 between 36 and 51, and 22 over 5134. Out of these 133 

participants, 73 were female (55%), while 60 were males (45%). Further, the Yearly Income has been asked 

in order to further clarify a possible relation between high income and sustainable purchases. Apparently, the 

majority gain less than 15,000 Euro per year (45%), followed by a wage range between 16,000 and 25,000 

Euro (15%) and more than 55,000 Euro (15%). 

Additionally, the level of education was important to define the target, considering LOHAS as high educated 

customers. In fact, most of the respondents graduated from university, as undergraduate (35%) and 

postgraduate (36%). While, 16% completed high school, and only 5% experienced also additional training. 

Lastly, the nationality was investigated, finding out that 82 respondents were Italian, 16 American, 8 were 

German, 6 were Danish and 4 British. The rest came from Australia, Canada, Mexico, Russia, France, New 

Guinea, Portugal, South Africa, Spain, Turkey and Uzbekistan. While 2 respondents skipped the question. 

                                                             
33 According to the Central Limit Theorem (Aczel & Sounderpandian, 2006). 
34 One respondent skipped the question. 
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Other types of questions: Multiple choice-single response, open ended questions, single category 
dichotomous and rating scale matrix (Q6-Q19) 

6) How many times do you travel during a year? 

The majority (50%) travels more than 3 times a year. The second highest answer (35%) referred to those 

participants who travel twice a year. 3% of participants reserved not to reply. 

7) What kind of vacation do you usually prefer? 

According to the graphic in Appendix 3, most of the participants (48%) prefer to visit the Seaside. While city 

sightseeing is at the second place with 27%. 4% of participants decided not to answer. 

8) Have you ever experienced sustainable tourism? 

The majority (52%) never experienced sustainable tourism, however the difference between the two answers 

was very low, considering that 46% of them actually had already tried this new concept. 2%of participants 

skipped the question. 

8a) If no, why? 

Among the respondents who never experienced sustainable tourism it was asked to provide a certain reason 

for not having done it, in order to understand why this tourism was not developed enough. The main reasons 

regarded the low knowledge about this new concept, not widely explained or proposed by agencies or guided 

tours. Further, some participants have never been interested in sustainability, because of the lack of offers or 

occasions to buy it. Additionally, most of consumers don’t even know what sustainability is and what the 

benefits, consequently they are not adequately incentivized to try a certain experience. 

9) Would you be interested in purchasing a sustainable vacation? 

Despite the majority never tried sustainable tourism before, it would be interested in purchase a sustainable 

vacation and try a new experience. In fact, 83% of them would experience it, while only the 14% answered 

negatively. 3% of participants preferred not to answer. 

9a) If no, why? 

As the previous single dichotomous question, it was important to understand why people were so unsure and 

diffident about purchasing sustainable vacations. The answers were similar as in question 8a, in fact the 

major issue to stop tourists towards sustainability is the lack of knowledge and the distrust of its efficacy 

compared to a non -sustainable vacation. 

10) Which benefits would it have? 
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This question reflects the benefits associated to sustainability. The three main benefits that costumers link to 

it are reduction of waste (29%), less energy consumption (20%) and respect of local traditions (19%). 5% of 

participants skipped the question. 

11) How does the following statement fit your behavior? 

The highest value (33%) states that consumers try to act environmentally friendly every day, the second 

highest group of respondents (20%) declared that it is important to act eco-friendly by purchasing sustainable 

products, while the 17% of them don’t know enough about eco-friendly products. 1% of participants didn’t 

answer. 

12) How important do you think it is to be environmental friendly when purchasing the following 

products? 

The answers were divided in four different graphics along with four different product categories and was 

asked to rank the importance of sustainability for each of them. All four categories were considered by the 

most of participants as either important or very important. Everyday essential was ranked important by 37% 

of them, food by the 47%, clothes by 41% of respondents and, lastly, vacations by 59%. While the product 

category of local transport was considered very important by 47% of participants. Lastly, respectively 4%, 

4%, 5%, 3% and 3% of participants skipped the question for each category. 

13) How much would you be willing to pay for a sustainable product during your vacation? 

Among 133 participants only 70 answers counted for this question, by answering with an exact amount of 

price. The rest was unable or unsure to answer, or replied with a percentage. Out of these 70 respondents the 

average willingness to pay for a sustainable product is about of 122,2 Euro. Additionally, few of the rest 

would be fine to pay an average of 10%-20% more than a non-eco-friendly product. Finally, the unsure 

respondents explained that this uncertainty derived from the unspecified product category, which means they 

have a different willingness to pay, depending on the product to buy. 

14) Would you be interested in trying AMICOkit ,a sustainable kit, given for free by hotel facilities at your 

arrival? It is entirely made by eco-friendly materials. It is composed by a thermos water bottle, a 

pocket towel which becomes big when is wet, a pocket biodegradable trashing bag, a paper pen, a 

block notes made by recycled paper, a map of the surrounding and several services, such as coupons 

to be spent at the local town stores, whether the tourist provides less energy or water consumption, a 

refund in case of returning plastic bottles or cans and ticket discounts to visit the beauties of the 

territory. 
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The question above explains to the participants the concept of the AMICOkit. Being asked if the participants 

would be interested in such an idea when travelling away, the majority (83%) of them answered with yes. 

13% stated no, while 4% didn’t reply. 

15) This kit will be launched trough the sponsorship of the Parco Nazionale delle 5 Terre at the Cinque 

Terre, La Spezia (Italy). Have you ever heard of them? 

The majority of respondents (64%) already know the Cinque Terre, while only 29% of them never heard of 

them. 7% of participants skipped the question. 

16) Have you ever been there or would you be interested in visiting them? 

83% of participants have already visited the Cinque Terre and/or would be interested to visit this place, while 

11% of them is not interested in it. 3% of participants didn’t answer to the question. 

17)  On the 25th of October 2011, a terrible flood hit this part of Liguria, destroying the two towns of 

Monterosso and Vernazza. Do you think that years of polluting tourism may have been a possible 

cause to this disaster? 

In order to understand what people thought of pollution, it was useful to recall the image of a natural 

calamity. In fact, the answers would have specified what consumers may would associate to it. According to 

63% of respondents polluting tourism may have been a possible cause to the flood that hit the Cinque Terre 

on 25th of October. 34% of them stated no, while the 3% skipped the question. 

17a) If no, what do you think may have had an impact on it? 

Among those respondents who answered no, it was asked to reveal other possible causes that may have had 

an impact on it. The most named have been a wrong way of living everyday life, natural causes such as too 

much rain in a small period of time, or humans mistakes, as bad maintenance of the rural areas, abusive 

constructions, irresponsible removal of trees and plants, and lack of environmental politics. 

18) Do you think the usage of AMICOkit would be a possible solution to reduce waste and pollution in 

these places? 

The AMICOkit may be a solution to reduce waste and pollution and  educate tourists. In fact, the majority 

welcomed positively the use of this kit and also considered it as one solution (72%). Only 25% of 

respondents didn’t trust its efficacy and 3% of them skipped the question. 

19) Any further suggestion to reduce pollution is welcome. 
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Few participants suggested smart and interesting advices for sustainability, such as a better promotion and 

functionality of recycling and trash cans along trails, as well as more fountains to quit the production of 

plastic bottles,  more education on sustainable tourism also through the aid of tour operators, a reduction of 

polluting transportations and an increase of renewable energies. 

Combinations35 

1) Gender and the willingness to purchase for a sustainable vacation (Q1+Q9) 

This question permits to define how people relate to sustainability and especially to sustainable vacation. 

Sustainability should be a common practice made by both genders, while sometimes it is considered more a 

female practice. In this case, even if boys are less than girls, most of both male (33 respondents) and female 

(50) would be willing to experience sustainable vacations. This means that sustainability doesn’t depend on 

the gender but more on the mindset of people. 

2) Age and the willingness to purchase a sustainable vacation (Q2+Q9) 

This second combination shows how new generations consider sustainability. Throughout this combination 

is possible to analyze whether and why not the survey population would try sustainable tourism, and link it to 

a matter of age or not. According to the results in the appendix36, among 75 respondents between 20 and 35 

years old, the majority (62) is willing to experience a sustainable vacation, and also most of respondents of 

the other two categories are fine about trying it. This is a great result because it proves that people mindset is 

changing, and sustainability is not a matter of age, but, on the contrary, young people would be willing to 

change their habits to more eco-friendly practices towards the environment. 

3) Yearly Income, High Level Education and the purchase of a sustainable vacation (Q3+Q4+Q9) 

 This combination helps to understand if there is a correlation among money earned, high education and the 

purchase of sustainable vacation. Considering that people who earns less than 15,000 Euro are more than the 

other categories, the graphic in the appendix shows how this willingness goes more along with the level of 

education (only chosen between the two highest levels), than the money earned. In fact, independently on the 

wage rate, respondents both undergraduate or postgraduate are positive to try sustainable tourism. 

Travels during years and knowledge of Cinque Terre (Q6+Q15) 

                                                             
35 It has to be noted that some rows of answers cannot be used due to missing answers for certain questions, thus the 
numbers of respondents may vary compared to the answers of the questionnaire in the previous section. 
36 2 participants of the age range between 20-35 and 36-51 didn’t count for the combination analysis, because didn’t 
answer to one of the two questions to combine. 
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This allows a correlation between the possibility of travelling few times a year and the knowledge of the 

Cinque Terre, to define if the knowledge of this territory depends on the times of  travelling. Only the value 

“More than 3 times” was taken into consideration, because it was the most chosen and the most useful for the 

question goal. Actually, among this frequent travelers 44 over 67 knows the Cinque Terre and visited them. 

4) Highest Level of Education and tourism as cause of disaster (Q4+Q17) 

According to this thesis and to all the information gathered, tourism seemed to be a big cause in pollution at 

the Cinque Terre. Especially, it investigates an eventual correlation between high educated costumers and 

their knowledge of tourism’s disasters. This question was useful to analyze the role of tourism in this 

polluting era, by considering the Highest Level of Education as undergraduate and postgraduate, being 

LOHAS the target group. More respondents of both categories (34 Undergraduate and 29 Postgraduate37) 

considered polluting tourism as a possible cause of natural disasters. Therefore, it is reasonable to think that 

years of education and studies would have highered the knowledge about waste and classify tourism as one 

of the cause of the increase pollution of today. 

4.2 Empirical Materials from interviews 

This section regards the answers gathered from interviews held from the 12th and the 15th of March 2012. 

They include 7 questions, presented in the exact order they were asked among owners of hotel facilities and 

commercials activities of the region. Further, Appendix 5 shows the notes taken during the interviews for a 

further comprehension. 

Hotel Facilities Interviews 

1) What does sustainable tourism remind to you? 

The results reflect common ideas and concepts regarding sustainability. The majority links the world 

“sustainable” to a reduction of waste and pollution. Others think that less polluting tourism may yield to less 

energy and water consumption, as well as respect for the planet. Additionally, it may be a chance to start to 

use eco-friendly modes of transportation. 

2) Do you think it is enough developed at the Cinque Terre? 

The majority of respondents was diffident about the development of sustainable tourism. According to some, 

the Park of the 5 Terre did numerous sustainable actions to preserve the place. However, once the President 

was dismissed, everything changed and very few was done to enlarge eco-friendliness in tourism and 

                                                             
37 1 answer for both categories couldn’t be used to the combination because the reply was missed for one of the 
question. 
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business. Further, only few hotels still respect the Eco-Quality Brand38 given by the Park, such as organic 

breakfasts, dosage of detergents and less energy consumption. 

3) Is Sustainability useful in your business? 

All the respondents answered yes to this question, because they clearly understand how sustainability may 

increase their business. It qualifies the place around the world, sensibilize tourists to respect the environment 

and the places to visit, and of course reduce expenses, such as through less energy and water consumption. 

4) Would you be interesting in promoting the AMICOkit and sustain the project? It regards a kit, made 

by sustainable materials to incentive the preservation of the territory. The kit will be given for free to 

tourists, however you will have to pay a participation fee from 100 to 170 euro to sustain the cause. 

The kit will be composed by a thermos water bottle, to be filled along the numerous walking sides, a 

pocket trashing bag to throw waste away, a paper pen, a block notes made of recycled paper, a 

pocket towel which enlarges when it is wet and a map of the Park’s territory. Also services will be 

included, such as bonus and discounts for each tourist who reduces consumption to be spent in any 

of the store affiliated with the cause. Moreover, a refund in case of returning cans and plastic 

bottles. 

The AMICOkit was welcomed by respondents. The majority thinks it is a great and helping innovation. 

Indeed, they are pleased to promote such a concept and preserve the Cinque Terre from waste and dirt. 

However, they argue that to make it works, it should be mandatory for every facility in the territory. The 

only negative answer regarded a Bed & Breakfast, smaller than hotels and with different numbers to deal 

with. The owner interviewed really liked the project, however it wouldn’t be necessary in his B&B; he 

only has three rooms with already very low consumption and low expenses. 

5) What kind of benefits would it produce to you and your activity? (Please consider both 

environmental and economic benefits) 

All the answers were similar. These people would love to reserve these territories as they were in the 

past, or at least reduce what damages them. This why most of them associate the kit, made with 

sustainable materials and useful objects for tourists, to a possible solution to less pollution and waste. Or 

mostly, as an incentive to tourists to act in a sustainable and positive way, receiving gadgets, reducing 

consumption and enlarging the economy. Further, they argued how this should be advertised through the 

internet and web sites. 

6) Would this be your first sustainable action? 
                                                             
38  This brand was given to the hotels which were respecting certain rules regarding the environment, consumption of 
water and energy, biological products etc (Parco Nazionale delle Cinque Terre Secretariat, 2008-2012). 
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The majority of the respondents already did sustainable actions in the past. The example will be showed 

in the next question. 

7) If  no, what have you already done? 

This question is a complement of the previous one for those participants who answered No. Three 

respondents answers No (while only 2 Yes), listing a vary of actions they were still managing today, 

such as organic breakfasts, light key cards39, less energy consumption lamps, differentiation of waste, 

and recycling. 

Commercial Activities Interviews 

1) What does sustainable tourism remind to you? 

The answers from this category were not different from the other category’s. People replied with similar 

descriptions of sustainable tourism. It is necessary to help the environment , through less waste and pollution, 

use of sustainable transportation, and organic and local products. Further, it is linked to energy savings, less 

consumption and less expenses. 

2) Do you think it is enough developed at the Cinque Terre? 

Also this category of respondents think that sustainable tourism is not developed enough at the Cinque Terre. 

They argued that much more can be done, but everyone needs to do it. Some workers keep doing sustainable 

actions, however it is not enough for a town. Further, tourists should be more informed and educated about 

this new concept. 

3) Is Sustainability useful in your business? 

According to the majority of respondents, sustainability could be useful. It may recall clients worldwide, as a 

less polluting spot who preserves nature. More important, it will publicize and promote the town worldwide, 

and bring tourists to visit the territory. Further, with the discounts present in the AMICOkit, more tourists will 

be attracted by the local store partnerships, and this will enhance their image and the image of the Cinque 

Terre. 

4) Would you be interesting in promoting the amicokit and sustain the project? It regards a kit, made 

by sustainable materials to incentive the preservation of the territory. The kit will be given for free to 

                                                             
39  This is key which permits to the light to get on only when it is inserted. It permits the automatic switch off the light 
after few minutes it is not inserted anymore. 
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tourists, however you will have to pay a participation fee of 80 euro40 per year to sustain this cause. 

The kit will be composed by a thermos water bottle, to be filled along the numerous walking sides, a 

pocket trashing bag to throw waste away, a paper pen, a block notes made of recycled paper, a 

pocket towel which enlarges when it is wet and a map of the Park’s territory. Also services will be 

included, such as bonus and discounts for each tourist who reduces consumption to be spent in any 

of the store affiliated with the cause. Moreover, a refund in case of returning cans and plastic 

bottles. 

All the participants were happy to promote this project. They think it could be an incentive for local business 

to get revenues and finish the reconstruction after the flood. They suggested how this should be advertised 

with new and non-polluting tools such internet and web sites. 

5) What kind of benefits would it produce to you and your activity? (Please consider both 

environmental and economic benefits) 

Most of the interviewees live of tourism for six months a year, indeed, would appreciate this initiative. In 

fact, they all associated this project to a raise of tourism, commerce and revenues. They also argued that it 

will have also environmental benefits, seen as less consumption, less dirt and more sensibilization. 

6) Would this be your first sustainable action? 

The majority of respondents already tried sustainable actions, as it will be explain further. 

7) If No, what have you already done? 

Four respondents over six already did sustainable actions in the past and they still keep doing it today. Their 

business is especially related to restoration and degustation, therefore the numerous examples given regarded 

particularly the use of biological and organic products. 

Overall, the results from the interviews showed that people are interested in sustainability and try to practice 

it as much as possible. However, they can’t do much by themselves, they need the help of authorities and 

associations, such as the Parco Nazionale delle 5 Terre, which has administered this place very well in the 

past. This idea should be put in practice with mandatory regulations to be followed by everyone in the 

business. Additionally, the launch of the AMICOkit as a possible solution to sensibilize tourism was welcomed 

positively by the interviewees. This means they want to expand sustainability, to increase revenues and 

preserve the surrounding. 

 
                                                             
40 They have a different participation fee compared to the hotel facilities’ one, because the stores have smaller 
dimensions and don’t have the same circle of business that hotels have. 
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5. Data Analysis 

This section links the most important theories described in the theoretical framework with the findings from 

the survey and interviews in the empirical materials. This allows to verify the research question and provide 

a solution for the issue described along the work. 

5.1 Analysis of the Questionnaire 

This section studies the results from the survey using some of theories described in the theoretical 

framework. The response rate was a little lower than expected (55%). It can be explained by the fact that 

online surveys generally have a lower response rate than other survey modes (Blumberg, Cooper, & 

Schindler, 2008).  The participants of the questionnaire, instead of the ones of interviews, were not asked in 

advance to respond, so they may either have ignored the survey or answered later than needed. However, it is 

enough to validate the research and bring to a solution. Since it was decided to obtain more than 30 

respondents for the questionnaire, having more than the triple of it means it is normally distributed and 

statistically valid (Aczel & Sounderpandian, 2006). 

5.1.1  Green Paradigm 

The concept of the green paradigm is emerging a lot from the survey, revealing how people’s mindset is 

changing towards a more eco-friendly way of thinking. From few questions of the questionnaire, turned out 

which was the idea of tourists towards sustainable practices in this industry. 

The respondents were slightly positive of sustainable tourism (83%), even if most of them (52%) never tried 

it. They also seemed positively welcoming the new concept of the AMICOkit (83%). Giving for free a 

sustainable kit, full of useful tools for tourists and promotions of the place, may also be a way of imprinting 

attention to environmental concerns and increase the use of sustainable manners (UNEP, 1998). 

Participants seemed to be concerned about pollution, considering bad maintenance and polluting practices by 

local authorities the main cause to it. It is also shown by the fact that they provided numerous suggestions to 

decrease pollution, even if the question was facultative. 

Among the solutions, they promoted more functionality of recycling and trash cans along trails, more 

education on sustainable tourism also through the aid of tour operators, more fountain along trails in order to 

quit the production of plastic bottle and the use of polluting materials, which are the same solution provided 

by the kit’ products and services in a small scale. 

Further, the growing need of acting “green” may also be found in relation to economic factors, such as the 

price for a sustainable tool or the tourists’ willingness to pay for an eco-friendly product. In question 13, the 

respondents were asked to define a maximum amount of money to be spent to purchase a “green” product. 

Among the 70 respondents of a defined amount, it reached approximately 122.22 Euro. Additionally, some 

of the other respondents were willing to pay 5-10% more for a sustainable product. Therefore, despite the 
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limited financial resources of young consumers interviewed in the survey, customers are willing to change 

their purchase behavior into “green” and spend more for a better quality. 

This permits to confirm how sustainability is enormously increasing, also in the tourism industry and to 

verify the concepts expressed in the Green Paradigm by Weaver and Lawton (2010), regarding the changes 

in customer’s mind. 

5.1.2 Marketing in Sustainable Tourism 

The findings in the survey show that marketing is not very developed in sustainable tourism and people are 

not reached and attracted enough towards this new concept. Most of them don’t even know what sustainable 

tourism or sustainable vacation is. This highlights a lack of education about it, which takes tourists far from a 

possible sustainable travel. 

Participants also state how sustainable vacations are not sponsored enough, neither on the internet  nor by 

tour operators. In fact, they would be willing to purchase eco-friendly vacations and try new experiences, 

however some of them have never been proposed with such a suggestion or they don’t even know where to 

look for it. 

Since sustainable tourism is growing a lot nowadays, it is important to provide customers with the right 

information, make them finding products and services easily and offer more to convince them to try one. The 

idea of giving the AMICOkit helps to get tourists closer to “green” practices and increase their knowledge of 

this field. Further, giving the kit for free and promote it widely on the internet or in the Park’s offices it is an 

easy way to let consumers try a new concept with the right information and without spending any money for 

the trial. 

Since sustainability is intangible, customers need to be advised about the quality of the service and its 

advantages, otherwise they would never change the old purchase behavior for a new undefined one 

(Bertrand, 1990). If consumers are exposed to a new service they are not familiar with without explaining the 

differences, they may not be able to define its quality and may not trust it. In fact, question 8a clarifies the 

example, when reading the motivations for which tourists never experienced sustainable tourism. They suffer 

a lack of promotions by the tourism industry, and incongruent marketing messages about sustainability. 

Marketing practices should be increased to promote and educate people about sustainable tourism and the 

possibility of creating eco-friendly travel packages on the Internet or through tour operators. From the 

questionnaire, it is revealed how customers would be willing to try sustainable products, but they don’t have 

the chance and don’t know how to do it. In fact, question 9 shows that consumers would be positive to accept 

sustainability, if it is described and promoted in a good way. 

5.1.3  Marketing Mix 
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Since tourism deals with intangible products/services, it is necessary to provide customers, in this case 

tourists, with the right tools and information about the product/service. This is a new field to be explored. 

Most of the time consumers don’t even know what exactly sustainable tourism refers to or where it leads, 

therefore companies and organization of the field should provide the clients with a clear and attractive 

Marketing Mix, which enables to understand better what sustainability is and how the tourism industry may 

have advantages from it. 

In the survey, different questions related to the 4P’s of the Marketing Mix have been asked in order to 

analyze the product to launch and focus on its best characteristics to take advantage on the market and hit the 

right target. The product has been widely described to the audience in question 14, to help customers to have 

a clearer image of the kit in their minds, and to clarify its use and usefulness. Most of the respondents (83%) 

would try the product if they have the chance. Additionally, participants rated the importance of 

sustainability high and very high for what concerns travels and vacations, which means they are willing to 

purchase a sustainable vacation and they recognize the benefits of “green” practices in this field. Also, 

question 13 shows that participants are willing to pay more than 120,00 Euro for a sustainable product, plus 

5-10% extra for an eco-friendly tool. 

However, there is a great issue of promotion and communication. There is a lack of sponsors everywhere, 

from the Internet to the tour operators and the completely blindness for what concerns benefits and locations 

to find such types of products/services. This may be dangerous in the future, because the lack of trust by 

consumers could bring to an harder acceptance by the public and a growing mistrust of the overall concept of 

sustainability. For this reason, the kit will be widely promoted on the Internet, through social networks and 

hotels and associations web site, and also in the main offices of the Parco Nazionale delle 5 Terre, closed to 

the railway stations and the city centers of the five villages. 

On the other side, launching the kit at the Cinque Terre seems a winning solution, because, according to 48% 

of participants they prefer to visit the seaside when travelling, which is a favorable point for this territory 

built up on cliffs on the sea. Additionally, the Cinque Terre seems to be widely known worldwide (64% of 

respondents already knew their existence) and an interesting place to visit (according to the 86% of 

respondents), which create a great expectancy of promoting sustainable tourism and preserve the territory. 

Since the empirical materials imply a growing interest for “green” travels to sum up by a better familiarity 

and reputation of the benefits, in order to gain more market share and defeat non sustainable competitors. 

This creates a win-win situation for the entire field, the environment and the customer. For the tourism 

industry, it will produce profits in the long run because of eco-efficient solutions and reduction of waste. 

From the tourist’s point of view it is also a win situation because innovations will reduce pollution without 

let them renounce to the same benefits as before, or spending more money for it. 
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5.1.4 Targeting 

The target group chosen for the research hasn’t been segmented neither in age nor in place of residence, 

because tourism needs to be international and ageless, in order to reach different segments of customers. 

LOHAS “Lifestyle of Health and Sustainability” stands for a lifestyle or consumer type, who wants to 

encourage his/her health and sustainability by a specific consumer behavior. This consumer is also higher 

educated, solvent and media affine (LOHAS Online Secretariat, 2011). From the survey, these characteristics 

are centered through demographic questions regarding level of education and money earned, and also by 

asking times of travelling. 

Most of the participants gain less than 15.000 Euro, considering that most of them are students, however 

another great rest majority earns between 16.000 and 25.000 and more than 55.000 Euro. Despite how much 

they gain, most of them (83%) would be willing to purchase a sustainable vacation, pay about 122.00 Euro or 

at least 10% more to buy a sustainable product and help reducing pollution. Further, they are high educated 

(the majority completed university), 35% reached a bachelor degree while 36% completed also postgraduate 

studies. They like to visit new places, more than 3 times a year when the time and work permits it, and 

provide smart suggestions along with the AMICOkit to solve the dangerous issues of pollution. 

5.1.5 Theory of Planned Behavior 

According to question 13, respondents are willing to pay approximately about 122 Euro and more for a 

“green” product and also to purchase a sustainable vacation. However, as Ajzen states in Attitude, 

Personality and Behavior (2005), despite they try to be environmentally-friendly and aware about 

sustainability, most of the time they do not choose environmental options. Apparently, this is due to lack of 

resources, e.g. time and money, but mostly to a lack of education and notions by the tourism industry to 

travelers. Even though customers think in an eco-friendly way, as the empirical materials show, they do not 

act environmentally friendly when it comes down to a purchase decision (Question 8). They understand it is 

important to act sustainable (Question 10 and 11), however they aren’t sure enough to complete the 

purchase, as few stated in question 13. Further, most of them may encounter financial constraints as students 

and may not care of spending money for a product they are not familiar with. 

Reasonably, they need to be incentivized by the better quality and the future benefits of these products, be 

educated more on pollution and find eco-friendly offers easily. The idea of giving the kit for free would be a 

great way to attract tourists to a new concept, also widely explained on the Internet and local offices. 

 5.2 Analysis of Interviews 

This analysis served to collect and analyzed the qualitative data of the project, to then compared it with the 

quantitative study and check similarities. The results gathered from the interviews will be described in the 
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next sections and will further explain some of the concepts and theories named in the theoretical framework. 

This process allows the researcher to verify the research question and provide to the correct conclusions 

(Blumberg, Cooper, & Schindler, 2008). 

5.2.1 Green Paradigm 

The results of the analysis shows that people at the Cinque Terre are very good educated about sustainability 

and already tried numerous sustainable practices to reduce pollution. In this case, people want to purchase 

“green” and, in the end, purchased it for real. Various persons believe in protecting the environment, and 

many others are getting closer. It is necessary to avoid the barriers to sustainability, in order to promote non-

polluting tourism and attract new customers. 

The green paradigm has definitely gained trust and it’s true that customers are more pleased to help the 

cause. Most of the respondents can be grouped into Individualists (see theoretical framework), meaning 

people who believe in sustainability, as well as in institutions to slow down human damages towards the 

environment. This is why the majority of the hotel facilities are collaborating with local tourism associations. 

Sustainability is growing more and more and people want to contribute to it. As it is notable in the empirical 

materials (Question 2 and 3), respondents didn’t approve the stage of development of this concept at the 

Cinque Terre, because sustainability is very important for their business. They appreciated to participate for a 

certain fee, and stated how this should be mandatory. By adding the findings from the empirical materials 

and the questionnaires, Weaver et al. (2010)’s findings on the Green Paradigm are strengthened. This suggest 

that tourists and locals would like to contribute to a sustainable future. 

Further, Jafari (1990) reveals that nowadays the tourism industry is starting to look at economic and 

environmental benefits in the long run perspectives to survive in the future, even though the costs may be 

higher than the benefits. 

 Along with environmental issues, Weaver et al. (2010) stated how financial analysis should be improved. 

Sustainability and the AMICOkit are useful for their activities, both economically because it is a way to attract 

customers, increase revenues and possibly reduce consumption, and social-environmentally because it 

qualifies the zone and respect the surrounding. 

Pike (2005) complaints how this could bring to a competitive advantage. These unique destinations should 

show differences from other competitors’ destinations and reach new targets. Further, to increase the 

awareness of environmental concerns, the use of the AMICOkit may be a way to promote something different. 

Despite the empirical materials indicate that sustainability is not developed enough, this is not influencing 

the project. In fact, no matter the absence of local authorities, the inhabitants are trying the best to decrease 

pollution and the keep the surrounding preserved for the next generations. The tourism industry should 

change and focus on the long-run perspective (Edgell, 2006). In order to do this, the AMICOkit was created to 
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educate customers to not pollute and to make them consume it with benefits (discounts, etc.). Further, the 

idea that the kit is for free and requires only a reasonable participation fee for the local activities gives an 

advantage towards other tourism destinations. 

5.2.2  Marketing in Sustainable Tourism 

It is necessary to provide sustainability in every business and make it entry in the culture of the territory in 

order to bring benefits to the environment. In fact, some of the respondents were disappointed about how 

sustainable practices should be advertised through the respect of eco saving criteria on consumption, energy 

or pollution and through CSR41 methods, by giving flexible labor hours, providing more rights for the 

employees and more benefits for the community (Font & Carey, 2005). 

 It is important to manage destinations in a sustainable way, as primary founts of earnings, in order to 

preserve the surrounding and promote destinations more efficiently, using tools such as e-marketing or eco-

friendly web sites (Edgell, 2006). Respondents suggested how promotion should be done by local tourism 

associations, such as the Parco Nazionale delle 5 Terre, in order to sponsor this destination and to influence 

customers to return back several times. The Parco Nazionale delle 5 Terre used to subscribed standards and 

requirements, regarding transportation, offices’ organization, building practices, which definitely provided a 

support to respect sustainability (Parco Nazionale delle Cinque Terre Secretariat, 2008-2012). However, 

nothing good has been done again, since the old President was dismissed. 

 From interviews it is clear how much the Park brought during the past decades and how the Cinque Terre 

have had benefits from the surrounding conservation and the fame worldwide. Some of the facilities still 

pursue eco-friendliness, through biological breakfasts, dosage of detergents, less consumption, however they 

can’t do everything by themselves, they need help from every type of structure, to really see the positive 

changes. 

They asked the Park to act and return back to its glorious years, and the possibility of sharing the AMICOkit  

may be a chance for the Park to act. Indeed, it is crucial to describe the results from the marketing mix, in 

order to get closer to a temporary solution. 

5.2.3 Marketing Mix 

Marketing mix is important to analyze the overall aspects of a certain product, seen as its description, its 

price, the location and the advertisements (Blumberg, Cooper, & Schindler, 2008). The product was 

necessary to describe the idea of the project and let respondents to understand its characteristics and pros. 

The majority believed it is a great idea to try to enhance the awareness of the today issues, advertise the kit 

and educate people on sustainable purchases. They stated how the Cinque Terre should be promoted, because 

of the benefits to the local tourism industry. They encouraged several “green” activities, such as non-
                                                             
41 Corporate Social Responsibility is a business strategy to provide responsibility of the company’s actions and produce 
less impact on the environment. 
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polluting transportation, less waste, biological and local food to increase this type of tourism.  Further, they 

also thought of benefits and costs. In fact, this product may increase local economies and revenues, because 

it allows less consumption, less overall expenses and the increase of local commerce. 

 According to respondents (question 4), the kit is innovative and cheap. In fact, participants know they will 

have to pay a participation fee, being it for free to tourist, however, since the benefits from the kit are 

incentives for their local business, they all agree on the participation fee. Additionally, some of them thought 

that giving it for free would enlarge the probability to be used without the high expense of a sustainable 

product. 

The place chosen was also interesting and considered right since the attachment towards sustainability, 

because the majority of respondents would have participate within the project and promote it through a good 

digital communication. Communication is necessary in order to build trust in customers’ minds and attract 

them towards new products and services. Edgell (2006) argues that communication is crucial to manage 

sustainable tourism, and also respondents think that promotion is important both for the Cinque Terre and for 

the product to launch. This enables to qualify the territory and sensibilize tourist towards eco-friendly places. 

The locals would participate immediately in the cause, but suggested to let the description of sustainable 

tourism, the pros and cons of  sustainable products, the places where to buy them knowledgeable for tourists 

and on duty of the local touristic associations. 

The Cinque Terre is a small and harsh territory, where people have always thought narrowly and selfishly, 

indeed the possibility to launch this kit through local authorities would be a great aid, which at least give a 

sense of certainty. If people don’t get involved in it fail to reach the real meaning of purchasing “green”, they 

will lower trust and defeat the potential advantage created. This goes along with a scheme of thoughts about 

how sustainability may have an impact on the economy and the environment. However, the kit will be highly 

publicized as it is explained in the promotion in theoretical framework. Non-polluting tools will be used, 

such as the Internet, which permits to communicate towards tons of people without pollute. Further, every 

site of hotel facilities and tourism associations will promote the kit and the beauties of Cinque Terre’s 

territory. 

According to Jafari (1990), the local tourism industry should find an holistic approach42 to solve the issues of 

today tourism, as pollution and waste, as well as the absence of the authority of the Park, further, the request 

of the kit as a mandatory task for the qualification of the territory. Conclusively, this validates Jafari’s (1990) 

research. It is said that the AMICOkit and consequential sustainable actions are considered a partial solution to 

                                                             
42 The Holistic Approach regards different aspects of “green” marketing, from reinvent and transform products, having 
concern not only for the ended product but of the overall system and increase sustainability in the group’s culture 
(Pride & Ferrell, 1993). 
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solve the several issues of this field. Probably, it won’t bring to fully reduce pollution but, at least, to enlarge 

the publicity of the territory as an eco-friendly place. 

5.2.4 Theory of Planned Behavior 

In question 4 of the quantitative part the respondents were asked to participate in promoting the AMICOkit 

under the payment of a participation fee, varying from hotels to other commercial activities. According to the 

answers gathered, they are willing to pay a certain fee to advertise a less polluting product and propose it to 

customers. Further, they are positive about the kit, because it may be a way to qualify the territory and higher 

their revenues. 

 The respondents also see clear benefits in the tourism industry, according to question 1 of the interviews. 

From these answers a general positive perception towards eco-friendly practices is derived in the territory. 

However, a part of them still thinks customers should be more attracted to this new concept. The kit needs to 

be advertised worldwide, because tourists need to know about. For instance, the Internet and the web sites 

are cheap and faster solutions for promotions, both for the promoters of the kit and for the customers. 

Sustainable tourism requires lots of money to spent, and most of the customers may not have this resource 

and not be willing to pursue these products. This is the reason why the majority of respondents engaged in 

the cause very pleasantly, because giving the AMICOkit for free would have meant more possibility for them 

to use it and reach the goal of less consumption and pollution. Moreover, according to Aczel (2006) 

customers may behave against their own beliefs if they do not possess the meaning to perform a certain 

behavior. This enriches the overall strategy around the kit, being it given for free at the hotel facilities or 

being it smaller and given at the Park’s offices. 

When asking how sustainable tourism is developed at the 5Terre, they were mostly diffident, explaining how 

poorly was done, without a leader to provide new and less polluting practices with the advertisement and the 

credibility of the territory. However, most of the respondents seemed not to be affected by the lack of 

authorities when to pursue sustainable tourism and accept the kit. 

Moreover, it was discovered a contradictory answer in line with the Theory of Planned Behavior (Aczel & 

Sounderpandian, 2006) only for one respondent (respondent 1 of the hotel facilities). He has a positive 

perception of sustainability and thinks it is adequate developed, even if, when he is confronted to take a 

stance he doesn’t act according to its beliefs. This behavior may be explained by two factors, society and 

money. The first factor shows how the opinion of society may manipulate respondents’ answers. They are 

exposed to a certain degree of social pressure to behave “green” since this is “the right thing to do” according 

to the green paradigm society, even if most of them already tried sustainable actions. Further, their purchase 

behavior may be in contrast to their “green” faith, due to a lack of resources (Ajzen, 2005). This may be the 

case of the only respondent who wouldn’t promote the kit, in the end. He argued that he already has low 

consumption that he is not interested in lower it again. Although, from the data collected this seems to be 
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associated only to the first respondent, it is reasonable to think that eco-friendliness is expensive (See 

Appendix 3, hotel facilities,Q7, respondents 2 and 6). 

Further, people in the business need to deal with the fact that this kind of tourism is not very developed in 

Italy, so customers may not feel secure to purchase such an expenses vacations without certainty of how it is. 

The reasons to not participate in the project may reside firstly in the fact that this tourism is lacking in Italy, 

secondly in the lack of resources. 

This analysis is in line with the Aczel’s Theory of Planned Behavior (2006) meaning that money constraints 

and the high expensiveness of sustainability may influence certain people to behave environmentally 

friendly. However, most of the workers of the tourism field are willing to purchase sustainable products and 

promote them as an innovation for the environment and the future generations. 

5.3 Financial Analysis 

In the project, three different types of costs will be encountered. The Park’s costs which include the 

production and distribution expenses, and the costs of operators, divided in hotel facilities and commercial 

activities at which to spend the bonuses in the package. This step is really important to analyze the 

profitability of the project and to develop the business strategies that are more convenient to produce and 

promote this project. In fact, the kit has expenses, which both the park and the partners of the project need to 

pay, even if it is for free for tourists. 

The Park will have production and distribution costs, which are calculated on the five towns and the numbers 

of hotel facilities and partners presented in the Cinque Terre. Moreover, the costs for operators will be 

different, for hotel facilities and partners. The hotel facilities will have participation expenses, based on the 

size of the facility and the number of tourists availability. This amount of money is due to finance the kit. 

The hotel may gain a reduction of consumption costs. The partners include stores in town which are 

affiliated with the cause, such as restaurants, artisanal shops, bars and pubs. They will have to pay a small 

amount of participation fee which is fixed for everyone. The Kit will bring benefits from them as it should 

increment their notoriety and bring tourists to their stores. The fees for both operators are important to 

finance the project, to pay production and distribution costs. Finally, each of the project costs are calculated 

along with revenues and explained in Appendix 6.3. 

5.3.1 Production and Marketing Costs 

The production and distribution costs regard the costs the Park as the local authority will have to pay to 

commerce the product in the territory. In order to produce the kit, it was important to contact the Park to get 

information about sustainable companies that may help to make the products. The park suggested a Piedmont 
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company, called Novamont43, which acts since 1990 in the field of sustainability and already collaborated 

with it in the past. This company already furnished the Park, with corn forks and knives, biological trashing 

bins and so on. 

To calculate how much money would be needed to finish this project, the company’s web site was checked 

out to understand if they would sell products, and another site44 linked to it was found with all the prices for 

almost every product of the kit. Moreover, the company was contacted to ask a sort of contract about the 

possible items to purchase. Each product had a great price, however we need to work with a larger amount of 

discount that normal people buy, so it was asked a discount for certain products where possible and also if 

they produced certain products that weren’t in the site. 

Further, to understand how many kits to produce, it was necessary to calculate the amount of tourists that 

reached the Cinque Terre each year. According to the data gathered by Poggi (2012), in 2011 about 130.260 

tourists arrived at the Cinque Terre and resided at one of the local hotel facilities, while the total presence 

amounted of 339.825 tourists, see Appendix 7 and 8. According to the calculus this means that 209.565 were 

daily tourists. Therefore, this numbers will be taken as the sample to calculate the overall expenses. 

To calculate the total amount of the package, the AMICOkit was discorporated to analyze each compost. The 

items are grouped in the canapé bag which contains all the products, the recycled paper pen and the block 

notes, the thermos water bottle, the pocket towel which enlarges when wet, the pocket trashing bag, the map 

of the Cinque Terre and the different coupons present in it. Moreover, it was decided to give one AMICOkit 

per each tourist, whether the costs permit it, in order to try its complete efficacy. For what concerns the 

AMICOkit, 130.260 resident tourists were taken into consideration, however this amount was brought up to 

130.500 to even it and have extra possible kits, then every item will be multiplied by this sum. 

The canapé bag costs 3,5 Euro for 50 pieces, which means 2.610 packs of 50 bags are needed, the recycled 

paper pen cost is of 0,02 Euro each, the recycled paper block notes values 0,03 Euro each, the thermos water 

bottle costs 8,00 Euro every 5 boxes which contain 50 items each; 522 boxes are required. Further, the 

towels costs 6,00 Euro every 5 boxes with 30 towels, so it is needed 870 boxes, the trashing bag costs 1 Euro 

for 50 pieces and we need 2.610 of them. Lastly, the map costs 0,01 each, while the coupons are 40 Euro 

every 6.000 coupons, meaning about 22 packages of 6.000 coupons are needed45 (See Appendix 6.1 for a 

clearer explanation on price and quantity used). 

                                                             
43 www.novamont.com 
44 www.quibio.it 
45  Even though, the amount exceeds 130.500 (it provides 132.000 coupons), it doesn’t matter because the ones which 
exceed are used for the AMICOkitmini. 
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Total AMICOkit costs46 = 3,5*2.610 + 0,02*130.500 + 0,03*130.500 + 8,00*522 + 6,00*870 + 1*2.610 + 

0,02*130.500 + 0,006*130.50047= 31.050 Euro 

Then, the costs of the AMICOkitmini were calculated based on the 209.565 people that come daily to the 

Cinque Terre, making it even to 210.000. This kit only has a very small bag, the maps and the coupons. The 

bag costs are 2.00 Euro per 50 pieces of which 4.200 are needed, the map costs are still 0,01 Euro each and 

also the coupons will be the same 0,006 Euro each (See Appendix 6.2 for a clearer vision of price and 

quantity used). 

Total AMICOkitmini costs =2,00*4.200 + 0,01*210.000 + 0,006*208.50048 + 0,006*1.50049 = 11.760 Euro 

Next, the communication costs need to be taken into account. They recall all the advertisement and publicity 

costs, as Internet, QR Codes posters, and the application for smartphones. Facebook and Twitter accounts 

already exists and are for free, so it will only be a matter of adding ads. It was estimated a sum of expenses 

of about 30.000 Euro overall, considering the web sites update with the AMICOkit description and ads, the 

QR Codes posters, according to the amount of the Park and information offices at the Cinque Terre. Lastly, 

the creation of a smartphone’s application. Also the distribution costs were calculated, considering the kits 

distribution to the offices, and hotel facilities. It amounts at about 20.000 Euro. 

5.3.2 Operators’ Costs 

In order to calculate the operators’ costs, it was defined a seasonal participation fee, between 100 and 170 

Euro for hotel facilities, depending on rooms number50 and 80 Euro for the partners. Then the overall local 

facilities distributed between hotels and partners were encountered, in order to get an idea of how many of 

them were present in the territory. This was done also because some of the respondents of the interviews 

suggested how this project should be mandatory, in order to be followed in the exact way and to really lead 

to a goal. House renters were not taken into consideration, because two private to promote something to their 

clients. Then, the different categories of hotel were taken and calculated the seasonal expenses per category 

and per operators, which will also lead to the a last earning to finance the kit. 

                                                             
46 (per 130.500 tourists) 
47 Since the amount of coupons were exceeded the needed amount, this was calculated multiplying the cost per 
coupon by number of tourists, so it means that if 6.000 coupons were costing 40 Euro, the cost per each is 0,006 Euro. 
48 This refers to the amount of coupons without the 1.500 pieces which exceeded from the AMICOkit‘s order. 
49 This is the amount of coupon exceeded from the AMICOkit’s order, which have been ordered but not included in the 
AMICOkit total costs. 
50 Facilities with less than 20 rooms are included in the lower fee  group, facilities with a number of rooms between 20 
and 40 are in the medium level, while facilities with more than 40 rooms will have to pay the highest fee. 
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Chart 1: Total Accomodation Capacity  Cinque Terre 2011

 

Source: Adapted and Translated from Poggi (2012) 

As the chart above states, the total amount of hotel facilities in the Cinque Terre refers to 453 facilities (Istat 

Secretariat, 2012), excluding the house renters showed in Appendix 9 the amount lowers to 295 (Poggi, 

2012). Since the number of the rooms is not specified it will be calculated as an average between the 

facilities in each category, per Commune (See Appendix 10-1, 10-2, 10-3). 

 Monterosso 

Room renters are 36 (3 of which are undefined class however they only have 5 rooms overall so they will be 

in the lower fee class) 16 have 60 rooms, which means about 3 or 4 each, 9 have 27, so about 3 each and 8 

have 35 rooms, meaning between 4 and 5 rooms each. There are 3 farms holidays with 11 rooms (3-4 per 

farm holidays). Further, 20 hotels are present, 3 of which have 35rooms (11-12 per hotel), 3 have 41 

rooms,(13-14 each), 12 count 341rooms with an average of 28 rooms each, and 2 have 89 rooms, about 44 

each. B&B are 12 they are not defined but they ensure the smallest fee. Lastly, there is only 1 Inn with 6 

rooms. 

The results showed that only 12 hotels will be grouped in the medium fee, and 2 in the upper fee, while the 

rest has less than 20 rooms. 

 Riomaggiore 

In Riomaggiore there are 68 room renters, 60 of which have 14 rooms ( about 4 rooms per renters), 3 have 7 

rooms, 5 not defined but they are included in the smallest fee group, because they have only one room each. 

Hotels are 9, 1 with 9 rooms, 3 with 26, more or less 8 each, 5 own 49 rooms (almost 10 per hotel). Lastly, 

only 4 B & B and 8 Inns, 7 with 29 rooms (4 each) and one with 5. The results highlight how all the hotel 

facilities possess less than 20 rooms. 
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 Vernazza 

In the Commune of Vernazza, 93 room renters, 84 with 173 (only about 2 rooms each), one with only one 

room, one with 4, and 7 undefined classes with 13 rooms in total are found. 

Moreover, the farm holidays are 4 with 19 rooms, hotels are 5, 3 with 38 rooms (12 per hotel), 2 with 13 

rooms and 32 B&B under undefined class, which is still include in the smallest fee to be paid. Also here 

facilities’ rooms don’t reach the amount of 20 each. 

According to the results gathered above, only two hotels will have to pay 150, twelve hotels 120 and the rest 

281 the lower fee. 

Total Hotel Facility costs = 2*170 + 12*140 + 281*100 = 30.120 Euro 

For analyzing the amount of commercial activities in the territory, the elaboration by RVConsulting for the 

Ente Bilaterale del Turismo della Spezia was taken in example (Appendix 11) (Ente Bilaterale del Turismo 

della Spezia, 2011). According to this chart several commercial activities are present there, however only 

Bars, Restaurants and Associated Activities will be encountered for the calculation. In the first category, 230 

activities, while 6 are the Associated Activities are included. Each of them need to pay a participation fee of 

80 Euro for entering the project. Then, this fee will be multiplied by the total amount of commercial 

activities, in order to find the overall costs for them. 

Total Commercial activity costs = 236*80 = 18.880 Euro 

The total costs for these two categories of operators are 49.000 Euro 

5.3.3 Final Balance from the project 

This section of the thesis aims to show whether a product is financially worth it. Therefore, the earnings will 

be calculated and compared to the overall costs, analyzed in previous paragraphs. Further, to better provide 

economical results, all the possible ways to get money to finance the kit will be studied, in order to be sure it 

will be financially worth it. 

This is a hard period for Italian economy, a lot of taxes need to be paid, the earnings are lowering more and 

more and money turns around less than before. The tourism field is included. Since the Park is lacking of 

money for trials projects, it was necessary to find ways to finance the kit and ensure that the product would 

have been environmentally useful. One way to gain money to balance the costs was the introduction of the 

AMICOkitmini , to reach also the daily tourists coming to the Cinque Terre. It is smaller than the original kit 

so the costs are lower. Further, this kit will be paid through the purchase of one of the Park’s cards to visit 
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the territory. It was calculated that by increasing the price of the card of about more 0,20 cents the overall 

costs of the AMICOkit will be covered, as it will be shown later. It is estimated that every daily tourist buys a 

Park’s card to visit the walking trails and the small towns. Therefore, if it is assumed that the daily tourists 

are again 210.000, this will be the amount of cards sold. Additionally, other earnings to financially sustain 

the AMICOkit project derive from the participation costs paid by hotel facilities and commercial activities. 

Lastly, the revenues will be calculated from the costs (product costs, advertising/publicity and distribution 

costs)51 and the earnings found. 

Earnings from the AMICOkitmini = 210.000*0,2024 = 43.810 Euro 

Total Earnings = 43.810 + 49.00052 = 92.810 Euro 

Final Balance = 92.810 – 92.81053 = 0 

According to the results from the analysis, the project would be perfectly balanced, without generating loss. 

This was the important information when proposing the product, because the Parco Nazionale delle 5 Terre 

didn’t have enough money to invest in a new project, while, the fact that the kits may be auto financed 

without extra money, it is an important step towards its launch. This means that no matter how many 

expenses are needed, the Park would be able to compensate costs and reduce its costs towards the cure of the 

environment thanks to the products included in the package, such as the idea of the thermos instead of 

wasting tons of plastic bottles and money to differentiate it. 

 

 

 

 

 

 

 

                                                             
51 Administrative and fixed costs, such as offices rents or salaries, were not included in the analysis. The Park already 
pays them independently from this project, further no more employees were hired or offices changes. No extra costs 
were spent and considered inherent for the analysis. 
52 Sum of the participation costs of hotel facilities and commercial activities (30.120 + 18.880 = 49.000 Euro). 
53 AMICOkit and AMICOkitmini costs, advertising costs and distribution costs (42.810 + 30.000 + 20.000 =92.810 Euro). 
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6. Discussion 

The scope of this thesis has been to investigate around the pollution issue of today through theories and data 

collection about the involvement of the tourism field in sustainability, being it one of the most polluting field 

to impact on the planet. Even if it wasn’t possible to numerically verify how much tourism has impacted on 

pollution, it is still possible to consider the comments from interviews and the findings from the survey, as a 

valid demonstration on how tourism is very close to the environment, spreading million of people every day 

to visit places and contributing to pollution (See Appendix 3). Additionally, it may also be a promoter of 

ethical and eco-friendly practices, due to the increasing trends of sustainability and the numerous consumers 

around. For this reason, it was decided to launch a kit for tourists, able to prevent waste in a certain region 

and welcoming tourists with local and eco-friendly souvenir to use during the stay. This was also a way to 

increase a non-polluting communication and attracting more customers, for instance through digital 

communication channels, as the one used for this project. the AMICOkit was developed and promoted on the 

internet, in order to reduce paper waste and get along with the online trends of digital era. 

The AMICOkit will be an innovative product, which reunites in one package several tools and services that 

could help the battle against pollution, due to the eco-friendly materials and the functionality they provide. It 

will also educate people about sustainability and the numerous possibilities of travelling to gain the benefits 

of a clean environment, since numerous costumers don’t even know what sustainable tourism is. 

In order to analyze the kit and its findings, it was necessary to investigate the research question and 

especially the effect of the AMICOkit on people’s minds and on polluting practices such as:“is there a 

possibility to change this situation or at least to improve it? What about a new “Sustainable Survival Kit”, 

full of eco-friendly products and services for tourists? Moreover, how this new kit would influence tourists 

and help the reduction of dirt?”. The concept of the AMICOkit seems to be successful, from the appreciation 

that respondents had towards this idea. Most of participants welcomed happily its use, as a method to reduce 

waste, thanks to its sustainable and souvenir products. In fact, according to the findings of the questionnaires, 

the majority of respondents was fine to use the AMICOkit and consider it as a valid and innovative solution, 

even if not enough. 

Another advantageous step regards the financial analysis and the increase of fame and commerce. The kit 

doesn’t require extra expenses, because the balance was made to overcome the costs, so it provides 0 final 

costs, which means also no environmental expenses. In fact, as the Balance Sheet says, the Park has spent 

lots of money on garbage differentiation and pick up transactions (Parco Nazionale delle Cinque Terre 

Secretariat, 2011), but the AMICOkit may reduce the costs for grabbing trash, since the products inside are 

made by biodegradable materials and don’t pollute. This will also reduce the use of carbone dioxine by 
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garbage trucks. There will be less relay on the atmosphere, and less noise and rumor produced by these 

transportation, along with less garbage waste. 

Further, it also provides less consumption for the hotels and may recall numerous tourists towards these 

coasts and towns, through the increase of economy and work, but also with the enhancement of the image of 

the Cinque Terre worldwide, an eco-friendly destination which cares of the nature and the environment. 

Finally, according to the financial analysis, it is also motivating economically, because the kit will be auto 

financed and won’t require any extra costs. In fact, the kit was done counting on overcoming the possible 

costs, and making it a usable and useful tool. Although this kit is not on the market yet and it is only a trail, it 

really has advantages to succeed and educate tourists over more eco-friendly actions. 

Moreover, whether, the Park would consider the AMICOkit also to produce revenues, then it will be possible 

to expand the business outside Italy, to other sustainable countries, such as Denmark, which was a great 

outline to understand eco-friendly practices. The idea is to internationalize the kit concept, thanks to the new 

view of different touristic utilities all in one package. Denmark and Copenhagen seems the most suitable 

places to conduct future researches. 

6.1 Further Research 

The tourism industry is evolving considerably and will grow even more in the future, so it is important to 

think larger, and try to expand the concept of a sustainable kit outside Italy. Originally, the kit was launched 

only in a small part of Italy, chosen for the location and for the tourism characteristics. However, this may 

have been a limitation to the study, while leading the project to a more global prospective could have been a 

better solution, considering the expansion of the sustainable field. For this reason, it will be taken into 

consideration the idea of developing the concept of sustainability and the image of the AMICOkit also in the 

rest of the country, with the goal of educating and making people aware of new eco-friendly possibilities. 

Additionally, this future research will be focusing on a more international study, by trying to launch the kit to 

other eco-friendly countries, such as Denmark, already involved in this issue (See Section 1). 

As explained in Section 1, Denmark is one of the most advanced country involved in the pollution and 

sustainability issue. Numerous associations of the field already experienced practices to qualify the territory, 

such as VisitDenmark Organization. They established a joint venture called Our Journey among the tourism 

industry and the different local partners related, which seems to produce an overall 12 billion of dollars at the 

end of the project. This tactic was followed in Italy, while for Denmark, working with local hotel facilities 

and activities will be encountered more on the distribution side, since the production will be done in Italy. 

The kit was given for free at the hotels there, and also daily at the Park’s offices by purchasing a Park’s card, 

while in Denmark, it would be given for free but only to residence clients. In fact, as a Europe Capital, 
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tourists will visit Copenhagen for a long stay, more than just a day. Further, since the hotel facilities in the 

Capital are a lot for a trial market only the hotels winners of the Green Key Award will be taken into 

consideration for the first analysis, while later the amount may increase also to the rest. Another reason for 

choosing them is that they already experienced sustainable tourism and this may be an advantage for the 

success of the kit. 

The kit will be the same launched in Italy, with the only difference in the map and coupons of Copenhagen 

instead of the Cinque Terre. It will contain the same items, apart for a water bottle made of corn instead of 

the thermos, and the same services to promote the Danish economy and the facilities involved in it. The 

promotion will be based on the Internet, in order to reduce paper waste of brochure and advertisement, on the 

Green Key’s website, the ones of touristic organizations and hotel facilities associated with the project. 

Further, the Information Offices all over Copenhagen will be in capability of QR Code posters with the 

explanation of the kit and the services in it. Also social network will be useful to expand this new concept, 

indeed, a description and advertisement of the tool will be found also on the Facebook and Twitter accounts 

of Visit Denmark and the hotels partnership. 

Indeed, it is necessary to visit the place and gather all the useful information to analyze Copenhagen as a 

second trial market. For this goal, an approximate SWOT analysis will be analyzed, and the marketing staff 

of the Parco Nazionale delle 5 Terre will create surveys and interviews to ask to local facilities and activities 

about the launch and the possible use of the kit, on a similar base to the one conducted in Italy. 

Copenhagen is an opportunity market, full of tourists all over the year and concerned of eco-friendliness. 

Also, the idea of a kit that reunite many sustainable products and services doesn’t exist yet and may be an 

advantageous chance to enlarge the knowledge around this issue and promote sustainability around the 

region. Further, other strengths may be associated to advantages over the players, being the AMICOkit a new 

concept, even if the launch of this new idea may be a risk itself and not be used or accepted by the 

community. It would educate customers towards new concepts, increase the Parco Nazionale delle 5 Terre’s 

earnings and export an Italian product internationally. Moreover, another possible threat may be linked to the 

amount of competitors in the market, since the city is already involved in sustainable tourism and is full of 

eco-friendly hotels. These concepts will be investigated through a qualitative and quantitative research, in 

order to understand if Copenhagen may be a good location to launch the kit internationally. 

Finally, once gathered all the data, a similar Financial Analysis to the one made at the 5 Terre will be 

conducted, considering only the production and the delivery costs. In fact, the Park will still buy the 

components of the kit from Novamont54, and deliver them to Visit Denmark, who will be in charge of the 

distribution around the city. The Park will directly contact the Danish organization, to propose this new 

                                                             
54 www.novamont.com 
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concept. If Visit Denmark accepts the kit, the price will be about 0,78 cent per kit55, including the delivery 

costs to Denmark. The distribution costs will not be encountered, because they will be a matter of Visit 

Denmark, being the Park only the vendor and not the distributor. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

                                                             
55 The Park’s cost for one kit is 0,22 cent. 
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8. Appendix Overview 

Appendix 1 – Questionnaire 

Survey about Tourism and the Environment 
I am writing my Master Thesis about sustainable tourism at Copenhagen Business School. I would 
be very grateful if you could help me by filling out this survey! It will only take a few minutes..                                            
All answers are treated anonymously. 

1) Gender  
 

2) Age       
 

3) Yearly Income      
 

4) Highest level of education 

 Primary School 

 Secondary School 

 Completed High School 

 Additional training (apprenticeship, etc) 

 Undergraduate university 

 Postgraduate university 
 

5) Nationality   
 

6) How many times do you travel during a year? 

 Once 

 Twice 

 More than 3 times 

 Less than once a year 
 

7) What kind of vacations do you usually prefer? 

 Mountain 

 Seaside 

 Countryside 

 City Sightseeing 



79 
 
 

 
8) Have you ever experienced sustainable tourism? 

 Yes 

 No 
 

8a) If no, why?                 

 

9) Would you be interested in purchasing a sustainable vacation? 

 Yes 

 No 
 

 9a) If no, why?             

 

10) Which benefits would it have? 

 Less water consumption 

 Less energy consumption 

 Reduction of waste 

 Impact on transportation (less pollution) 

 Protection of local traditions 

 Respect of the locals 
 

11) How does the following statement fit your behavior? 
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 It is important to act eco-friendly by purchasing sustainable products 

 I take care of eco-friendly labeled products 

 I try to act environmentally friendly everyday 

 If I had enough money, I would always purchase "green" products 

 I don't know enough about eco-friendly products 

 I don't care whether a product is sustainable 
 

12) How important do you think it is to be environmental friendly when purchasing the 
following products? 

  

Not 
important at 

all 

Less 
important 

Important 
Very 

important  

Everyday Essential (ex. 
Shampoo)  

    
 

Food 
 

    
 

Clothes 
 

    
 

Local Transport 
 

    
 

Travels (Vacations) 
 

    
 

 

13) How much would you be willing to pay for a sustainable product during your vacation? 

 

 

14) Would you be interested in trying AMICOkit, a sustainable kit, given for free by hotel facilities 
at your arrival? It is entirely made by eco-friendly materials. It is composed by a thermos 
water bottle, a pocket towel which becomes big when is wet, a pocket biodegradable 
trashing bag, a paper pen, a block notes made by recycled paper, a map of the surrounding 
and several services, such as coupons to be spent at the local town stores, whether the 
tourist provides less energy or water consumption, a refund in case of returning plastic 
bottles or cans and ticket discounts to visit the beauties of the territory. 
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 Yes 

 No 
 

15) This kit will be launched through the sponsorship of the Parco Nazionale delle 5 Terre at 
the Cinque Terre, La Spezia (Italy). Have you ever heard of them? 

 Yes 

 No 
 

16) Have you ever been there or would you be interested in visiting them? 

 Yes 

 No 
 

17) On the 25th of October 2011, a terrible flood hit this part of Liguria, destroying the two 
towns of Monterosso and Vernazza. Do you think that years of polluting tourism may have 
been a possible cause to this disaster? 

 Yes 

 No 
 

17a) If no, what do you think may have had an impact on it?

 

 

18) Do you think the usage of AMICOkit would be a possible solution to reduce waste and 
pollution in these places? 

 Yes 

 No 
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19) Any further suggestion to reduce pollution is welcome

 

 

Invia
 

 

Appendix 2 – Interviews 

Hotel Facilities Commercial Activities 

1. What do you think sustainable tourism 

remind to you? 

 1.What do you think sustainable tourism remind to 

you? 

2. Do you think it is enough developed at the 

Cinque Terre? 

2.Do you think it is enough developed at the Cinque 

Terre? 

3. Is sustainability useful in your business? 3.Is sustainability useful in your business? 

4. Would you be interesting in promoting the 

AMICOkit and sustain the project? It regards 

a kit, made by sustainable materials to 

incentive the preservation of the territory. 

The kit will be given for free to tourists, 

however you will have to pay a participation 

fee from 100 to 170 euro to sustain the 

cause. The kit will be composed by a 

thermos water bottle, to be filled along the 

numerous walking sides, a pocket trashing 

bag to throw waste away, a paper pen, a 

block notes made of recycled paper, a 

pocket towel which enlarges when it is wet 

4.Would you be interesting in promoting the 

AMICOkit and sustain the project? It regards a kit, 

made by sustainable materials to incentive the 

preservation of the territory. The kit will be given 

for free to tourists, however you will have to pay a 

participation fee of 80 euro to sustain the cause. The 

kit will be composed by a thermos water bottle, to 

be filled along the numerous walking sides, a pocket 

trashing bag to throw waste away, a paper pen, a 

block notes made of recycled paper, a pocket towel 

which enlarges when it is wet and a map of the 

Park’s territory. Also services will be included, such 
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and a map of the Park’s territory. Also 

services will be included, such as bonus and 

discounts for each tourist who reduces 

consumption to be spent in any of the store 

affiliated with the cause. Moreover, a refund 

in case of returning cans and plastic bottles. 

as bonus and discounts for each tourist who reduces 

consumption to be spent in any of the store affiliated 

with the cause. Moreover, a refund in case of 

returning cans and plastic bottles. 

5. What kind of benefits would it produce to 

you and your activity? (Please consider both 

environmental and economical benefits) 

5.What kind of benefits would it produce to you and 

your activity? (Please consider both environmental 

and economical benefits) 

6. Would this be your first sustainable action? 
   6.Would this be your first sustainable action? 

     6a. If No, what have you already done?     6a. If No, what have you already done? 

 

Appendix 3 – Findings from Survey 

1) Gender 

Gender 

 

M 60 45 % 

F 73 55 % 

 

2) Age 

25; 23; 24; 25; 26; 22; 22; 23; 23; 23; 80; 23; 20; 24; 23; 23; 23; 23; 26; 40; 35; 23; 23; 24; 22; 25; 24: 
35; 24; 56; 53; 25; 21; 23; 23; 21; 26; 28; 21; 52; 47; 23; 37; 34; 32; 65; 32; 46; 38; 29; 33; 29; 33; 40; 
52; 20; 47; 20; 35; 33; 32; 22; 32; 29; 33; 34; 34; 39; 37; 37; 37; 37; 27; 45; 39; 27; 33: 30; 58; 52; 69; 
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24; 55; 34; 35; 35; 70; 59; 73; 47; 40; 29; 68; 28; 28; 24; 28; 62; 31; 35; 27; 28; 58; 62; 71; 31; 45; 30; 
30; 50; 26; 40; 50; 35; 28; 56; 67; 48; 48; 33; 40; 38; 24; 30; 24; 52; 33; 47; 50; 80; 40; 34.  

 

3) Yearly Income 
 

Yearly Income 

  

 

< 15.000 60 45 % 
16.000 – 25.000 20 15 % 
26.000 – 35.000 17 13 % 
36.000 – 45.000 10 8 % 
46.000 – 55.000 6 5 % 
>55.000 20 15 % 
 

4) Highest Level of  Education 
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Primary School 0 
0 % 

Secondary School 
7 5 % 

Completed High School 
21 16 % 

Additional Training 

(apprenticeship, etc) 

7 5 % 

Undergraduate University 
47 35 % 

Postgraduate University 
48 36 % 

 
 
Highest Level of Education 

 

5) Nationality 

Italian; Portuguese; Danish; Uzbekistan; Russian; Italy; Italian; Italian; Papua New Giunea; Italian; 

Italian; Italian; Italian; German; Italian; Russian; German; South African; Italian; Italian; Italian; 

Danish; Spanish; Italy; Italian; American; Italian; American; Italian; German; Mexican; Italian; 

Italian; Mexican, Italian; French; Italian; Italian; Italian; Italy; Italian; Italy; Italian; Italian; Italian; 

Italy; Italian; Italy; Italian; Italian; Italian; Italian; Italy; Italian; Italy; Italian; Italian; Italian; Italy; 

Italian; American; Italian; Italian: Italian; Italian; Italian; Italian; Italy; USA; Italian; Italian; Italian; 

Italian; Italian; American; Italian; Italian; Italian; Italian; Italy; Australian; Italian; Italian; Italian; 

US; Italian; USA; USA; Italy; British; USA; USA; USA; Italian; British; Canadian; USA; USA; 

USA; Australian; British; British; Canadian; Italian; Italian; Italian; Danish; Italian; Italian; Italian; 
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German; Danish; German; Italian; Danish; USA; USA; Italian; Italian; Italian; Italian; Italian; 

Italian; German; Turkish; German; Italian; Italian; Italian; German. 

 

6) How many times do you travel during a year? 

 

How many times do you travel during a year? 

 
 

 

Once 10 8 % 

Twice 
47 35 % 

More than 3 times 
67 50 % 

Less than once a 

year 

5 4 % 

 

7) What Kind of vacation do you usually prefer? 

 

What kind of vacation do you usually prefer? 
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Mountain 16 12 % 

Seaside 
64 48 % 

Countryside 
12 9 % 

City Sightseeing 
36 27 % 

 

8) Have you ever experienced sustainable tourism? 

 

Have you ever experienced sustainable tourism? 

 

 

Yes 
61 46 % 

No 
69 52 % 

 

8a) If no, why? 

I think very little tourism is really sustainable, it also depends how you define "sustainable". If I go 

skiing, I think it is not very sustainable, also some resorts may have some actions; Didn't care about that 

since now; Never found anything sustainable. I don't know what is meant for sustainable tourism; I am 

not familiar with this type of tourism; What is it??? ; I don't care; I didn't care; I didn't know about and 

never had the chance to try it; I've never heard about sustainable tourism; Honestly I have no idea about 

what it is; Not enough information available on the internet in case you want to plan your own holidays; 

I think nobody cares about it in Italy; I have no information about it, maybe if I will, I will try; No 



88 
 
 

knowledge about sustainable tourism methods; Didn’t care; I have never thought about it, there is no 

much info about it; I don’t have enough info about it and about the possibility of doing it; No 

opportunity; I don’t know; I’ve never heard of it; Never interested; I guess because there is not a big 

offer; Usually I plan my vacation by myself; Never knew about; I never heard of an offer for a 

sustainable vacation; Because I never thought about it; Sustainable tourism is not so developed in Italy; 

Less known than traditional vacations; Never had the opportunity; I never think of it; I never ha the 

occasion to do a sustainable holiday; I never think about it; Didn’t have the occasion yet; I never had the 

occasion, but I’ve nothing against it; I don’t know it; I had no chance to try it; No specific occasion; I 

don’t know what exactly is; Not info about it; Don’t know what it is; I never organize my holidays, I 

only book the airplane ticket; It has never been proposed; Never heard of sustainable products; Never 

heard of it; Never had the opportunity; Not sure if it works or if it is really sustainable; Never happened; 

Didn’t know about it; Didn’t know about it; I didn’t care; Never thought of it; Not enough info about it; 

Actually, I didn’t know enough about it or never looked for it; I’ve never been interested in it in the past, 

but I guess it’s important in the world of today; I’ve never thought of it; I never had the chance to do it; I 

didn’t know about this new practice; I didn’t know about it; No interest in it; I didn’t care; Never known 

what it was. 

9) Would you be interested in purchasing a sustainable vacation? 

 

Would you be interested in purchasing a sustainable vacation? 

 
 

Yes 111 83 % 

No 
18 14 % 

 

9a) If no, why? 

I bet it would be just a label put on a holiday offer which will make it more expensive without 

actually benefit in any way the country/city I'm visiting; Nobody offered me that, spending my own 
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time to investigate it - is less sustainable in the end regarding my internet consumption;  What's a 

sustainable vacation???; I don't care; How would that look like?; Don't know; I was not very 

concerning about that before; Don’t want to compromise the only vacation I do; My vacations are 

determined by interest in a country or a city. If it is sustainable all the better, but it wouldn’t be a key 

driver in deciding where to go for a vacation; Don’t know what it is; I don’t know about 

sustainability; Costs are too high; This is not a criteria in choosing a vacation; I don’t need it; 

Probably, it would be too expensive for me. 

 

10) Which benefits would it have? 

 

Which benefits would it have? 

 
 

Less water consumption 4 3 % 

Less energy consumption 
27 20 % 

Reduction of waste 
39 29 % 

Impact on transportation (less 

pollution) 

15 11 % 

Protection of local traditions 
25 19 % 

Respect of the locals 
17 13 % 

 

11)  How does the following statement fit your behavior? 
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How does the following statement fit your behavior? 

 
 

It is important to act eco-
friendly by purchasing 
sustainable products 

27 
20 % 

I take care of eco-friendly 
labeled products 

14 11 % 

I try to act environmentally 
friendly everyday 

44 33 % 

If I had enough money, I would 
always purchase "green" 
products 

18 14 % 

I don't know enough about eco-
friendly products 

22 17 % 

I don't care whether a product is 
sustainable 

5 4 % 

 

12) How important do you think it is to be environmental friendly when purchasing the following 

products?  

 

- Everyday Essential (ex. Shampoo) 

How important do you think it is to be environmental friendly when purchasing Every day 

Essentials?  
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Not important al all 9 7 % 

Less Important 
35 26 % 

Important 
49 37 % 

Very important 
35 26 % 

 

- Food 

How important do you think it is to be environmental friendly when purchasing Food? 

 
 

 

 

 

- Clothes 

Not important al all 3 2 % 

Less Important 
16 12 % 

Important 
63 47 % 

Very important 
47 35 % 
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How important do you think it is to be environmental friendly when purchasing Clothes? 

 
 

 

 

 

 

 

 

 

 

- Local Transport 

How important do you think it is to be environmental friendly when purchasing Local Transport? 

 
 

 

 

 

 

- 

ravels (Vacation) 

 

Not important al all 7 5 % 

Less Important 
54 41 % 

Important 
55 41 % 

Very important 
11 8 % 

Not important al all 1 1 % 

Less Important 
7 5 % 

Important 
58 44 % 

Very important 
62 47 % 
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How important do you think it is to be environmental friendly when purchasing Travels? 

 
 

 

 

 

 

 

 

 

13) How much would you be willing to pay for a sustainable vacation? 

100 €; 100; Not much, depending on the product; Depends on the situation; 20; No answer; No 

answer; 50; 100; 30; The same as for a non-sustainable one; 8 €; Don't know; Depends what kind of 

product!!! ; 0; 2000; 4 euro; 20E; 100; 10; 200; It depends on the product; 200; 1000; 10 euro; 50; 

200; 20; 100; 100; 40; 150 E; 10% more; Less than in my country; 100 E; 10% more; 1000; 500 

euro; 10; 500 euro; Not too much; 100; no answer; xxx; 25E; Depends on the product; 10 euro; 5 

euro; 10 euro; Depends on the item; 500 euro; 50; 100 euro; 20 Euro; 10%; Depends what it is, for 

example 12 euro for essential products; 5; 5euro; 10; 150; 100 euro; All; Unable to answer; More 

than the cost of  regular product; Up to 50% more than non-sustainable products; It depends what 

product it is; 1/3 more than the average price; Don’t know; 10 euro; Same as unsustainable; 5% more 

than unsustainable; Question too ambiguous to answer; Same as non sustainable products; 5-10% 

more than unsustainable; 100; 100; 300; 20 euro; 100; 100; 350; 20; 100; 60; 30; 30; 40; 50; 400 

euro; 30 euro; 20E; 30; 200; 10 euro; 500; 50; 20 Euro; 30; 100. 

 

14)  Would you be interesting in trying the AMICOKIT, a biodegradable kit, given for free by hotel 

facilities at your arrival? 

Would you be interesting in trying the AMICOKIT, a biodegradable kit, given for free by hotel 

facilities at your arrival? 

Not important al all 7 5 % 

Less Important 
26 20 % 

Important 
78 59 % 

Very important 
17 13 % 
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Yes 
111 83 % 

No 
17 13 % 

 

15) This kit will be launched through the sponsorship of the Parco Nazionale delle 5 Terre at the Cinque 

Terre, La Spezia (Italy). Have you ever heard of them? 

 

This kit will be launched through the sponsorship of the Parco Nazionale delle 5 Terre at the Cinque 

Terre, La Spezia (Italy). Have you ever heard of them? 

 
 

Yes 85 64 % 

No 
39 29 % 

 

16) Have you ever been interested in visiting them? 

 

Have you ever been interested in visiting them? 
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Yes 115 86 % 

No 
14 11 % 

 

17) On the 25th of October 2011, a terrible flood hit this part of Liguria, destroying the two towns of 

Monterosso and Vernazza. Do you think that years of polluting tourism may have been a possible 

cause to this disaster? 

 

On the 25th of October 2011, a terrible flood hit this part of Liguria, destroying the two towns of 

Monterosso and Vernazza. Do you think that years of polluting tourism may have been a possible 

cause to this disaster? 

 
 

 

Yes 84 63 % 

No 
45 34 % 

 

17a) If no, what do you think may have had an impact on it? 
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Not sure but don't think so, it was 99% a natural disaster, I don't really know what could be the 

connection between this two elements; Years of lacking investments to clean and maintain public 

infrastructure; I think it's too early to claim pollution for every natural disaster. If this becomes a 

common event from henceforth then yes, it could be concluded that pollution has resulted in global 

warming, resulting in this event. However, it is too soon to conclude that. There are several other factors 

that influence a flood. For instance, if the drains were poorly built and couldn't drain water. Then, with 

the expansion of cities, there is less land to soak up the water, meaning it is easily accumulated in critical 

spots throughout the city, creating floods; All the environmental disasters are caused by a huge massive 

of reasons, even if pollution has an indirect effect on it, it may be small; Geological position of the 

territory and lacking prevention of security from local authorities; Not only tourism, but everything we 

are doing every day has a negative impact on climate change. CO2 production has an impact on climate 

change and heating up the atmosphere, so all of these factors contribute to environmental catastrophes; I 

don’t know enough about it; Movements in the earth; Nature events; It may have been a normal flood 

which occurs from time to time, or because of the change of the global climate; Abusive constructions, 

Too much rain; Bad weather; Bad weather; Natural causes; More than polluting tourism, it is a kind of 

politic of infrastructures construction for the every need of the population living there, as roads or 

shopping centers; Bad local regulamentation and maintenance services; The nature and the destiny; The 

bad way to build; Large amount of water precipitated in a few hours and landslides created by the 

mountains above; Global warming; Lack of preventive measures that should have been taken by the 

Comune or the Region, such as clearing away of brush, branches debris, and the lack of maintenance of 

the underground seers and levees; The torrential downpours; Poor constructing facility; 20 inches of rain 

in 4 hours; Extraordinary quantity of rain, combined to particular conformation of land; Climate 

situation; Natural water outlet of the village; Irresponsible removal of trees and plants; Natural causes; 

Exceptional rainfall; Natural disaster but it need to be prevented by good infrastructures; Lack of 

infrastructures, Natural disaster; Change in amount of water, bad maintenance of runoff area, unstable 

ground works and bad luck; Loss of trees holding soil; Global warming, not caused only by tourism but 

by everyday life; Natural phenomenon; Climate change; Global changes and weather patterns; Years of 

pollution overall may have contributed; It is not tourism itself, but choices made by local politics to 

“improve” it. Most of the land is abandoned, riverbeds are never cleaned; It is not the only cause; There 

are so many causes; I don’t think it can be declared as the only possible cause.  

18) Do you think the usage of AMICOkit would be a possible solution to reduce waste and pollution in 
these places? 
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Do you think the usage of AMICOkit would be a possible solution to reduce waste and pollution in 
these places? 

 
 
 
Yes 96 72 % 

No 
33 25 % 

 
 

19) Any further suggestion to reduce pollution is welcome 
Propose tours with a guide in mountains, kayak and mountain biking routes. Furthermore, innovative 
Hotels with solar panels, geothermal energy and biological products would be the most attractive for 
me to combine my holidays with a sustainable vacation; People's Education Government Policy; 
Choose eco-friendly locations and use sustainable transportation; It is up to the individual sensibility 
and awareness; Pay more attention to any waste of energy/toxic substance, use of green chemistry, 
less deforestation and more incentive payments on green vehicle; Increment the usage of less 
polluting transportations, less energy and water consumption, and plastic production; Stop plastic 
bottles; No petrol, no big ship in front of it or use electric trains on the railway; Improve electrical 
transports and reduce the possibility to build parking lots and buildings; More responsibility by each 
inhabitants and local entities; Electric cars and eco-soap; More education, also through the aid of 
tour operators and agencies; Information on recycling locations and system for the area; More trash 
cans and recycling; More recycling bins on the trails; Change people’s mindset to be more conscious 
of their surrounding; Organize a serious and proper waste collection and educate people about it. 
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Appendix 4 – Graphics of Combinations of Questions 

 

Chart 4-1: Gender and willingness to purchase of a sustainable vacation. 

 

Chart 4-2: Yearly Income, Highest Level of Education and willingness to purchase of a sustainable vacation. 
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Chart 4-3: Age and willingness to purchase a sustainable vacation. 

 

 

Chart 4-4: Times to travels and knowledge of the Cinque Terre. 
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Chart 4-5: Highest Level of Education and tourism as cause of disaster. 

 

Appendix 5 - Findings from Interviews 

Hotel Facilities 

1. What does sustainable tourism remind to you? 

Respondent 1: Less consumption, less pollution, less waste. 

Respondent 2: Respect of the planet and the environment. 

Respondent 3: Energy savings, less pollution and safeguard of the natural beauties of the Cinque Terre. 

Respondent 4: It is a way to reduce water and energy consumption and educates customers towards respect 

of the environment. 

Respondent 5: Less waste of water, using other eco-friendly modes of transportation, to reduce 

consumption of carbon dioxide and promote more sustainable ways to live lives. 

Respondent 6: Protect the environment, energy saving, differentiation of waste, organic and biological 

products, so called km 0 products. 
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2. Do you think it is developed enough at the Cinque Terre? 

Respondent 1: Yes, although can be done better. 

Respondent 2: No. However, the Park had started several sustainable actions, such as the use of organic 

products, recycled paper or low consumption lamps. But with the old President dismissed, it is hard to keep 

going into that direction. 

Respondent 3: No. 

Respondent 4: Yes, it is widely developed in my opinion. 

Respondent 5: Yes, however much can be done. We are dislocated and can auto financing through money 

and own production food, but the City Hall could help more. 

Respondent 6: No, not now. In the past it was much better, since there is a committee to guide the Park 

everything has been leaving to its destiny. 

3. Is it sustainability important in your business? 

Respondent 1: Yes, it may be. 

Respondent 2: Yes, it qualifies the territory and my hotel too. 

Respondent 3: Yes, it provides less consumption and less expenses. 

Respondent 4: Yes, it reduces costs and increase revenues. 

Respondent 5: Yes very much. 

Respondent 6: Yes. It qualifies the place, the tourism and the environment, plus increases the sensitiveness 

of tourists. 

4. Would you be interesting in promoting the AMICOkit and sustain the project? It regards a 

kit, made by sustainable materials to incentive the preservation of the territory. The kit will be 

given for free to tourists, however you will have to pay a participation fee from 100 to 170 euro 

to sustain the cause. The kit will be composed by a thermos water bottle, to be filled along the 

numerous walking sides, a pocket trashing bag to throw waste away, a paper pen, a block notes 

made of recycled paper, a pocket towel which enlarges when it is wet and a map of the Park’s 

territory. Also services will be included, such as bonus and discounts for each tourist who 
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reduces consumption to be spent in any of the store affiliated with the cause. Moreover, a 

refund in case of returning cans and plastic bottles. 

Respondent 1: No, because my B&B is not big enough to require a reduction of consumption. I have 

already very low consumption with only 3 rooms. So it will be only a loss of money. 

Respondent 2: Yes, but it should be mandatory for everyone in the business to really reach the goal. 

Respondent 3: Yes, it seems a good idea to start with and to educate customers to more respect of the 

environment. 

Respondent 4: Yes. 

Respondent 5: Yes. 

Respondent 6:  Yes but it should be made mandatory by the Park. 

5. What kind of benefits would it produce to you and your activity? (Please consider both 

environmental and economical benefits) 

Respondent 1:  / 

Respondent 2: I don’t think it will bring so many economical benefits, but much more environmental 

benefits, such as less pollution and use of natural products. 

Respondent 3: Economical about less consumption and so less expenses, while environmental about the 

reduction of pollution. 

Respondent 4: it increase revenues and educate tourist. Although, it should be sponsored a lot maybe 

through the Internet, to reach more people. 

Respondent 5:.Ecomical benefits regard savings or education of people, while environmental ones to 

incentive the use of the ground in a more natural and positive way. 

Respondent 6:  Economical benefits such as less consumption and partly costs; environmental are more 

such as less pollution and incentives to not waste and dirt. 

6. Would this be your first sustainable action? 

Respondent 1:  / 
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Respondent 2: No. 

Respondent 3: Yes. 

Respondent 4: Yes. 

Respondent 5: No. 

Respondent 6: No. 

7. If No, what have you already done? 

Respondent 1:  / 

Respondent 2: Biological breakfasts, energy savings also with less consumption lamps, dosages for 

biological detergents, differentiation of waste. Although most of these products were definitely to expenses 

and if they weren’t mandatory I would have purchased other tools. 

Respondent 3: / 

Respondent 4: / 

Respondent 5:  Reuse of animal garbage to feed the ground, differentiation of waste and Km0 products. 

Respondent 6: Biological breakfasts, less consumption lamps or automatic room lights key. The less 

consumption lamps were very expenses and ugly compared to their aspects. 

 

Commercial Activities 

1. What does sustainable tourism remind to you? 

Respondent 1: Act in a friendly way towards the environment, with less pollution and less waste. 

Respondent 2:. Protect the environment, energy saving, differentiation of waste, organic and biological 

products. 

Respondent 3:  less pollution, other ways of transports. 

Respondent 4: It is a way to reduce water and energy consumption and educates customers towards respect 

of the environment. 
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Respondent 5: Less waste, using other eco-friendly modes of transportation, promote more sustainable 

ways of living with the nature. 

Respondent 6:. Respect of the environment and less consumption. 

2. Do you think it is developed enough at the Cinque Terre? 

Respondent 1: No, it is not used by costumers which re not even motivated to try it and don’t even know 

what it exactly is. 

Respondent 2: No. Absolutely. 

Respondent 3: Kind of, but people and associations could do more. 

Respondent 4: No, it was wider developed few years ago. 

Respondent 5: No, much better can be done. 

Respondent 6: No, even though someone is still doing sustainable actions and reduces consumption. There 

should be more aid from the Park. 

3. Is it sustainability important in your business? 

Respondent 1:.Yes, it reduces consumption and brings benefits to the environment and to us. 

Respondent 2: Yes, it qualifies the territory. 

Respondent 3:. Not much if it is related to what I do as a barman, but certainly it is important in the concept 

of the overall town. 

Respondent 4: Yes, it reduces costs and increase revenues. 

Respondent 5: Yes, it provides less consumption and less expenses. 

Respondent 6: Yes. It qualifies the place, the tourism and the environmental activities present in it. 

4. Would you be interesting in promoting the AMICOkit and sustain the project? It regards a kit, 

made by sustainable materials to incentive the preservation of the territory. The kit will be 

given for free to tourists, however you will have to pay a participation fee of 80 euro to sustain 

the cause. The kit will be composed by a thermos water bottle, to be filled along the numerous 

walking sides, a pocket trashing bag to throw waste away, a paper pen, a block notes made of 
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recycled paper, a pocket towel which enlarges when it is wet and a map of the Park’s territory. 

Also services will be included, such as bonus and discounts for each tourist who reduces 

consumption to be spent in any of the store affiliated with the cause. Moreover, a refund in 

case of returning cans and plastic bottles. 

Respondent 1: Yes because customers will be incentivized to purchase in my store thanks to the cost 

reduction of coupons. 

Respondent 2: Yes. 

Respondent 3: Yes very much. 

Respondent 4: Yes. 

Respondent 5: Yes. 

Respondent 6:  Yes because it will attract customers to my store.. 

5. What kind of benefits would it produce to you and your activity? (Please consider both 

environmental and economical benefits) 

Respondent 1:  Reduction of pollution and more business for my activity. 

Respondent 2:  Reduce of pollution, more knowledge of sustainability, while economically it will enhance 

revenues through giving customers discounts and attracting them into my shop. 

Respondent 3: It is an incentive to commerce and tourism. 

Respondent 4: It increase the knowledge of my shop and brings clients. However, it should be sponsored 

more maybe through the Internet. 

Respondent 5:.Ecomical benefits regard bringing more people and more work, while environmental it 

serves to sensibilize people after the flood. 

Respondent 6:  Economical benefits regard earnings such as buying more Ligurian pastries thnks to the 

discounts, while environmental bring less pollution and incentive to not waste and dirt. 

6. Would this be your first sustainable action? 

Respondent 1:  No 
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Respondent 2: No. 

Respondent 3: Yes. 

Respondent 4: No. 

Respondent 5: Yes. 

Respondent 6: No. 

7. If No, what have you already done? 

Respondent 1:  I started to use LED lamps, which are less consumption. 

Respondent 2: I don’t use chemical products in my vineyards. 

Respondent 3: / 

Respondent 4: I do it every day by using natural products to create my works. 

Respondent 5:  / 

Respondent 6: We already use biological and local products, such as lemons and grapes. 

Appendix 6- Financial Analysis 

6.1 AMICOkit Price/ Quantity Table 

Items Quantity Price/Q Quantity 

Needed 

Price/QN TOTAL 

Canape bag 50 Packs of 

50 Bags 

3,5 E 2.610 Packs 3,5*2.610 =  
9.135 E 

Paper pen 1 Pen 0,02 cent 130.500 

Pens 

0,02*130.500 =  
2.610 E 

Recycled 

block notes 

1 Block 

Notes 

0,03 cent 130.500 

Block Notes 

0,03*130.500 = 
3.915 E 
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Thermos  5 Boxes of 

50 Thermos 

8,00 E 522 Boxes 8,00*522 = 
4.176 E 

Towels 5 Boxes of 

30 Towels 

6,00 E 870 Boxes 6,00*870 = 
5.220 E 

Trashing 

bag 

50 Trashing 

Bag 

1,00 E 2.610 Bags 1*2.610  
2.610 E 

Maps 1 Map 0,01 cent 130.500 

Maps 

0,02*130.500 =  
2.610 E 

Coupons Every 6,000 

Coupons 

40,00 E 130.500 

Coupons 

0,006 x 130.500 =  
783 E 
 
 
 

 
31.050 E 

 

Source: Personal Elaboration 

6.2 AMICOkit mini Price/Quantity Table 

Items Quantity Price/Q Quantity 

Needed 

Price/QN TOTAL 

Bags Every pack of 

50 Bags 

2,00 E 4.200 packs 2,00*4.200 = 8.400 E 

Maps 1 Map 0,01 cent 210.000 Maps 0,01*210.000 

= 

2.100 E 

Coupons 1 Coupon 0,006 E 210.000 

Coupons 

0,006*210.000 

= 

1.260 E 

 

11.760 E 
 

Source: Personal Elaboration 

6.3 Final Balance of Revenues and Costs Table  
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Total Costs of the AMICOkit  

Total Costs of the AMICOkit mini 

Publicity and Marketing Costs 

Distribution costs 

Total 

   31.050,00 

   11.760,00 

   30.000,00 

   20.000,00 

   92.810,00 

 

 

 

 

 

 

 

 

 

 

Participation fees earned from hotel facilities 

Participation fees earned from commercial activities 

Increase of the daily ticket to visit the Park 

Total 

30.120,00 

18.880,00 

43.810,00  

92.810,00 

Total Costs of the 
AMICOkit

Total Costs of the 
AMICOkit mini

Publicity and Marketing 
Costs

Distribution Costs
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Source: Personal Elaboration 

Appendix 7- Total Arrivals at the Cinque Terre 2005-2011 

 

Source: Adapted and translated from Poggi (2012) 

Appendix 8- Total Presence at the Cinque Terre 2005-2011 
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Source: Adapted and translated from Poggi (2012) 

Appendix 9 – Accomodation Capacity per Category and Area 2011 

 

Source: Adapted and translated from Poggi (2012) 

Appendix 10- Accomodation Capacity per Commune 

10.1. Monterosso 
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Tot Facilities Commune Category Class N. Accom Rec N. Beds  N. Rooms  

 
MONTEROSSO 

  
73 1.299 689 

  
Room Renters 

 
36 233 127 

   
° 116 109 60 

   
°° 9 48 27 

   
°°° 8 67 35 

   

Not 
Defined 3 9 5 

       
  

Farm Holiday 
 

3 32 11 

  
Hotels 

 
20 935 506 

   
* 3 58 35 

   
** 3 70 41 

   
*** 12 632 341 

   
**** 2 175 89 

  

Bed & 
Breakfast 

 
12 0 0 

   

Not 
Defined 12 0 0 

  
Inns 

 
1 11 6 

   
*** 1 11 6 

Source: Adapted and translated from Istat-TUR (2012) 

10.2. Riomaggiore 

Tot Facilities Commune Category Class N. Accom Rec N. Beds  N. Rooms  

 
RIOMAGGIORE 

  
220 1.059 439 

  
Room Renters 

 
68 287 153 

   
° 60 263 141 

   
°° 3 13 7 

  
Hotels 

 
9 160 84 

   
* 1 17 9 

   
** 3 46 26 

   
*** 5 97 49 

  

Bed & 
Breakfast 

 
4 0 0 

   

Not 
Defined 4 0 0 

  
Inns 

 
8 61 34 

   
** 7 51 29 

   
*** 1 10 5 

Source: Adapted and translated from Istat- TUR (2012) 

10.3. Vernazza 
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Tot Facilities Commune Category Class N. Accom Rec N. Beds  N. Rooms  

 
VERNAZZA 

  
160 632 313 

  
Room Renters 

 
93 335 191 

   
° 84 302 173 

   
°° 1 2 1 

   
°°° 1 7 4 

   

Not 
Defined 7 24 13 

       
  

Farm Holiday 
 

4 45 19 

  
Hotels 

 
5 81 51 

   
* 3 59 38 

   
** 2 22 13 

  

Bed & 
Breakfast 

 
32 7 4 

   

Not 
Defined 32 7 4 

Source: Adapted and translated from Istat-TUR (2012) 

Appendix 11 – Commercial Activities Cinque Terre 2011 

Typology Gulf Riviera 

Cinque Terre 

Val di Magra Val di Vara Total 

Accomodations 95 230 45 49 419 

Bar, restaurants 767 230 401 146 1.544 

Adv, TO, guides 36 8 14 4 62 

Bathing 

establishments 

12 17 17 0 46 

Linked activities 61 6 35 6 108 

Total 971 491 512 205 2.179 

Source: Adapted and translated from Ente Bilaterale del Turismo della Spezia (2011) 

Appendix 12 – Financial Analysis Denmark 
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Items Quantity Price/Q Quantity 

Needed 

Price/QN TOTAL 

AMICOkit 

  

1 Kit 0,78 E 454.99156 Kits 

 

0,78* 454.991 

= 

 354.893  E 

 

  354.893   E 
 

 

                                                             
56 This data was gathered by RVConsulting through the contact of the Tourism Information Copenhagen Visitor Centre, 
and refers to the annual sum of the three biggest countries of tourism provenience to Copenhagen in 2011, Italy, 
Spain and France. 


