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Mainstreaming 
accessible tourism 
in England 



VisitEngland 

•  England’s National Tourist Board 

•  Lead the development of a thriving 
tourism industry 

•  Supporting partners to achieve 
economic growth 

•  Encourage the development of 
excellent visitor experiences 

•  Leading the industry in harnessing 
the growing accessible tourism 
market 



2 phase project: 
1. Product Development 

October 2012 – July 2013 
3 Pillars of Accessible Tourism 

2. Mainstream Marketing Campaign 

•  A framework for destinations to 
engage businesses in accessible 
tourism 

•  A means for destinations to target 
the accessible tourism market 

•  Campaign to act as an incentive for 
businesses to improve product 

Access for All Project 



Partner Destinations 
 
 

Bath Brighton 

Leicestershire 

Newcastle Gateshead 

•  4 destinations 

•  c8 business 
partners each 



Primary Objectives 
•  Encourage our target audience to 

take a short break in England  
•  Raise awareness of accessible 

destinations and businesses in 
England  

•  Improve perceptions of Accessible 
England  

Target Audience 
•  Disabled people - 17.6% of people in 

England (9.3 million people) and 
carers 

Timings 
•  w/c 3rd March – w/c 7th April 2014 
•  Coincide with Winter Paralympic 

Games, Sochi 

Campaign Overview 







Mini Access for All Guides 

•  PDF 

•  Large Print Word 

•  Audio (mp3) 



Campaign hub on VisitEngland.com 



VisitEngland Enewsletter 



Support from other stakeholders 



Daily Express Saturday Magazine 
8th March – Bath & Leicestershire 



Daily Express Saturday Magazine 
15th March – Newcastle & Brighton 



Digital Advertorials 



Partnered with Association of Train 
Operating Companies 



Editorial and Ads in Specialist 
Magazines 



•  of respondents say they have a much better opinion of the way 
English destinations cater for disabled people and others with 
access needs 

•  of respondents say they have a somewhat better opinion of the 
way English destinations cater for disabled people and others with 
access needs 

•  of respondents say the advertising make them a lot more likely to 
consider England for a holiday or short break 

•  of respondents say the advertising make them a little more likely 
to consider England for a holiday or short break 

We have changed opinions 

17% 

35% 

19% 

18% 



•  The Visit England campaign has increased Express readers likelihood of 
visiting England for a short break or holiday 

•  Our campaign has changed Express readers perceptions towards 
England being a destinations that caters for those with disabilities or 
access needs 

•  The likelihood of Express readers recommending and English short 
break or holiday to friend and family has increased by 6% 

•  52% recall the advertisements 

•  73% agree that it is a good way to advertise a holiday or short break 
in England 

•  52% say that they have much better or somewhat better opinion of 
the way English destinations cater for disabled people and other with 
access needs 

Evaluation 


