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The winner of the 2022 award 

for the destination offering the 

most outstanding visitor 

experience is…  



The most accessible one!  



Accessibility development 

• Universal Design and Service offers 

exciting and untapped development 

opportunities for local businesses 

and destinations. 

 

• We should see improving accessibility 

in tourism as compelling, not just a 

means to an end in itself (a more 

accessible destination) but also as 

a‘tool’leveraging many other wider 

benefits. 
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We all fit into this box 
 we call accessibility! 



See the person not the disability 
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Maximize the opportunities 

Business 
 

 Visiting  

Friends & Relatives 

 

Education 
 

 

Local Community 

 

Domestic Visitors 

 

Overseas Visitors 

 



See the market differently 

“Accessibility, we try to think of 
it as the norm, we don’t think 
of ourselves as an accessible 
accommodation or an 
accommodation just for people 
with disabilities. We just 
happen to be a holiday cottage 
that had been adapted and is 
suitable for everybody” 

 
Sonja Gregory, The Hytte, Northumberland, UK 

disabled%20couple%20on%20coast.jpg


Adapted from Lane (2007) 

blind%20taxi%20aid.jpg


Unlocking the potential 

• How can we manage all 
of these moments of 
truth that our visitors 
have in our 
destinations? 



Developing synergy 

‘Understanding this interconnectedness and 

interdependence of individual businesses in the 

experience of the visitor is essential in order for 

destinations to grow their market share.’ 

 

‘To achieve this understanding may require the 

leadership of destination managers and marketers, 

such as regional tourism organisations, local 

chambers of commerce as well as local 

governments.’ 

 

Dickson & Darcy (2012) 

 



Key role for destinations 



We are the champions! 

International Destination 
(Continent) 

National Destination 

Regional 
Destination 

Local 
Destination 

Tourism 
Businesses 
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Accessible Tourism 
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Accessible Tourism 



Access Statements 

www.access.tourismtools.co.uk  

http://www.access.tourismtools.co.uk


www.visitengland.org/busdev/bussupport/access/index.aspx  

England Business Support 

http://www.visitengland.org/busdev/bussupport/access/index.aspx


All about balance 

Value to 

Visitors 

Achievability 

For Businesses 



Destination Support 



SMEs – Barriers? 

• Business doing very well – no obvious reason to make 

changes. 

• Stereotyping - Lack of understanding of range of access 

requirements. 

• Fear - Lack of confidence (what do I say and do?) 

• No perceived demand 

• And why is there no demand? 

• Because they may not be offering any accessible 

facilities/services at all. 

• Because they may not be marketing or providing any 

information about existing accessible facilities/services. 

• Because the destination is not promoting accessibility 

to attract people with access requirements.  



‘A successful 

business is an 

inclusive 

business’ 

Engaging with SMEs 

http://www.bis.gov.uk/assets/biscore/business-sectors/docs/0-9/10-1126-2012-legacy-for-disabled-people-case-for-the-disabled-customer
http://www.bis.gov.uk/assets/biscore/business-sectors/docs/0-9/10-1126-2012-legacy-for-disabled-people-case-for-the-disabled-customer


Report insights 



Win Win Win 

Visitors Businesses Destinations 



“The most positive 

experiences were to be 

found at properties 

where there was a high 

level of customer service 

and awareness from 

staff.” 
 

Focus Group: 

VisitBritain’s Access Consumer Research 


