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Abstract: In the field of cultural tourism, museums have been pioneers in focusing on visitors with
disabilities. They have used inclusive orientation to offer the kind of memorable and satisfying
experiences that are so beneficial to a group at constant risk of social exclusion. Their task is
made more difficult, however, by visitors’ perception of barriers to inclusion, and identification
therefore becomes a priority at the strategic level. Based on this idea, the present study analyzes
experiences from two tours of the CosmoCaixa Barcelona museum by 32 people with disabilities
(PwD). The use of ethnographic techniques and post-experience interviews shows how, despite the
legal framework in relation to people with disabilities, hospitality managers find it difficult to put
this framework into practice and cater to the needs of this segment of the population. Two factors
become particularly clear: the difficulties experienced by museum staff in identifying people with
disability, and museum managers’ lack of training and knowledge of the wants and needs of people
with disabilities. Academic and strategic recommendations for museum managers are provided at
the end of the article.

Keywords: inclusive management; people with disabilities; customer experience; consumer value

1. Introduction

The concept of inclusion has become very important in the context of cultural tourism.
Its scope means that inclusive organizations must not only be consumer-focused, but also
require a strategic orientation that allows them to manage diversity with equity and justice
in a sustainable way [1].

Contemporary customers no longer demand quality alone; increasingly, they also de-
mand social, emotional, and epistemological value [2] obliging organizations to be socially
responsible, inclusive, and capable of offering satisfactory experiences [3]. As organiza-
tions that house collections of objects for inspection, study, and enjoyment [4] traditionally
museums have invested in delivering value by individualizing relations and optimizing
the experience irrespective of the customer [5]. However, their modern-day recognition as
organizations that also carry out social work [6] has led them to focus on invisible groups
such as people with disabilities [7]. At the organizational level, inclusive management
improves as consumers are better understood. By identifying consumers’ wants and needs
and the type of relationship they are seeking, organizations have increased their ability to
realize them [8]. However, as [9,10] point out, inclusive museum management requires
going one step further, by strengthening the emotional dimension that characterizes this
concept and offering the visitor vivid, unique, and memorable experiences [1].

Interestingly [11]’s study shows that the experiences of visitors with and without
disabilities are affected by the presence or absence of certain elements and practices in the
museum service environment that facilitate total inclusion. However, this task becomes
complicated when the museum focuses on visitors with disabilities [12], since their degree
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of disability may mean that they are dependent on other people [13] (who may influence
their perceptions, feelings, and experiences [14].

The limited amount of research so far conducted in this area points to the presence of
architectural barriers as one element that restricts inclusive management in museums [15].
However, it remains necessary to identify the presence of other types of elements that pre-
vent visitors with disabilities from having unique and memorable experiences, especially
from an emotional point of view.

Accordingly, this paper proposes to answer the following questions: (1) What barriers
to inclusion are identified by visitors with disabilities? (2) What kind of practices need to
be implemented to achieve an inclusive museum management strategy?

The study of two experiences of a visit to the CosmoCaixa museum made by 32
people with disabilities (PwD) demonstrates that, despite the legal framework provided by
the Convention of Rights of People with Disabilities [16] the main weakness is inclusive
management: staff find it difficult to identify PwD, and museum managers lack the
training and knowledge to better understand their wants and needs, preventing them from
designing the correct strategies that will enable them to offer PwD unique and memorable
experiences.

The article ends by identifying important academic and strategic implications that
illustrate that museums need to listen to visitors with disabilities. This will provide
managers with an inclusive management tool for the creation of potential encounters or
touchpoints in which they can be more present in the cultural experiences of visitors with
disabilities.

2. Conceptual Background
2.1. The Visitor with Disabilities Experience

The customer-centric approach goes beyond knowing the customer to offering a
product adapted to their needs and preferences; today, it is about offering unique and
memorable experiences [1].

Organizations have begun to focus on collecting insights into what their customers
want, how they expect to be helped, and how to promise and deliver what they really want
and need in the best possible way. As a consequence, customer experience has become
a key strategic objective for organizations wishing to effectively interact with and build
strong relationships with customers [17].

Furthermore [18] define experiences—which lead to value outcomes—as multidimen-
sional, involving sensory, emotional, cognitive, physical, and relational or social percep-
tions [19,20]. Several authors define a memorable experience as “surpassing all expectation,
whether in shortfall or excess, and resulting in full satisfaction—or dissatisfaction”. This
concurs with [21] who affirms that the emotional nature of the experience derives from
“entertaining, pleasurable, memorable, and striking encounters”.

Consumers’ experiences are the result of their entire journey with the brand [20] the
dynamic and interactive process consisting of the flow of interactions and encounters that
take place between a client and a product or supplier [22] and also with the environment,
whether online or physical, in which certain contacts are established [23] with company
personnel and other customers [17,21]. All of these are customer experience touchpoints,
though only some of them are under the company’s control.

Interactions can be direct or indirect [24] but experience is strictly personal. [25] show
that consumers’ experiences occur in their own lives, and the value outcome depends on
how they react to the staged encounter, based on their consciousness and state of mind.
Hence, it is possible that visitors with disabilities can be more highly sensitive to different
elements or situations. Previous studies by [26,27] show that travelers with disabilities
evaluate sites according to a different set of criteria, including a number of independent
and overlapping factors that are not present for their counterparts without disabilities.
Experiences for these kinds of consumers may also be influenced by the opinions of third
parties such as caregivers and companions [28]. The result of the experience may be
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satisfactory or unsatisfactory and will affect the customer’s behavior, generating memories
that will determine their loyalty or degree of recommendation [29]. Another result of the
experience is the customer’s involvement in future co-creation of experience. [19] show
that the consumption experience can be sensory and participative. Customers use their
sensory organs in any consumption process, and active participation engages customers in
the process of consumer co-creation.

Tourism is a knowledge-intensive sector in which, particularly in the field of culture,
the individual’s experience is especially emotional and cognitive. Visitor experiences
in a museum involve the subjective mental state that participants feel during a service
encounter [30] which may include feelings of fun and enjoyment, escape from routine,
sharing valuable time with family or friends, and learning [31].

2.2. Inclusive Management of the Visitor with Disabilities Experience: Relational Spaces

Experience is important in museums; it has a direct and significant effect on customer
satisfaction. The more satisfied the customers, the greater the competitive advantage
for the organization, given the effects of satisfaction on customer recommendations and
loyalty [32].

Experience is also influenced by psychological factors, however, such as multisensory
imagery and emotive aspects. Furthermore [33] argue that the traditional focus on the
cognitive and utilitarian dimension does not explain how consumers choose products to
satisfy their emotional wants. Hospitality and tourism products such as vacation resorts,
museums, leisure, and theme parks are high in both affective and cognitive attributes [34].

Museums are unable to fully control the visitor experience. As a greater obstacle to
their inclusive management, this implies they cannot control their customers’ perceptions,
emotions, and behaviors at all the touchpoints that shape the visitor journey [1]. However,
they can try to know their visitors, and design and manage interaction points to influence
perceptions, thus increasing interest, involvement, satisfaction, loyalty, and support [35].
Indeed [20–36] all point out the importance of identifying environments that produce
different touchpoints and generate customer experience.

The servicescape context is the physical or digital space in which the relationship
occurs [37]. It involves physical and environmental dimensions such as design, lighting,
smell, sound, and layout. While it impacts on the consumer’s five senses, it can also
participate or mediate in the individual’s internal response to cognitive, emotional, and
physiological levels and influence customer behavior, including customer-to-customer
behavior [38].

In this respect [39] show how the servicescape influences customer perceptions of
service delivery and, importantly, the meaning of the consumption practice for the customer
as a combination of the many sensory and contextual elements of a service environment.

Traditionally, museums have focused on the cognitive characteristics of the service
environment, such as physical layout and service (exhibitions, lounge facilities, security),
in order to offer attractive products and target consumers with effective marketing [31].
(Recently, however, the importance of affective and sensory attributes in the museum expe-
rience is increasingly being recognized [40,41]. As the hospitality market has overflowed
with almost identical cognitive features and interchangeable service elements, companies
have achieved competitive differentiation by managing customers’ emotional and sensory
experiences [42]. Indeed, some companies have now found new ways to emotionally in-
volve their customers by getting them to participate directly, coordinately and continually
as co-creators [43].

In fact, recent literature on service consumption [44] and service-dominant logic [45]
has shown that co-creation occurs in the customer’s own context and reality. It can even
be argued that service innovation takes place in a real-time experience [46]. However, the
profusion of such consumption contexts requires the management process to include design
and control, not only of spaces, but also of the behaviors developed and the relationships
established between the agents. Worthy of note in this respect is that inclusive management
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of the experience involves identifying the type of barriers that arise in the spatial, social,
and relational contexts, both physical and digital, and understanding how these affect
the customer experience. Interestingly [47] show that consumers who fully engage in the
positive physical and relational aspects of their consumer experiences are more inclined to
develop positive emotions, satisfaction, and loyalty.

2.3. Barriers to the Memorable Inclusive Experience

In the context of memorable and satisfactory visitor with disabilities experiences, barri-
ers are defined as all obstacles, whether physical [48] sensory [49], cultural, or social [21,50],
that limit or impede people’s ability to use products, services, and environments [51].

The academic literature has documented the restrictions experienced by visitors
with disabilities, including (1) barriers to accessibility and information, such as lack of
access to information, and (2) barriers to integration and social participation, such as
discrimination, and even, in the case of invisible disability, fear of not being understood,
socially rejected, or simply being unable to cope with the situation [52]. In order to ensure
inclusive management, companies need to first identify the more important barriers.

The first basic requirement is to make the physical or built environment accessible to
the traveler [53]. In tourism, numerous physical and architectural barriers limit customers’
participation in and access to strong positive experiences, to the extent that these barriers
become a disincentive to customer activity [54,55]. Another fundamental element in terms
of accessibility is quick, easy access to quality information. Interestingly [56] in their
study of inclusive heritage experience, found that adapted information made available
beforehand enhances the heritage site experience.

Technological development has moved a large part of customer relations online.
Any discussion of barriers to information access should therefore consider, not only the
information individuals receive in person, but also the information they access online [57].
Some of the barriers to accessibility associated with elements in the natural environment
are also found in the digital environment. Consumers’ emotions are affected by the
service environment. In the context of museums, barriers to integration and participation
become apparent when the visitor with disabilities interacts with other people [58] whether
museum staff or fellow customers.

Likewise [59] identifies some of the main elements that create barriers to social partici-
pation. These include negative attitudes of staff and other customers without disabilities
and, in terms of knowledge, lack of information provision and education or training.

These barriers are often due to lack of knowledge and training, or prejudices on
the part of the people who come into contact with customers with disabilities [60,61].
Occasionally, however, the reason for the barrier goes beyond the individual level and is
due to corporate organizational culture. Social and cultural barriers are a key factor in
services such as museums, where relations between visitors and museum staff are essential
to the customer experience. Lack of knowledge about visitors with disabilities is one of
the main barriers to inclusivity, as it hinders relationship building and leads to reduced
or even non-existent quality and other key service delivery elements [62]. Furthermore,
lack of diversity awareness is one of the main causes of a negative attitude, not to mention
prejudices and discrimination towards PwD among company personnel and even other
customers [63].

Furthermore [64] make an important point regarding barriers to inclusion, noting that,
besides the direct consequences of barriers in terms of social relations and participation
in community activities, the psychological effects on individuals and their immediate
environment should also be taken into account. This is a key point in terms of analyzing
visitor experience, since the aspirations, objectives, decisions, and abilities of visitors with
disabilities will determine their expectations and, therefore, their experience [65]. Indeed,
ref. [51] show that, with certain types of disability where dependence on other people
is very high, improvements in the emotional levels of visitors with disabilities will also
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have a positive effect on their immediate environment (caregivers, family, groups, and
associations).

3. Materials and Methods

The study data on which this article draws comes from many research projects under
the theme of Culture for All in the city of Barcelona between 2017 and 2019. We selected a
highly accessible cultural site in the city of Barcelona to support the visitor with disabilities
experience and offer a more inclusive management tool for companies. In 2019, two
tours around the CosmoCaixa Barcelona science museum were organized for visitors
with disabilities to gain insight into the visitor with disabilities cultural experience. The
museum site was previously audited for accessibility by one of the researchers, enabling
the researchers to develop, in collaboration with CosmoCaixa, an accessible guide in
adapted format for use during the experience (one guide for each tour; see Figure 1). The
CosmoCaixa science museum, which belongs to the Fundació La Caixa, opened to the
public in 2004 and receives more than a million visitors each year. It has accessible features
and offers a host of activities and permanent and temporary exhibitions to provide its
visitors with a greater insight into the world of science. The two days of walking tours took
place in Barcelona in 2019.

Insert near here: Figure 1 shows examples of adapted communication encounter
(accessible guide in Braille format).
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The central objective of our project was twofold. Firstly, we aimed to gain insight into
how barriers can lead visitors with disabilities to be excluded and how their experience is
shaped and perpetuated, using participants’ accounts of their museum visit participation
experience. This would help to precisely identify the barriers to accessibility and access to
information, participation, and social integration that lead to the exclusion of PwD. Our
second purpose was to be able to make recommendations to museum managers that will
assist in the design of inclusive management tools for implementing positive interventions
and making the changes needed to promote social inclusion in the museum context. In
line with [66–68] we also encourage allowing visitors with disabilities to explore their own
solutions.

To this end, we used qualitative methodology techniques. As discussed by [69]
qualitative methods allow researchers to reveal the rich detail of social interactions, describe
the emotions involved, and explore what is generally taken for granted through reflection
and discussion.

Data was obtained from different sources, including an audit, ethnography, and
observation techniques, and interviews after the visit. This mixed data collection allowed
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for a holistic perspective [69]. In addition, data on the emotions experienced throughout
the tour were collected using observation techniques, handwritten notes taken during the
tour, and semi-structured interviews conducted with sample participants after the tour.

All participants gave their informed consent for inclusion before participating in the
study. The approved study protocol number is URL-2nr-2018.

3.1. Data Collection

The following data collection techniques were used for the two museum visits, in the
following two phases:

1. Data collected during the stay. Thirty-two individuals with disabilities participated
in the fieldwork. Researchers collected information using observation techniques,
follow-up of participants, handwritten notes, and 40 images.

2. Data collected after the stay. After the stay, data was obtained from individual
interviews with participants. Twenty participants with disabilities willing to take
part in the post-museum experience were interviewed individually. [70] suggests that
between 20 and 30 interviews for grounded theory is an acceptable number. Nine
of the participants had intellectual disabilities, six had visual impairment, two had
hearing impairment, and three had a physical disability (Table 1).

3.2. Participants

Table 1. List of participants in each phase and study.

Table 1. List of participants in each phase and study.

Total Participants
No. of Participants
with Intellectual

Disability

No. of Participants with
Sensory Disabilities

(Visual)

No. of Participants with
Sensory Disabilities

(Hearing)

No. of Participants
with Physical
Disabilities

Total

Data collection Phase 1. Data
collected prior to visit 17 10 2 3 32

Data collection Phase 2.
Number of participants

(during the visit). Observation
techniques

17 10 2 3 32

Data collection. Interviews in
post-tour survey 9 6 2 3 20 out of 32

3.3. Interviews

The 30-min interviews proved extremely useful in identifying key disabling barriers
related to the participants’ visit experience, their perception of the experience in terms
of service provision, and the memorability of the experience. The questions used were
the same for both tours to ensure consistency [71,72]. Satisfaction was determined by
comparing participants’ accounts of their actual experiences with their prior expectations
of the company and the service [73].

This first section of the final interview includes the participant’s profile details. The
second section consisted of eight questions on the participant’s museum visit experience,
while the third section focused on the participant’s recommendations for a memorable
experience. The interviews were carried out in Spanish between October and December
2019.

The interview questions were exploratory in nature, for example, “Would you rec-
ommend the visit to CosmoCaixa to other visitors with disabilities?” If the response was
no, the initial question was followed with another, “Can you explain why you would not
recommend it?”. Here the question was aimed at identifying the main disabling barriers
encountered during the museum visit. We also invited participants to explain their own
stories by asking open questions, for example, “Can you tell us about a specific negative
experience during the museum visit?”. In this way, participants with disabilities were
encouraged to explain in detail the positive and negative elements of their experience. We
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also explored the participants’ impressions of the provision of services and facilities for the
current visit.

These questioning strategies were designed to allow the interviewees to play an active
role and explain their own narratives. At the same time, service and facilities provision
components related to the visitor experience in the museum context were probed from the
perception of visitors with disabilities. For example, we considered participants’ percep-
tions of the level of accessibility and universal design, provision of adapted communication,
staff and service provision, and materials available (adapted materials in easy-to-read for-
mat, braille, tactile maps, 3D materials). This helped us to identify a number of specific
barriers within the accessible tourism concepts for managerial recommendations. Inclusive
research was considered, with interviews supported by adapted material, in particular
for participants with intellectual disabilities or hearing disabilities. Questionnaires in
easy-to-read and plain language format with visual features were used where needed
for customers with learning difficulties [66] and we had the support of a sign language
translator for those with hearing impairment.

3.4. The Analytical Process

Finally, a content analysis of the data was conducted. We reviewed all our transcripts,
40 images, and notes several times, and encoded our data [74]. Our aim was to highlight
elements that create barriers to people with special access needs in a tourism setting.
ATLAS.ti software was used to analyze the study data and create a relational map. The
initial step consisted of manually analyzing the data collected to analyze for insights. Next,
we identified the main components that formed the barriers. Finally, through coding it
was possible to describe the participants’ museum experience and the components that
contributed to the creation of barriers to memorable experiences that lead visitors with
disabilities to be socially excluded. Throughout the selective coding process, the notes,
interviews, and coding choices were reviewed several times and compared to literature
review concepts [75]. Thus, throughout the selective coding process, the data from the
researchers’ observations, surveys, and the coding choices were reviewed several times
and crosschecked with the literature review concepts.

Theoretical saturation was reached with the twenty participants’ accounts [76,77].
Table 2. The coding processes.

Table 2. The coding processes (Figure A1 is an example of accessible displayers and adapted materials).

Open Coding Axial Coding Main Themes (Selective Coding)

See figure above Attitude of staff, social interaction with
museum staff.

Hospitality service. Attitude and social interaction with
museum staff as disabling barrier to memorable cultural

experience (participation).

Adapted materials and information
provision resources

Lack of information provision resources as a disabling
barrier to memorable cultural experience (participation).

Accessibility and universal design Lack of universal design as a disabling barrier to memorable
cultural experience (accessibility).

In the next section, we structure our findings according to three types of social practice:
(1) being aware of universal design access requirements, (2) accessing information resources,
and (3) providing customers with disabilities with good hospitality service. The quotations
are included to reflect on the emotions, reactions and experiences of the participants with
disabilities who took part in the museum visit.

4. Results

In this article, we have explored relationships between visitors with disabilities and
tourism staff members in the context of museums in an attempt to improve understanding
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of the phenomenon and provide a more sophisticated starting point for management of
hospitality experiences for all.

As a result of our study, we found that, despite the legal framework of the Convention
on the Rights of PwD [16], it is not easy for hospitality managers to put this framework
into practice and cater to the needs of this segment of the population.

This is due to two main factors:

• First, it is not always easy for hospitality staff to know who counts as disabled. That
is, according to [68] disability “identification” is often problematic. The “disabled
identity” is far from straightforward.

• Second, hospitality managers need to improve their understanding of the needs of
visitors with disabilities. Hospitality managers’ lack of awareness stems, in part, from
the fact that the social model of disability is quite recent, and that much of society is
still unaware of disability, which continues to be stigmatized.

Types of factor influencing the memorable, inclusive visit experience in the context of museums.
Three main categories emerged from the coding process and three types of factor in-

fluencing the memorable, inclusive museum visit experience were identified from the data
collected: (1) awareness of universal design access requirements, (2) accessing information
resources, and (3) providing visitors with disabilities with excellent hospitality.

We have drawn on [7] Alvarez-Sousa and Paniza Prados (2020) methodology of open
coding (Figure 2):
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4.1. Awareness of Universal Design Access Requirements (Accessibility)

The practices involved in accessing the site are a key example of how the intercon-
nections between different players are vital to the experience of visitors with disabilities,
and lead to either inclusion or exclusion for PwD. The case of the visitor with a physical
disability who had to wait for service while attempting to access parking reserved for
the disabled is a clear example of how some practices can cause visitors with disabilities
to feel disadvantaged in comparison to others. This is a disabling barrier that reduces
enjoyment for visitors with wheelchairs, who find themselves waiting for service. In such
cases, customers with physical disabilities may feel forgotten and invisible to others, and
negative emotions may emerge. In parallel, when considering the reasonable adjustments
needed by a visitor with disabilities, a person must first be identified as disabled, and this
may be a daunting process. One participant explained that she has reservations about
identifying her son as disabled in service environments:
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I found the museum setting magnificent, but honestly I expected more service for my
companion with an intellectual disability. To access adapted resources like easy-to-read
materials, I had to explain to various members of staff that I was accompanied by a disabled
person, and make it clear that we were different from other people [...] This detracted from
our enjoyment of the visit [...]. (Participant with a child with intellectual disability)

In line with [68] we also found that, regardless of how a visitor with disabilities is
identified, in order for a visitor’s needs to be effectively met, practices must exist that
incorporate and respond to those needs. If a museum has no inclusive strategies and
practices in place, the process of identifying visitors with disabilities becomes meaningless:

There was just one parking space reserved for people with disabilities at the museum, and
I was told to go right in and park at the entrance [...] As I approached the site, there was
a poorly-placed intercom outside which seemed not to be working properly; as a result I
had to wait a while for the service [...]. (Participant with physical disability)

Because there were so many members taking part in the group, site staff didn’t realize
I couldn’t follow the path with a manual wheelchair, so I found going up Creu Coberta
Street in Sants extremely tiring [ . . . ]. (Participant with physical disability)

4.2. Accessing Information Resources (Participation)

Communication encounters are of vital importance to visitors with disabilities. By
means of communication resources provided by the company (online information, written
information, signposting, etc.), visitors with disabilities are able to make decisions about
how the activity fits in with their interests and their needs. Currently, the lack of commu-
nication in adapted formats (visual, tactile, electronic, braille, etc.) is a serious disabling
barrier for this group. We found that participants lacked the adapted information they
needed for their cultural experience to be a good experience. The one participant who
needed a tactile map, or even the participant who found the online information insufficient
to be able to make a suitability appraisal, are clear examples of barriers to memorable
tourism experiences.

I love museums, but I find it difficult to go on my own, since there is little chance of
finding a sign language interpreter on a spur-of-the-moment basis [...] You need to make
a group reservation a long time in advance. (Participant with hearing impairment)

Communications encounters have been found to be of vital importance in freeing
visitors with disabilities from disabling social barriers, in two respects: first, to be able
to make decisions about how they can fit into the activity; and second, to be able to
obtain service from museum staff that meets their communication needs without having to
wait. Our study participants expressed concerns about receiving information provision
in adapted formats that met their communication needs. Customers wanted clear and
understandable information and our participants reported that, at times, this was not
forthcoming.

According to [78] a major disabling social practice which leads to the exclusion of
participants with disabilities is the absence of proper resources or mediators, typically
provided by companies, in order that participants can be autonomous. Where adequate
resources are not provided, exclusion occurs, since participants with disabilities will not
be able to follow the tour in equal conditions to their counterparts without disabilities.
For instance, it is easier for a person with visual impairment to understand and follow a
museum visit when tactile maps and text in alternative formats are available to them. In
the same way, it is important for a person with an intellectual disability to have access to
easy-to-read and visual formats to enable them to understand what is going on throughout
the tour.

I was told about the museum activity by a colleague from my NGO, and I was immediately
interested in taking part [...] I immediately tried to get additional information on the
map and the route from the Internet, and by sending emails. However, there was no
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adapted information, only information in text format, and I had to explain my needs
several times to staff to get the right information [ . . . ] I think it should be easier to
access the website and get the right information in an adapted format [...]. (Participant
with visual impairment)

On occasions, as a result of undesirable practices, visitors with disabilities were made
to feel they were the cause of the confusion:

I expected the visit to be straightforward, since it was supposed to be a visit for all. But
because I have limited access with my wheelchair, sometimes I found myself waiting a
while for an alternative access route, so obviously it was difficult for me to follow the
visitor group [...]. (Participant with physical impairment)

4.3. Providing Visitors with Disabilities with Good Hospitality Service (Participation)

Another disabling barrier may be present in the context of the museum staff–visitor
relationship. Service encounters are key to understanding barriers. It is quite common for
tourism providers to lack awareness of the needs of visitors with disabilities. In our context,
the personal mediator ([78] or tour guide is a key element for inclusion. A clear example is
provided by the participant who found the cultural experience very poor, since the tour
guide seemed not to understand his communication needs, causing him to feel like a misfit
in the activity. In line with [73] satisfaction is determined by people’s comparison of their
actual experiences with their expectations of the company and the service [73]. Therefore,
the appearance of all these previously mentioned disabling barriers will clearly lead to
dissatisfaction in visitors with disabilities, when their access and communication needs are
not taken into consideration in a normalized way.

The tour guide was nice to us, but began the activity route speaking very quietly and
quickly, so it was very difficult for us to follow the activity [...]. (Participant with
intellectual disability)

Such negative museum experiences led participants with disabilities to feel isolation
and helplessness. For example, another participant explained:

At the end of the visit, participants were given a souvenir gift but, because I have visual
impairment, I was told that for the time being there were none available in tactile format.
I felt that I had been treated differently from others because of my physical condition [...].
(Participant with intellectual disability)

5. Discussion

CosmoCaixa is known for its endeavors in accessibility and inclusiveness. Our study
aimed to identify an inclusive management tool with a greater presence in the visitor with
disabilities’ own context and reality. We have seen situations when participants did identify
a few elements of service encounters that caused them distress, loss of enjoyment, and
bodily discomfort. In our research project, we have explored many similar encounters, in
which the experience is strongly influenced by the interaction between museum staff and
visitors with disabilities. In view of these results, we submit that far more is required than
simply providing visitors with disabilities with the appropriate materials and resources to
allow them to take part in the cultural activity.

Indeed, we have seen how certain encounters or touchpoints may lead to social
exclusion by causing visitors with disabilities to feel that they are the problem when
obtaining materials, resources, or adaptations. Nevertheless, since encounters can be
redesigned and reshaped to be more inclusive, our results may help museum managers
to find ways to change the aspects of service provision that dictate how visitors with
disabilities take part in those practices.

Specifically, in the inclusive management context we found that, even in the case of
a museum with a high degree of accessibility and inclusiveness, museum management
needs to be aware of specific factors that are memorable to the visitor with disabilities:
allocation of proper resources; importance of staff communication, service encounters, and
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relevance of information provision as a support tool for participants with communication
and learning difficulties; and application of universal design before the visit takes place [56].
More importantly, in their encounters with museum staff, visitors with disabilities felt that
having to explain their disabilities and wait for service resulted in exclusionary situations,
where they were unintentionally treated differently from other customers without disabili-
ties because of their condition. When this happens, visitors with disabilities feel forgotten
and unequally treated in spite of the current laws and regulations.

The model can also be used by museum managers to redesign touchpoints and
interactions to meet the wants and needs of visitors with disabilities. In our study, we have
first explored how each stage of the museum experience journey can throw up encounters
or touchpoints which can be disabling. Problems emerge when encounters are designed
without consideration for the needs of visitors with disabilities; this results in their different
access needs becoming clearly visible to others, leaving the visitors with disabilities feeling
anxiety and helplessness.

We suggest that any tourism setting must have an accessible plan, with a standard
way of doing things, which shapes how museum staff and visitors interact with the service
as well as people’s experiences as visitors. This study has sought to improve understanding
of the visitor with disabilities experience in an effort to find patterns of disabling barriers
and make museum settings more accessible for all.

Museum managers could be aware of the most relevant elements in the shaping of
inclusive experiences for visitors with disabilities: lack of adapted information provision
(communication encounter), the importance of universal design (usage encounter), and
the importance of providing visitors with disabilities with a hospitality service (service
encounter). These issues are important considerations that provide a more inclusive
understanding of disability and the nature of inclusive museums than has been identified
in the literature to date.

It is in the best business interests of museums to improve the alignment of their
practices and services to visitors with disabilities.
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