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INTRODUCTION AND CONTEX

A Quick Approach to Accessible and Inclusive Tourism in Protected Natural Areas

As stated in the UN Convention on the Rights of Persons with Disabilities, “Disability is not an intrinsic
characteristic of the individual, but the negative and variable result of the interaction between the person,
with his or her physical, mental, intellectual, relational or sensory characteristics, and the barriers, material
or immaterial, posed by the contexts in which he or she lives.” This foundational understanding highlights a
crucial truth: context is the variable that determines difficulty. When barriers are removed, participation
becomes possible, and opportunities for meaningful engagement emerge.

Accessible and inclusive tourism ensures that everyone can participate fully in travel and leisure activities.
This approach not only fulfills ethical and legal responsibilities but also fosters social equity and enriches the
tourism experience for all. However, not all tourism sites are prepared in this respect. For example, natural
areas often pose challenges due to their rugged terrains and traditional designs; consequently, accessible
tourism in nature therefore involves innovative solutions to make these spaces navigable and enjoyable for
visitors with physical, sensory, or cognitive disabilities. Nevertheless, investment has not been enough and
they frequently lack convenient infrastructure to guarantee tourism activities are for all.

Natural area guides and tourism operators also play a critical role in bridging the gap between accessibility
challenges and inclusive experiences. By adopting inclusive design principles, they ensure that trails, visitor
centers, and activities are accessible to all. Guides can foster meaningful connections by adapting
interpretative methods to meet diverse needs, using tactile, visual, or auditory tools, and providing tailored
services. Operators, in turn, can create systemic inclusivity through training, collaboration with
stakeholders, and embedding accessibility in the design of services and infrastructure.

Within this context, the DIANA project - Developing_Inclusive and Accessible Natural Areas emerges as an
initiative aimed at making natural areas accessible and inclusive. This Erasmus+ project (KA210 VET —
Small-scale partnerships in vocational education and training project) is being implemented by three
European organisations from Italy, Macedonia, and Spain and it combines research, stakeholder
engagement, and best practices to create a comprehensive framework for inclusive tourism. Central to the
DIANA project is the development of a training toolkit designed to empower guides, operators, and park
managers with the skills and knowledge to deliver accessible tourism experiences. The toolkit includes
actionable strategies and practical tools to address physical, cognitive, and sensory accessibility, aligning
with sustainability and universal design principles.

This training toolkit has been designed with versatility in mind, allowing for both global and partial use. Each
module has been developed as a standalone training pill, enabling users to select and implement the
specific content most relevant to their needs. Whether used in its entirety for a comprehensive approach
to accessible and inclusive tourism in natural areas or employed individually to address specific gaps or
training objectives, the toolkit offers flexibility and practicality for diverse contexts and audiences. This
modular structure ensures that the toolkit adapts seamlessly to various educational, operational, and
organizational settings.

Through its focus on training and innovation, the DIANA project underscores the importance of collective
action in transforming natural tourism into an inclusive sector. This toolkit is not just a resource; it is a call to
action for the tourism industry to embrace accessibility as a core value, ensuring that everyone has the
opportunity to connect with nature on their own terms.



https://dianaerasmus.eu/

Core Objectives of the Toolkit

1. Understanding Accessibility and Inclusivity: Raise awareness of the importance of accessible
tourism in natural areas and ensure guides, tour operators and other participants understand the needs
of people with physical, cognitive, and sensory disabilities.

2. Developing Skills for Accessible Inclusive Tourism: Equip nature guides, heritage interpreters,
interpretive hosts, tourism operators, and park managers with the knowledge and practical skills
needed to deliver inclusive tourism experiences.

3.Implementing Accessible Infrastructure and Services: Provide actionable strategies for improving
the physical, cognitive, and sensory accessibility of natural environments and services.

4.Promoting Sustainability and Collaboration: Ensure that accessibility improvements are aligned with

sustainability goals and foster collaboration between stakeholders, including local communities,

disability organizations (attention to people with functional diversities), and environmental bodies.




TRAINING MODULES

PART TWO - ACCESSIBILITY AND INCLUSIVITY IN ACTION: KEY TOOLS READY TO
PUT INTO PRACTICE

Module 8: Marketing and Promoting Accessible and Inclusive Tourism

Summary

This module aims to equip participants with practical and theoretical knowledge to effectively market
tourism services that cater to all individuals, emphasizing inclusivity and accessibility in promotional efforts.

Module 8 centers on marketing accessible tourism services, offering strategies to attract tourists with
diverse needs. It emphasizes using digital platforms and social media to promote inclusivity, reaching a
broad audience with content showcasing accessibility.

Special events and initiatives, like the Inclusive Smart Tourism project in North Macedonia, are highlighted
as effective ways to raise awareness and enhance a destination’s reputation for inclusivity. Successful case

studies are also shared, demonstrating campaigns that successfully attracted diverse groups.

To conclude, participants create a "communication pil," a short, impactful message to promote their
services from an accessible perspective, allowing them to put these concepts into practice.

1.Strategies for marketing accessible tourism services.

1.1.The concept of the strategic marketing plan.

The strategic marketing plan for accessible services in the tourism and leisure sectors is based on the
deep knowledge of the leisure and tourism demand markets, by using tools of market information and
market intelligence.

Market intelligence is the information we have on a specific market (e.g. senior/ silver people segment,
WHOP-Wealthy Healthy Old People segment, people with reduced mobility segment). With this information
we build the strategic marketing plan and the operational marketing plan for any kind of accessible tourism
services.

Within the strategic plan, we define strategies oriented to notoriety (quantitative), as to strategies oriented
to positioning and branding recognition (qualitative). The strategic lines (for example, the seasonality of a
particular segment of the demand) are based in the trends and the market intelligence previously
identified.

Within the operational plan, we define the different market entry activities to be implemented (for example,
a digital marketing campaign or the participation in a trade fair on accessible tourism). We need in any

case to establish a balanced combination between offline and online strategies and actions.




1.2.Market information and market intelligence.

Market intelligence is the information we have on the market, once it has been interpreted by sector
experts (e.g in sports, culture, nature, product placement, distribution channels). The market intelligence
serves us to take informed marketing and promotion decisions (e.g. the preferential communication
channels utilized by a specific segment of the population or the tourism demand).

Market intelligence enables us to take informed and segmented marketing decisions; to be taken by both
destinations/ public authorities and private companies, associations, NGOs, BSOs-business support
organizers, etc.

The market intelligence counts also in each destination or outgoing market with: key sector actors, heavy
users, decision makers, local stakeholders, groups of interest; in addition to the demand.

Market information and market intelligence are key in identifying the more adequate segments and profiles
of the society/ the leisure and tourism market, to be targeted by a communication/ promotion campaign.

1.3.Market intelligence and audience identification.

Within the process of identification of the audience/ demand we can find general/ wide segments (e.g.
senior/ silver market) of specific segments/ hypersegmented/ market niches: e.g. people with a very
specific functional diversity or a very specific food intolerance.

Segmentation and hyper-segmentation of the demand are based on motivational factors and functional
factors.

The tourist/ visitor profiles are related to the kind of tourist services and products they want and can buy in
the destination (e.g. adapted heritage trails).

The products/ services benchmarking analysis, identifying the parameters of real products already in the
market,complements the segmentation in the demand.
Examples of product parameters: duration, components, price, preferred distribution channel.

Main functional factors of the leisure and tourism demand, that we have to take into account, are: age,
gender, family status, kind and size of group (family, corporate, club/ association, MICE, etc.), social group,
sexual trends, cultural level, educational level, functional diversities, reduced mobility/ mobility capacity,
religion, nationality, food preference/ nutrition style, food allergies and intolerances, purchasing capacity/
economic level, etc.

The tourism and leisure demand motivational and functional factors are key in the processes of product
conception, design and development.

They are also key in the visits planning and the establishment of the carrying capacity of the resources,

attractions, sites, destinations, spaces for leisure and tourism in general.




2.Communications Plan

A well-structured communications plan is essential for effectively promoting tourism services or
destinations. This plan outlines the strategy for reaching the right audience, defining the brand's image, and
balancing various promotional actions.

The basic elements of a communication plan are:

1. Audience Identification: The first step is to identify and understand the target audience or demand
segments. This can include segmentation, hypersegmentation, creating buyer personas, and identifying
specific profiles, niches, and segments. Market intelligence tools can provide valuable insights to tailor
the communication efforts to the needs and preferences of each group.

2.Consideration of External and Internal Factors: A successful plan takes into account external or
internal conditioning factors that may affect communication. Examples include limited connectivity in
rural areas, access to social media, and the health and safety conditions at the destination. Recognizing
these factors helps in adapting the communication approach to overcome potential barriers.

3.Media Relationships: Building strong relationships with communication media is crucial. This includes
working with both general interest media and special interest media, which can help increase reach
and visibility. Tailoring messages to fit the needs of each media type ensures that the information
resonates with different audiences.

4.Corporate Image and ldentity: Defining the corporate image and identity is essential for establishing a
recognizable brand. This involves creating key visual and auditory elements such as logos, colors,
jingles, and images. A distinct corporate identity with a differential packaging strategy and clear core
messages (slogans or claims) positions the product or service in the market effectively. A corporate
identity manual can provide guidelines to maintain consistency across all materials.

5.Seasonal Timing and Coordination: The communications plan should align with the seasonal patterns
of tourism. Timing is important for coordinating campaigns and maximizing impact during high-
demand periods. This could mean launching specific promotions or events that align with tourist peak
seasons or particular festivals.

©6.0nline Reputation and Balance of Channels: An online reputation strategy is critical in today's digital
age. Balancing online and offline actions ensures that the brand reaches audiences across multiple
touchpoints. Online actions might include social media campaigns and website content, while offline
actions encompass trade fairs, exhibitions, roadshows, and promotional events like wine tastings or
destination presentations.

7.Examples of Offline Activities: Offline activities play an essential role in building a strong presence.
These include participating in trade fairs and exhibitions, hosting promotional events, organizing show
cookings, wine tastings, and product seminars. Networking activities like fam trips (familiarization trips),
blog/vlog trips, and commercial workshops offer experiential connections with the brand and can drive
word-of-mouth recommendations.

In summary, a comprehensive communication plan identifies the target audience, accounts for influencing
factors, builds media relationships, and establishes a clear brand image and identity. By coordinating timing
with seasonality and balancing online and offline strategies, tourism providers can create a cohesive plan

that effectively promotes their services or destination to a wide and relevant audience.




3. Using digital platforms and social media to promote inclusivity.

Digital platforms and social media are powerful tools for promoting inclusivity in tourism. These channels
allow tourism providers to reach a wide, diverse audience and showcase their commitment to accessible
experiences. In this section you will find some key strategies to make the most of digital platforms.

By leveraging digital platforms and social media effectively, tourism providers can create a more inclusive
brand image and make their services more visible to all potential travelers.

« Highlight Accessibility Features. Share photos, videos, and descriptions that highlight your accessible
facilities, such as wheelchair ramps, accessible bathrooms, and signage in braille. Including testimonials
from guests with different needs can also add authenticity and build trust.

« Engage with Your Audience. Use social media to engage with people directly. Respond to questions
about accessibility openly, and encourage reviews or feedback on accessible services. This interaction
shows potential customers that you are listening to their needs and are committed to inclusivity.

¢ Content Creation and Sharing. Regularly post content that focuses on inclusivity, such as blog posts
about accessible travel tips or stories of diverse travelers enjoying your services. Collaborate with
influencers and bloggers who advocate for accessible tourism to reach a broader audience.

¢ Use Inclusive Language and Imagery. Ensure that your language is welcoming and inclusive, avoiding
stereotypes and highlighting diversity. Use images that represent a range of abilities, ages, and
backgrounds to make everyone feel welcome.

¢ Create Dedicated Accessibility Pages. On your website, create a dedicated page detailing all
accessible services. Make sure this information is easy to find and updated regularly, as this will help
customers with specific needs plan their trips confidently.

4. Special events and initiatives to raise awareness (e.g., Inclusive Smart Tourism project in

North Macedonia).

There are many different options of events and initiatives to raise awareness on accessibility and inclusivity
in the tourism and leisure sectors:

¢ Public information/ dissemination sessions on the different elements settled in the territory to adapt it
to the accessibility and inclusivity, e.g.: signposting, intelligent signposting, ramps, adapted trails,
adapted parking spaces, adapted toilets and other facilities, adapted access to public sites, virtual visits
and immersive exhibitions, other suitable technologies to adapt tourism places and experiences to
people with functional diversities: psychical, physical, cognitive.
* These information/ dissemination sessions can be adapted for different adiences:
General public
Specific interest actors and stakeholders, e.g.: NGOs, consultancy companies on accessibility and
inclusivity
Hospitality and tourism actors, e.g.: incoming and outgoing travel agents/ tour operators, local tourism
producers, lodging, transport, guides and heritage interpreters, managers of sites/ monuments/ museums.

Ideally, this kind of event must be accompanied by campaigns in the media and in the social media to

support the live events: face-to face, online or hybrid.




It is of key importance that these sessions and campaigns are open to all kinds of segments and

parameters of: age, culture, nationality, social level, religion, ethnic, gender, sexual trend, etc. adequately
responding to the rich human diversity in the destinations.

Gamification strategies can be used to make the sessions and campaigns more attractive to native
digitals/ young generations X and Z.

5. Case studies/Examples: successful campaigns that attracted diverse groups.

Campaign “Sensea” about inclusive sea tourism in Baiona Municipality, Pontevedra (Spain).

“Sensea” is an initiative that seeks to open the Galicia region to the outside world including all groups
without exception. Galicia region envisions the promotion and dissemination of its marine and nautical
heritage as an unique reference destination, for an innovative and improved range of products and tourist
itineraries, such as those that are part of the “Sensea” campaign.

An ensemble of traditional nautical activities, sports and recreational activities are part of the Galician ports
and their uses and the relationship between Galicia and the sea.

This binomial is a source of wealth generation, an agent of local job creation, a source of social and tourist
dynamism and a symbol of inclusive culture and accessibility. Baiona wants through this campaign to
become a reference in seafaring accessible tourism.

All the resources related to the sea take advantage of the new tendencies of tourist consumption, adding
effort to orient this activity to future markets, including segments of the demand with any kind of functional
diversities.

This initiative obeys to the priority from the regional administration to approach the attractiveness of the
Galician sea to the whole community and to the objective to wake up the interest for sailing, also reaching
the segments with functional diversities. “Sensea” is a good example to contribute to these obijectives,
because “it creates a unique and complete expectation of navigation to understand how to live off the sea
in Galicia.

The “Sensea” initiative was born from the previous work developed by the “Sentir o Mar” team, made up of
professionals from the educational, social and tourism fields, who demonstrated that, beyond sight, there
are a thousand ways of experiencing, living and transmitting the sea. This initiative allowed people with
different disabilities to approach, enjoy and feel the sea, having the opportunity to be part of it through
tourist experiences related to the seafaring culture.

6. Hands-on Exercise: Creating_a communication pill to disseminate their services and

tourism experiences from an accessible and inclusive perspective.

Exercise Objective:
Create a brief, engaging communication piece that emphasizes the inclusivity and accessibility of your

tourism services or destination. This could be a social media post, an email headline, or a short ad script.




Step-by-Step Instructions:

1. Identify Your Target Audience and Key Segments
+ Reflect on the market intelligence concepts. Define a specific segment within accessible tourism to
target with this message. For instance, your communication pill might target seniors, travelers with
physical disabilities, families with young children, or a niche like eco-conscious tourists with accessibility
needs.
+ Choose a segment that aligns well with your services and the accessible features you offer.

2. Highlight Core Accessibility Features
» Based on the "Using Digital Platforms and Social Media to Promote Inclusivity" section, identify the main
features of your service that support accessibility and inclusivity. For example, mention wheelchair
ramps, accessible restrooms, virtual tour options, or multisensory heritage interpretation that enhances
experiences for all visitors.
¢ Ensure your language is clear, inclusive, and welcoming. Avoid using jargon or overly technical terms,
focusing on a message that anyone can understand and appreciate.

3. Incorporate Heritage Interpretation and Emotional Appeal

» Using insights from "Heritage Interpretation” (of Module 3), convey the essence of your destination or
service by emphasizing its unique value and cultural significance. For example, if your service offers
guided heritage tours, highlight how it enables visitors of all abilities to connect with the history and
stories of the location.

¢ Add an emotional touch that helps visitors feel a personal connection to the experience. This might
include a short story about a past visitor’s experience or a simple phrase that captures the spirit of
inclusivity (e.g., "Experience the magic of [destination] — accessible to all, unforgettable for everyone").

4. Craft a Core Message and Slogan
¢ Summarize your communication into a single, memorable message. This could be a slogan, a headline,
or a short paragraph. Keep it concise yet meaningful, aiming to convey a welcoming, inclusive spirit
that invites everyone to explore your services.
e For example: "Discover [destination] — a place where heritage comes alive for everyone," or "Your
journey to accessible adventure starts here."

5. Balance Online and Offline Channels
¢ Think about how this communication pill can be shared across both online and offline channels. For
onling, consider a visually engaging social media post with inclusive imagery. For offline use, imagine
using it as part of a flyer, poster, or signage at events or fairs where potential tourists can see it.

6. Reflection:
« After creating your communication pill, think about how it resonates with your chosen audience. Does it
emphasize inclusivity and accessibility? Is the message clear and welcoming? Test it by sharing with

colleagues or target customers to gather feedback and refine it further.




Conclusion

By combining strategic market intelligence, heritage interpretation, a structured communications plan, and
the use of digital platforms, tourism providers can create powerful, inclusive messaging that resonates with
diverse audiences. The module emphasizes understanding market segments, crafting messages that
reflect core values, and ensuring accessibility is at the forefront of all promotional efforts. Through hands-
on exercises like creating a "communication pill," participants are empowered to put theory into practice,
crafting impactful messages that highlight their commitment to inclusivity, accessibility, and cultural
significance in tourism.

References:

e Ambrose, |, & Buhalis, D. (2012). Marketing of Accessible Tourism in Sweden—in Mainstream and
Target-Group-Oriented Channels. In D. Buhalis, S. Darcy, & |. Ambrose (Eds.), Best Practice in Accessible
Tourism: Inclusion, Disability, Ageing Population and Tourism (pp. 160—-175). Channel View Publications.

e European Network for Accessible Tourism (ENAT). (2014). Marketing and Promotion of Accessible
Tourism ltineraries. Retrieved from_https://www.accessibletourism.org/resources/attimo_conference-

vicenza-enat-ambrose-smaller.pdf

» Nowacki, M. (2021). Heritage Interpretation and Sustainable Development: A Systematic Literature
Review. Sustainability, 13(8), 43883.

« UNWTO. (2016). Manual on Accessible Tourism for All: Principles, Tools and Best Practices. World
Tourism Organization.

e Valminor TV. (2019, August 3). Turismo marinero inclusivo en Baiona. Valminor TV. Retrieved from
https://valminortv.com/2019/08/03/turismo-marinero-inclusivo-en-baiona/



https://www.accessibletourism.org/resources/attimo_conference-vicenza-enat-ambrose-smaller.pdf
https://www.accessibletourism.org/resources/attimo_conference-vicenza-enat-ambrose-smaller.pdf
https://valminortv.com/2019/08/03/turismo-marinero-inclusivo-en-baiona/

