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Universal travel plug adaptor



Tourism: it’s about emotional experiences



‘Moments of truth’

The author, Jan Carlzon, president 
of Scandinavian Airlines, defined 
the Moment of Truth in business 
with this statement:

Any time a customer comes into 
contact with a business, however 
remote, they have an opportunity to 
form an impression.



A journey in our visitor’s shoes



Tourism value / supply chain



Adapted from Lane (2007)

The accessible 
customer journey
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Everybody needs accessibility

“Accessibility is no longer 
for disabled people but 
for all of us,”

Robin Christopherson
Head of digital inclusion at AbilityNet

Accessibility is for everybody



Find out the desires of disabled 
consumers as they relate to your 
profitable enterprise, adjust your product 
and messaging to attract their business 
then execute this in line with your 
company's process and culture.”

Donovan believes mistakes are often 
made when companies try to "disable" 
their business or do just enough to comply 
with regulations.
RICH DONOVAN
CEO –ROD
ReturnOn Disability

“The path for business is simple - do what 
you are best at. There is no need to 
become experts in disability. Attack this 
market as you would any other.” 

“Disabled people don't want 'special' 
products ... but they are hungry to be 
included in the mainstream consumer 
experience.”

Unlocking the potential



See the customer not the disability



In 2012/3 Capability Scotland surveyed over 200 
disabled people to explore the barriers to coming on 
holiday to Scotland.  

3 key barriers were identified:

1. The Attitude of staff
2. Information 
3. Accessibility

Capability Scotland ‘VisitScotland Accessible Tourism Involvement Events’

Understand the barriers



Markets and the multiplier effect

Markets Gained or Lost  
 Leisure
Business
Meetings
 Incentive 
Conference
Events e.g. Sporting, Music

The Multiplier Effect



Lack of accessible tourism costing economy billions

• 2014 EC study highlighted that 
the tourism industry across 
Europe is missing out on up to 
€142 billion annually.

• This is due to poor infrastructure, 
services and attitudes towards 
travellers with specific access 
requirements.



It’s expensive

• The worry of many small and medium-sized businesses 
has been recouping the cost of adapting for specific 
access requirements.

• Research shows that this cost will not only be recovered, 
but will result in market growth.

• Far from being a niche sector, accessible tourism offers a 
huge market opportunity. 

• Research provides clear evidence that accessible tourism 
services are also better services, that increase the 
visibility and reputation of tourism destinations, and give a 
competitive edge to operators.”
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no walking 
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Low 
impact

High 
impact

Source: Adapted VisitBritain

Useful EssentialAccess information through the supply chain

Impact of disability on holiday-taking



Visible / Hidden disabilities



UK market breakdown 
by traveller impairment 



“Accurate information 
gives you the power 
of choice which we 
don’t have at the 
moment”

Source: http://www.capability-scotland.org.uk/media/163174/visitscotland_report__final_.pdf 

Marketing / Information



5 key criteria for those with access requirements
1. Easy to find 
2. In accessible formats
3. Reliable
4. Accurate 
5. Up to date

A marketing solution: information



• Use plain language and provide facts and figures
(‘adjacent to’ and ‘in the vicinity of’ do not help anyone)

• Never say you are accessible – the customer will make that 
judgment 

• Mainstream your language and photos 
• Why is the toilet disabled?
• Use symbols – explain what they mean 

Accessible language



Maximise business opportunities with an 
Accessibility Guide

• Description of facilities & services
• Informed choice

• Promotional tool
• Publish on website on website where it can be 

easily found
Example

Glasgow Centre for Contemporary Arts
Added the Access Statement link to the top menu bar 

• 15 February - 15 June 2015

• 148th page on the CCA site

• 107 page views

• 74 unique page views

• 15 June - 15 October 2015

• 67th page on the CCA site

• 326 page views

• 240 unique page views Views Up 205%



Floor PlansUse floorplans



Accessibility Guide

www.accessibilityguides.org



• Visuals work for everyone and bridge 
language and cultural divides

• Save staff time and customer 
disappointment

• Represent disabled people - as part of their 
socio demographic segment

• Houses of Parliament  video Access Guide 
(Subtitles / BSL signed) 
www.parliament.uk/visiting/access/disabled
-access/

Video and photography



www.romanbaths.co.uk/sites/roman_baths/files/heritage/Information%20for%20children%20with%20autism.pdf

Alternative Formats
Easy Read / Social story: Roman Baths, Bath

http://www.romanbaths.co.uk/sites/roman_baths/files/heritage/Information%20for%20children%20with%20autism.pdf


‘We don’t separate access from 
our mainstream marketing. We 
refer to it in every channel 
whether we are promoting a 
business offer or a sporting 
event. This gives us a clear 
competitive advantage as well as 
showing our commitment to 
social responsibility.’

Magnus Bergland, Accessibility Director, 
Scandic Hotels

The Scandic Hotel approach



Winning More Visitors: Access for All



Winning More Visitors: Access for All



Winning More Visitors: Access for All



Accessibility information on websites



• Oct 2010 – Oct 2011: 
 2m+ accessibility searches across our websites
 26% (average) increase in bookings of accessible accommodation

Accessibility information on UK tourism websites



Destination Websites - England

www.visitengland.com/p
lan-your-visit/access-all



Destination Websites - Germany

www.germany.travel/en/b
arrier-free-travel/barrier-
free-travel/barrier-free-
travel.html



https://abta.com/resource-zone/publication/checklist-for-disabled-and-less-mobile-passengers

Booking



Travelling to and from a destination / Getting around



At the destination

https://biblioteca.fundaciononce.es/sites/default/files/publicaciones/documentos/ilunion_tya_libro_oaute-ing.pdf



Hints and tips



Memories and feedback

www.euansguide.com



• How are we doing?

• What could we do better?

• Tell customers what action has 
been taken in response to their 
feedback (reinforces listening

Ask your customers



• Move Accessible Tourism into mainstream Business development
• Market should be addressed in the business planning and 

marketing planning process. 
• Key role of business advisers in integrating accessibility and 

inclusiveness in their advisory work with SMEs and business start-
ups,

• Promote the case for focusing on the market via other channels 
used by SMEs, e.g. SME membership organisations and industry 
associations, Banks, Chambers of Commerce.

• quantify business success in indicators such as: increases in 
revenues and profit, return on initial investment, increases in the 
volume of transactions

• Partnerships

How do we change things?



What drives tourism destinations and businesses?

The Customer 
is at the heart 
of all we do



Access

Quality

Sustainable

Higher visitor satisfaction for all  
[focus on visitor requirements]

Inclusive Design / Inclusive Service

Benefits for Local businesses
and the community

Managing accessibility:
It’s much more than being just accessible



Accessibility

Improve Quality

Respond to Changing Markets

Increase Market 
Opportunities

More CompetitiveDifferentiate

Create a Unique Selling Proposition

A Better Welcome
Repeat Visits & 
Recommendations

Improved Financial 
Sustainability

Seasonality

Social Responsibility

Civic 
Pride

Inward Investment

Benefits for businesses 
and destinations



Accessibility

Personalized Services

Travel with Family or Friends

Included!

Unique Experiences

Feeling Welcome

Opportunities for Education, Employment, Cultural Exchange

Enjoy Events, Culture, Arts, Sports

Enhanced Self Esteem

Personal Fulfillment

Greater Independence

Benefits for our 
customers



We need champions



We need champions

www.visitbritain.org/sites/default/files/vb-
corporate/accessibility_champion_2_508v2.pdf



Working with others

Steering Group 

England’s Inclusive 
Tourism Action 
Group (EITAG) 



Helping 
businesses be 
more accessible



Built Environment Professional Education Project 
2012 Olympic Legacy 

https://www.gov.uk/government/publications/built-environment-professional-education-project-updates



Good design / Awards

• Original ideas to improve access 
and provide an enhanced 
experience for hotel guests, 
particularly for those with 
disabilities.

• There are five guiding principles 
that the applicants have to meet:

1.Universal
2.Personal
3.Flexible
4.Functional
5.Beautiful

http://access.bespokehotels.com



Examples of relevant good practice / business benefits 



You don’t always have to reinvent the wheel

https://www.visitbritain.org/communication-toolkits



Training

• What
• Why



Awards – Inclusive Tourism

www.visitenglandawards.org



• Mainstream media – human interest stories.
• Regional media – become their go-to expert 
• Specialist media for more specific stories 

about facilities or promotions (be brave, be 
seasonal) : Enable, Disabled Motoring UK, All 
Together Now, Able Magazine, Pos-Ability, 
Inspire

• Bloggers are an influential group: for example 
https://www.carrieannlightley.com

Communication channels: PR

https://www.carrieannlightley.com/


9 Commitments including:
• Staff Training
• Have an Accessibility Guide
• Have an Access Champion
• Recognise Equality

• Businesses 
• Individuals
• Policy Makers

Tourism is for Everybody Campaign



‘Stop thinking about access as access. Think about how you 
can maximise your sales by encouraging the widest range 
of people to visit, and you’ll get everyone on board’. 

Peter White Disability Correspondent BBC

The last word 



Win Win Win
Visitors Businesses Destinations



chris_veitch@me.com



• VisitEngland’s Business Advice Hub section ‘Providing Access For All’ 
www.visitbritain.org/business-advice-hub (includes link to marketing guide 
called Speak Up!)

• Blogs
• ENAT (www.accessibletourism.org )
• Tourism is for Everybody (www.tourismisforeverybody.org )
• Mature Marketing Association (www.the-mma.org )
• Silver Travel Advisor (www.silvertraveladvisor.com )
• The UK Association for Accessible Formats
• Euan’s Guide (www.euansguide.com )
• IDEAS (www.ideas.org.au )

Useful sources of information

http://www.visitbritain.org/business-advice-hub
http://www.accessibletourism.org/
http://www.tourismisforeverybody.org/
http://www.the-mma.org/
http://www.silvertraveladvisor.com/
http://www.euansguide.com/
http://www.ideas.org.au/


www.visitbritain.org/providing-access-all

Service & Facilities – Hints and Tips

http://www.visitbritain.org/providing-access-all


Service & Facilities – Hints and Tips

www.tourismni.com/globalassets/grow-your-
business/accessibility/accessibile-business-action-plan.pdf

http://www.tourismni.com/globalassets/grow-your-business/accessibility/accessibile-business-action-plan.pdf


Service & Facilities – Hints and Tips

www.tourismni.com/startup-advice/legal--licensing/accessibility/

http://www.tourismni.com/startup-advice/legal--licensing/accessibility/


Events – Hints and Tips

www.visitscotland.org/pdf/AccessibleEventsJune2016.pdf

http://www.visitscotland.org/pdf/AccessibleEventsJune2016.pdf


https://historicengland.org.uk/images-
books/publications/easy-access-to-historic-buildings/

Heritage – Guidance

https://historicengland.org.uk/images-books/publications/easy-access-to-historic-buildings/
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