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4 ENVIRONMEN T

Sustainability would be a crucial part of the project and it would show In
two ways. First one would be how the activity is planned and executed.

e routes are designed to honor the nature and avoid sensitive habitats

e Group sizes would be small (maximum of 10 people)

e the activity would use no motorized equipment ——> zero emissions

e Participants are told about the environment and educated as part of
the tour

Second way Is that we would collaborate with the local accommodations,
tavernas and fishermen. Fishermen would join for the walk a bit and for
example tell people about their livelihood in the area.



O BIRANI]) “Walk with the Sea”

Ammouliani Blue Paths positions itself as a slow, sensory, and sustainable coastal experience.

The identity is built around:
Gentle exploration, Connection to your surraundings and mindful travel that respects nature and local life.

The brand communicates calmness, authenticity, and care — aligning with Ammouliani’s small-island character and
environmental sensitivity.

Target Audience: People who appreciate slow meaningful experiences and are interested in nature and smaller
cozier islands and activities.

Primary target groups:
e Primary target groups:
e Eco-conscious travelers seeking meaningful experiences
e Cultural and slow-travel tourists
e Visitors outside peak summer season (spring/autumn)
e Senior travelers (low physical demand)
e Digital detox seekers
e The concept intentionally avoids mass tourism and adrenaline-seeking audiences.
- Finding them through social media campaings and co-operating with the ammouliani hotels



0. BUSINESS

Revenue would be generated primarily through:

Tour fees (per person pricing)

Premium themed walks, which would cost more (sunset walks, photography walks)
Package deals with:

ocal hotels and guesthouses

tavernas (post-walk meals)

Key growth opportunities:

- xpanding to seasonal offerings (spring/autumn focus)

Developing educational versions for schools or universities

Replicating the concept on other small Greek islands under the same brand framework —>
The brand could evolve into a micro—-network of coastal walking experiences rather than a
single location product. Could be easy to do in Greek small islands.

Risks and challenges would include dependence on weather conditions, Safety concerns
(slippery rocks, weather changes) and that the concept may be perceived as “too slow” or
niche - these can be overcome with careful planning, off-season marketing and strong
storytelling and branding






