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About this toolkit

Accessible tourism can help businesses in many ways by tapping into underserved and growing markets, differing customer groups
and local communities. Wherever you are in your accessibility journey - and however new or well-established your business is - this
toolkitaims to give you the practical hints and tips, and the reassurance and confidence, to move forward inclusively.

As a best-in-class resource for the tourismindustry, this toolkitintroduces the legal, commercial and ethicalimportance of
accessibility, as well as providing guidance related to:

Customer groups and how to remove the barriers they may face.

How to provide aninclusive welcome with integrity and empathy atits heart.

How to provide inclusive features andfacilities, and to recognise where these are already in place.
How to market your accessibility to potential and existing customers.

How to become a moreinclusive employer and create aninclusive internal culture within your business.

o o o o Do I

Measuring success and ensuring accountability across the accessibility journey.
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How can this
toolkit help me?

Itis aimed at micro, smalland medium-sized tourism businesses wanting to
embark on, or continue, their accessibility journey and to reach the £14.6bn
accessible tourism market.

It provides ‘quick win’ practical hints and tips, as well as longer term
aspirational goals, relating to physical and digital design, and business
operations.

Allowing readersto dipinand out, each section of the toolkit focusesona
different topic and provides three summary ‘top tips’.
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Welcome

Thank you for wanting toimprove the accessible and inclusive experiences you are offering to your customers and colleagues.

This toolkit focuses on the physical, digital and operational measures you can take to support Disabled people and those who have
accessibility requirements (these terms are used interchangeably throughout this document).

The tourism sector is responsible for more than 10% of jobs worldwide. With approximately 1.4 billion people travelling the world and
15% of those identifying as Disabled or having an accessibility requirement (1SO 21902:2021) the importance of removing barriers to
make tourism more accessible to allis continuing to gain traction.In short, it’s a social responsibility that also makes great business
sense.
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https://wttc.org/research/economic-impact
https://www.iso.org/standard/72126.html
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How to use this toolkit

This toolkit provides information and inspirationrelating to accessible
tourism. It allows you to learn the theory and get excited about the practice of
inclusive operations, whether externally for customers or internally for
colleagues.

As time and resources can be shortand the ‘fear factor’ surrounding disability
and accessibility can be high, each module of this toolkit relates to a different
subject. These sections enable you to dip in and out of the contentas much or
as little as you please. Additionally, the ‘top tips’ structure at the start of each
section promotes high level understanding with more detailed information
available withinthe sectionitself.

There will be opportunities throughout this toolkit for you to:
A Learn something new with ‘Did you know?’ pointers;

A Assess your current accessibility offerings with ‘A Moment for Reflection’
activities;

A Takepracticaland positive actions toimprove yourinclusivity via
downloadable checklists.
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A note onlanguage use

Throughout this toolkit we have used the terms ‘Disabled people’ and ‘Disabled customers’ to refer to people who identify themselves
as D/deaf, Disabled or neurodiverse. We also use the term “people with accessibility requirements” as a broad term to refer to anyone
who would benefit from accessibility provisions, regardless of whether they relate to being disabled or not.

About the author

This toolkit has been licenced from Visit England, and revised by Tourism NI and inclusive design agency Tilting the Lens.
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Section 1: What is accessibility?

Three Top Tips for this section:

A Accessibility involves removing barriers to provide positive experiences for all. In the case of this toolkit, it's about ensuring that everyone
can enjoy tourism.

A Accessibility is one pillar of a wider Equality, Diversity and Inclusion strategy.

A Tosupport yourimplementation of these strategies, we encourage you to use the practical checklists, technical design guidance and
persona deck. These tools will ensure you move forward on this journey, but engaging with Disabled people in your organisation, in your
community, and in the wider world, will ensure that your actions are meaningful and informed by lived experience and further subject-
matter expertise.

Equality, Diversity and Inclusion (EDI) is a topic being addressed by an increasing number of businesses. In summary, the term ‘equality’ relates
to ensuring that everyone can access the same opportunities, ‘diversity’ means valuing the differences between people and their identifying
characteristics, and ‘inclusion’ is a measure of how safe and welcome people feel in their environment. These are important, big-picture
concepts that accessibility is embedded into.

Accessibility is a framework for designing spaces, services, cultures, and communication with dignity, ease and independence. Accessibility
specifically creates opportunities for Disabled people to meaningfully engage in the tourism sector - as tourists and employees - but also has
benefits for those who travel with children, those who are aging and those who may not speak English as a first language.

Simply put, accessibility is allabout removing barriers (whether physical, digital, relating to information and content, or attitudinal) to promote
positive and equal experiences for all. It is the ‘actionable’ part of ensuring that EDI is on the agenda for Disabled people in particular but can
also provide great benefit to customers and colleagues who might identify differently.
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For example, providing audio tours and large print versions of exhibit information at museums are a great way of removing content barriers for
people who are blind or partially sighted. Ensuring staff are well trained and equipping them with useful resources canreally aid the removal of
attitudinal barriers for Disabled people as well as those with other protected characteristics related to age, race, and sexual orientation. Similarly,
making an entrance more accessible to a wheelchair user is likely to involve the provision of step-free access and a lowered height section at a
welcome desk, which would remove certain barriers within the built environment.

To truly be effective, accessible tourism should involve the delivery of accessible products, services and environments and enable Disabled people
and people with accessibility requirements to have independence and autonomy over their experience.

Taking you step by step, this toolkit—and the actionable checklists, built environment technical design guidance and persona deck — will show you
how to improve your accessibility offering for both your customers and staff and ensure that a great tourism experience is available to all.

There are a lot of misconceptions that surround accessibility. Before we get any furtherinto the toolkit, we want to address these here:
We are already accessible —we are just off the motorway!

Whilst ‘accessibility’ is sometimes used to mean the ease with which somewhere can be reached, it has a much broader definition.
Accessibility is about offering everybody a warm welcome and equitable experiences. It's about enabling people by:

A removing physical barriers where possible;
A makingservice adjustmentsto allow a wider range of people enjoy their experience.
The main beneficiaries of an accessible environment or experience are Disabled people, older people and families.
«"n, TOURISM
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“Accessibility feels complex and can be complicated”

It can feel complex. However, as a tourism business you probably know more than you realise and already doing lots but not
recognisingit.

The key is offering a warm welcome and great customer service to deliver memorable visitor experiences. Atits simplest, think about
four key things:

Information—ensure you provide accessibility information on your website

Customer—ensure that staff have relevant training to serve your customers with understanding and confidence
Place—make low cost / no costimprovements to the built environment, amenities and services you offer.
Employment—become a moreinclusive employer

We'llgointo these key areasin much more detail laterin the toolkit.
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“Accessibility is something that is very expensive to develop, it's all about wheelchair
users and it is costly to fit lifts, ramps and handrails.”

Improving accessibility need not be expensive at all. For example, you can:

A offerrelevant accessibility information by providing this on your website, ideally including a Detailed Access Guide;
A offerservice adjustments, such as late check-outs orimplementing a ‘fast-track’ queueing policy.

A provide low-cost facilities such as a hearing loop or portable ramp.

A good time to think about physical accessibility is at the time of a new build or refurbishment:itis cheaper to build inclusive features
into adesign ratherthanretrofit them.
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“I'm not sure what to do, or where to start to
be more accessible.”

Startwith the Top Tips in this toolkit, particularly:

A havinga Detailed Access Guide and ensuring this can be found easily on
your website;

A ensuringyourwebsiteis accessible;

A providing training for all staff, to help them understand the market and
have confidencein serving customers with accessibility requirements.
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“We don't have any Disabled guests and there is no demand for accessible services and
facilities, so why change?”

How do you know you have not had visitors or guests with accessibility requirements?

Around 70% of Disabled people have non-visible impairments: they may, for example, have a hearing or visualimpairment, or be
living with dementia. Many people are also likely to have more than oneimpairment.

They may not have said anything to the business or complained, but what has their experience been like, have they struggled or
‘madedo’?

If you aim toimprove accessibility in your business you can help to enhance the quality of the customer service you offer for many
existing customers, as well as helping to attract new ones.
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“We have made changes to improve our accessible services and facilities and
already offer these, but there is no demand for them.”

Start with the Top Tips in this toolkit, particularly:

A havinga Detailed Access Guide and ensuring this can be found easily on your website;

A ensuringyour website is accessible;

A providing training for all staff, to help them understand the market and have confidence in serving customers with accessibility
requirements.
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“We operate from an historic and listed property so we can't make any changes.”

Operating from an historic or listed property does not necessarily prevent you from making changes to the building. However, even if
you cannot make physical changes you can make other aspects of your service more accessible for example having large print
versions of written documents.
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“As a small business with alarge number of steps leading to the main door and no space
for an accessible toilet we can't really be fully accessible.”

The term ‘fully accessible’is a fallacy;it’s just not possible to create such an environment or experience.

If making structural changesis not possible, this may mean that you are not accessible to some people with a mobility disability.
However, this does not mean you cannot welcome and serve other people with accessibility requirements. Every business can be
accessible to somebody.
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“My business is doing well, with regular
and repeat customers, so why should I
change anything?”

Accessibility isn'tjust aboutincreasing customer numbers. Businesses which
have regular and repeat customers need to ‘grow with them’: as these visitors
grow older and their accessibility needs increase, the business will need to
adaptto meet these needs.

However, this does not mean you should wait to make accessibility
improvements. Many existing customers may well already have accessibility
requirements and meeting these can help toimprove the quality of their
experience with abusiness.
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“For areas of natural beauty, we would destroy the ‘sense of place’, the beauty of what
people come to see, if we make adaptations”.

Thereis alot of guidance which exists to support the management of areas of natural beauty. Making these areas welcoming and
inclusive does not have to mean damaging the ‘spirit of place’.
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Understanding Accessibility in Tourism

Accessibility is a critical pillar of EDI, focusing on removing barriers to ensure that everyone, regardless of ability or background, can
enjoy positive and equitable tourism experiences. It benefits Disabled people and others, such as families with children, older
individuals, and non-native English speakers.

This toolkit highlights practical steps to enhance accessibility in tourism, including removing physical and attitudinal barriers,
improving services, and fostering inclusivity. It also addresses common myths about accessibility and emphasizes the importance of
engaging with Disabled people to inform meaningful changes.

Familiarize yourself with examples, such as providing audio tours for visually impaired visitors, improving staff training, and offering
accessible amenities. Reflect on howimplementing accessibility canimprove both customer and employee experiences in the
tourism sector.
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Section 2: The benefits of providing an inclusive
experience

Three Top Tips for this section:

A The Purple Pound represents the spending power of Disabled people and is currently worth an estimated £274 billion to UK
businesses per year.

A Thereis acollective responsibility to remove disabling barriers in society. Aim for continuous progress rather than perfection.

A Allbusinesses have alegal duty to not discriminate against Disabled people under the Disability Discrimination Act (DDA).
Information and links to additional guidancein this section will help ensure you are getting it right.
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Why accessibility matters

Ethically and morally, providing an accessible and inclusive experience is the
right thing to do forany business. But it can also be financially savvy, support
legal compliance and encourage positivity, ensuring you reach and engage
with a diverse, interesting audience.

23% of peoplein NorthernIreland have a disability (thisincludes hearing,
visual and cognitive disabilities as well as people with physical disabilities).
Many of your existing customers are likely to be in that group but you may not
realise this.

Disabilities such as hearing loss, arthritis, epilepsy and autism are not visible
and some customers won't disclose these.

Did you know?

»

i Higak

Your customer baseis also getting older and with age comes the increasing
likelihood of health conditions such as poorer eyesight and backissues. People
aged 65 and over account for17.2% of the NorthernIreland population. The NI
populationis projected to age at a fasterrate than the rest of the UK. By mid-
2028 this figureis predicted to be 20.1%, and could rise to almost two thirds
(65.1%) by 2041.
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Digital and social accessibility

Access andinclusion does not just refer to the built environment. As firstimpressions of businesses are increasingly made online,
digital accessibility of websites and social media channelsis just as valuable.

Whether over the phone, email orin-person, a positive perception of disability within your business is essential. For an end-to-end
experience to be inclusive your physical, social and digital access must be well considered for every customer.

The scope of disability and access requirements is vast and aspirational guidanceis constantly improving. Becoming comfortable
and confident with accessibility is therefore a continuous learning curve. Fear not, this is not something you need to be an expertin.
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Two things are true of access and inclusion. Firstly, no one solution will perfectly cater for every individual's access requirements; the
term ‘fully accessible’ is misleading as it does not exist and cannot be achieved. Therefore, every business, no matter how big or small,
new or mature, should be aiming for continuous progress, rather than perfection.

Secondly, we allhave arole to play in ensuring the built environment, social interactions and our websites and social media channels
are as accessible and inclusive as possible for as many people as possible, be they friends and family members, customers or
colleagues.

Did you know?
£249billion pounds and risingis spent by Disabled customersin the United Kingdom each year.

In 2021,in NI just under one fifth (19%) of people aged 16 and over reported having a mobility difficulty. On average, those with a
mobility difficulty made 519 journeysin 2021, 44% less than those without a mobility difficulty (929 journeys per year).

The good news for businesses wanting to target this market is that demand for accessible accommodation and activities outstrips
the current supply. Disabled people when travelling tend to be loyal and they often return to places that provide accessible features
and facilities, as thisis often arare find. Read on to find out more about how you can encourage these customers to choose you by
valuingthem and providing a confident, honest and inclusive welcome.
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The value of the purple pound

Thereis acommon misconception that Disabled people are not commercially valuable customers. Not only is this false, but it often
prevents businesses within the tourismindustry from reaching their full potential by engaging with, and catering for, a diverse
customer base.

The Purple Pound represents the spending power of Disabled people and is currently worth an estimated £274 billion to UK
businesses per year.

While access andinclusionis a legal responsibility and the right thing to do ethically; the Purple Pound means thatit’s great for
business. People with health conditions and disabilities tend to take longer holiday breaks than average and therefore tend to spend
more money per trip.

Additionally, onein four domestic holiday-makers with access requirements return to accommodation they have visited before,
either because it has the specialist facilities they required and/or it removes the stress and effort of trying to find somewhere
different.
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Removing barriers

The physical, digital and social barriers in society can often be more disabling
to people than their actual disabilities. A barrier can be visible, or relate to the
lack of a service or provision. Barriers can also be attitudinal and cause great
amounts of exclusion.

Forexample, many Blind and low vision people would find online hotel
searches much easier and more enjoyable if all websites were accessible to
screen-readers. Similarly, if step-free access was a given on all public transport
networks, many wheelchair users would be able to travel with independence
and autonomy. And if hearing loops came as standard at every reception desk
and all staff were trainedin deaf awareness, those who are D/deaf or hard of
hearing would likely find the arrival process at hotels, restaurants and visitor
attractions much less frustrating.

Note how all these situations remove barriers and resultin positive
experiences for many people —without any aspect of their disability or medical
condition changing. This shows us that we all have a responsibility to look at
our surrounding environments, the services we offer, the ways in which we
promote ourselves, and the language we use toidentify barriers and, if
possible, remove them.
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While the DDA is focused on Disabled peopleitis important to consider other characteristics. For example in NI public authorities are
subject tosection 75 of the NorthernIreland Act 1998 which protects individuals with one or more of nine protected characteristics,
including age, gender, race and disability. While this is for public authoritiesitis a good guide for business on how to ensure that no-
oneis treated less favourably.

You must not discriminate against Disabled customers by refusing access to them, their companions, mobility equipment or

assistance dogs as this would be considered unlawful. For more information, please visit our legal guidance for tourism businesses in
NL.

Furtherinformationand guidance on the Disability Discrimination Act (DDA) and reasonable adjustments can also be found on the NI
Direct website.

Did you know?

The DDA requires service providers to provide auxiliary aids, which caninclude special pieces of equipment to provide additional
support, at no cost to the Disabled customer. This type of 'reasonable adjustment'is required to avoid putting Disabled people ata
substantial disadvantage compared with people who are not disabled.

Businesses should not state in their communications that they are compliant with the Disability Discrimination Act (DDA) as it cannot
be guaranteed. Instead, businesses should focus on describing the steps they are taking to meet their legal obligations and commit
to ongoing efforts to improve equality and accessibility.
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TheImpact and Potential of the Accessible Tourism Market

Before addressing this question, take time to explore the insights on accessibility and the Purple Pound discussed in the toolkit
materials.

Accessibility is more than a legal or ethical obligation—it’s an opportunity for businesses to unlock the significant spending power of
Disabled people, worth an estimated £274 billion annually in the UK. Beyond the financial benefits, creating accessible and inclusive
tourism experiences fosters loyalty, encourages repeat visits, and broadens your audience.

This section emphasizes theimportance of removing barriers—physical, social, and digital—and striving for continuous progress
ratherthan perfection. It highlights how accessibility can positively impact customer satisfaction, employee engagement, and the
overall success of your business.

Review examples such as accessible amenities, inclusive digital practices, and tailored staff training to meet diverse needs. Think
about how prioritizing accessibility can position your business as welcoming, innovative, and socially responsible.

When ready, consider the question and explore how embracing accessibility and the Purple Pound could benefit your business.
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TheImpact and Potential of the Accessible Tourism Market

Description: Explore how prioritising accessibility in your business can have ethical, legal, and financial benefits. Consider the
concept of the Purple Pound and its significancein creating an inclusive and welcoming experience for Disabled customers.

Action:

A Reflect on whether the accessible tourism market is worth more than you initially thought, considering the £274 billion value of
the Purple Pound and the growing demand for accessibility.

A Identify how embracing accessibility could provide your business with a competitive edge and foster customer loyalty.

A Think about specific steps you can take to create a welcoming environment that meets the diverse needs of customers, both
physically and digitally.

Use this opportunity to evaluate how accessibility aligns with your business goals, enhances customer experiences, and contributes
tothe broader movement of inclusivity. Be practicaland honestin your response.
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Section 3: Know your
customer

Three Top Tips for this section:

A Focus onunderstanding how you can remove barriers and implement
reasonable adjustments to provide an accessible and equitable experience
for all your customers, regardless of age, gender, race or disability.

A Ask,don'tguess: If you're unsure how to assist a Disabled person, politely
askthem. Most people appreciate the consideration and will guide youon
the best way to help.

A There are many resources available to help you become more inclusive, and
we will guide you toward these in this toolkit.
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Understanding your customers' requirements

Accessible andinclusive experiences are built through intentionality from the start. Every customer deserves to feel welcome, no
matter their circumstances. A critical step in ensuring thisis through education, awareness, and understanding of what access
accommodations are already in place and what additional facilities, adjustments, or communication tools may be needed. By
consistently considering these factors, accessibility becomes anintegral part of the experience for all.

Thefirstthing to be aware of is that there are different disability types that are both apparent and non-apparent:
A Physical disabilities affect things like movement, control and speed. This can also affect reach ranges.

A Sensorydisabilities that affect sight, hearing or communication. Examples of these include:
0 Blindorlowvision
0 Deaforhardofhearing

A Speech disabilities that cause challenges in communicating verbally

A Cognitive andintellectual disabilities might present thinking, processing or functioning challenges that make learning and
retaininginformation difficult, for example if someone is recovering from a stroke or someone with Downs syndrome
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Understanding your customers' requirements

A Neurodiversity refers to the different way a person's brain processes information. Examples include:

0 Dyslexia
0 Dyscalculia
0 ADHD
0 Autism
A Chronicillness is along-term health condition that persists for a year or more. Examples include:
0 Diabetes
0 Heartconditions
0 Arthritis
0 Autoimmune conditions
0 LongCovid

A Havingamental health condition which caninclude:
0 Bipolar
0 Depression
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Understanding your customers' requirements

0 Anxiety
0 Obsessive-compulsive disorder (OCD)
0 Schizophrenia

But that’s not all: disability can be apparent or non-apparent (itis estimated
that 70 to 80% are non-apparent), but both are as valid as each other and
need to be respected and understood as such.

Disabilities can be permanent, temporary, acquired, or even situational. For
instance, consider someone who has broken their legand is now using a
wheelchair or crutches. Consider how they would need to reassess navigation
around places and spaces.

It's alsoimportant to recognize that many individuals with disabilities may
experience varying energy levels, which should be factored into the design of
physical spaces, customer service practices, and business operations.

By being mindful of these diverse needs, organizations can create
environments that are more accommodating for all. For instance, consider the
sudden accessibility needs of a new parent with twins in a double buggy wher
navigating a hotel.

Accessibility can benefit everyone.
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Whileit'simpossible to address every disability and specific accessibility requirement, we have partnered with national charities and
leading organisationsto share the latest information and best practice guidance for supporting different disability types. This
collaboration helps ensure that we remain informed and aligned with current accessibility standards.

Focusing on Inclusive Communication and Service: The focus should be on building confidence in communicating withand serving a
diverse range of customers. The key to accessible tourismis identifying and removing barriers to create positive experiences for
everyone. Having the confidence to ask, "How can we make this the best possible experience for you?"—rather than making
assumptions—can significantly enhance customer satisfaction andinclusivity.

Building Empathy to Enhance Inclusive Service: Understanding conditions like autism, for example, won't allow you to predict exactly
what every autistic customer might need. However, developing empathy and knowledge about the accessible facilities you offer will
enable you to provide aninclusive service that everyone can enjoy and appreciate. This approach ensures that each customer’s
unique needs are met without assumptions.

Did you know?

70% of disabled people will not return to a business after receiving poor customer service.
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Good practice hints and tips: Promoting inclusion for Disabled customers

Honestly share your accessibility information far and wide, including on your website and social media. Where possible, place this
information frontand centre, and try to avoid the need for customers to call to ask for furtherinformation (noting that for some larger
venues there may be genuine safety/ security concerns that restrict whatinformation can be shared publicly to align with Martyn’s
Law, and you may need to request thatindividuals get in touch for specific layout or access requests).

Empowering Staff Through Disability and Inclusion Training: Ensure all staff members receive trainingin disability and inclusion
awareness to enhance their confidencein communication and foster empathy and understandingin serving all customers. By
identifying and removing barriers through the implementation of reasonable accommodations, businesses can create a more
inclusive environment for everyone.

Invite Disabled people to visit your venue and give insight, feedback and recommendations as a way to help you improve. Pay them for
their time.

Disabled customers are not seeking 'special' treatment or sympathy; they are simply asking for equal access tothe same
opportunities and experiences that their non-disabled peers enjoy. It's about creating equity of experience, ensuring that everyone
has the chance to participate fully.
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Good practice hints and tips: Promoting inclusion for Disabled customers

Regardless of who your Disabled customers are traveling with, always address them directly rather than solely focusing on their
companions. This approach ensures that each individual feels respected and valued in the interaction.

Treat Disabled customers with the same level of respect and courtesy as you would any other customer. A positive experience notonly
encourages them toreturn but also inspires them to recommend your services to others.

Did you know?

Dietaryinclusionis also part of accessibility. Consider the inclusivity of any food and/or medication policies you have. For example,
some people may need to bring their own food with them, require a quiet and private space for tube feeding, or need to know about
ingredients, allergens or cross-contamination when purchasing food and drink from you. Some people may need you to blend their
food.
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The power of lived experience engagement

If you seek to enhance accessibility, it's important to engage with individuals who
have lived experience of disabilities or other diverse backgrounds. Be sure to
approach any engagement thoughtfully, adopting a comprehensive pan-disability
perspective thatincludes people with a variety of impairments and accessibility
needs.

Be prepared for complex conversations and solutions; for instance, access
accommodations for someone with low vision may not be suitable for a
neurodivergent individual (as you will discover in this module!). It's essential to
prioritize actions and reach a mutually agreed compromise in certain situations.
However, the rich insights you gain through this process will make it all worthwhile.

Case study - Lived experience
Consult with your customers and others with lived experience.

Mae Murray Foundation work to ensure beaches and beach-based activities are
accessible to Disabled people. They have developed a number of open-source
guidance documents that set out the lived experience of Disabled people using to
assist others to offer accessible and inclusive experiences for Disabled people to
enjoy participation at the beach and at play.

Inclusive Beaches : Mae Murray Foundation



https://www.maemurrayfoundation.org/projects/inclusive-beaches/

Inclusive & Accessible Tourism Toolkit

Accessibility personas

To support you whilst reading about differing impairment groups in this section, please refer to the Accessibility Personas within the
downloads section of this toolkit. We have worked with individuals who have lived experience of certain disabilities and accessibility

requirements to create personas based on their real - | G

Think about the D/deafand Disabled people you know, both personally and professionally. Search the #AccessibleTourism hashtag on LinkedIn
and spend 20 minutes learning something new from one of the articles you come across.
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