Potential business barriers

Understanding and addressing perceived barriers which may prevent your businesses from engaging with the accessible tourism market is important if your destination is to grow. A selection of potential barriers, along with suggested responses, is provided below. They are designed to support you when engaging with businesses and may be useful to address in any promotion material you produce to recruit businesses to your accessibility development programme.

Potential business barriers

	Perception
	Response


	“What does accessibility mean?  We are already accessible - we are just off the motorway!”

	Accessibility is about offering everybody a warm welcome.  It’s about:
· removing physical barriers where possible;
· making service adjustments to allow a wider range of people enjoy your tourism product.

The main beneficiaries are disabled people, older people and families.


	“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 recognising it.  

The key is offering a warm welcome and great customer service to deliver memorable visitor experiences.  At its simplest, think about three key things:
1. Information – ensure you provide accessibility information on your website
2. Customer Service – ensure that staff have relevant training to serve your customers with understanding and confidence
3. Facilities – there are lots of low cost / no cost things you can provide to make a big difference.

Find out more in the Accessible and Inclusive Tourism Toolkit for Businesses.



	“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:

· offer relevant accessibility information by providing accessibility information on your website, ideally via an AccessAble Detailed Access Guide
· offer service adjustments, such as late check-outs or implementing a ‘fast-track’ queueing policy. These will not necessarily be a cost to the business at all and may help to earn additional revenue 
· provide low-cost facilities such as a hearing loop or portable ramp 

A good time to think about accessibility is at the time of a new build or refurbishment: it is cheaper to build accessible features into a design rather than retro-fit them.  

Find out more in the Accessible and Inclusive Tourism Toolkit for Businesses.


	“I’m not sure what to do, or where to start to be more accessible.”

	There is a wealth of information in the Accessible and Inclusive Tourism Toolkit for Businesses.

A top priority for any business is providing good accessibility information e.g. by:
· having a Detailed Access Guide
· ensuring this can be found easily on the business website
· ensuring the website is accessible
· providing training for all staff to:
· help them understand the market
· provide confidence in serving visitors with accessibility requirements. 


	“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? 

· 70% of disabled people have hidden impairments: they may, for example, have a hearing or visual impairment, or be living with dementia.  Many people are also likely to have more than one impairment.  
· They may not have said anything to the business or complained, but what has their experience been like, have they struggled or ‘made do’?  

If you aim to improve 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. 


	“We have made changes to improve our accessible services and facilities and already offer these, but there is no demand for them.” 

	How are you currently marketing and promoting your accessible services and facilities? You can:
· have a clear link on the home page of your website to information you are providing about accessibility 
· get a Detailed Access Guide from AccessAble

Find out more in the Accessible and Inclusive Tourism Toolkit for Businesses.


	“We operate from an historic and listed property so we can’t make any changes.”

	Operating from a historic or listed property does not necessarily prevent you from making changes to the building. 

Find out more in the Accessible and Inclusive Tourism Toolkit for Businesses.


	“As a small business with a large number of steps leading to the main door and no space for an accessible toilet we can’t really be fully accessible.”
	Every business can be accessible to somebody – consider people with hearing impairments, for example.
Review your property so that you can understand what reasonable adjustments you can make, as required by law.

If making structural changes is not possible, this may mean that you are not accessible to some people with limited mobility. However, this does not mean you cannot welcome and serve other people with accessibility requirements.  

Find out more in the Accessible and Inclusive Tourism Toolkit for Businesses.


	“My business is doing well, with regular and repeat customers, so why should I change anything?”

	Accessibility isn’t just about increasing 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 adapt to 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 to improve the quality of their experience with a business.  

For changes you can make now, take a look at the Accessible and Inclusive Tourism Toolkit for Businesses.


	“We don’t want people who are going to make other visitors feel uncomfortable and ruin their time with us”.

	If the ethos of the business is to be inclusive and you are true to this ethos, all customers and staff need to be aware of this and understand what it means, so that there are no surprises for anyone. Consider whether you:

· promote your inclusive ethos on your website and social channels
· are clear about what you can and can’t provide for disabled guests
· enable your team to deal confidently with enquiries about the level of accessibility you provide
· train your team to know what to say if other customers complain. Not every customer will feel uncomfortable around disabled people, but some may feel this way e.g. with some autistic visitors who may sometimes become distressed.  It may well be that the people accompanying these visitors might also be aware of the impact they may have on others and it is essential to work with them to find a solution e.g. providing a quiet area where they can enjoy a meal. 

See the Accessible and Inclusive Tourism Toolkit for Businesses for more information. 


	“For areas of natural beauty, we would destroy the ‘sense of place’, the beauty of what people come to see, if we make adaptations”.

	There is a lot 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’.

See the Accessible and Inclusive Tourism Toolkit for Businesses for more information. 


	“I’m not confident in describing my business as accessible.”

	It is probably best not to describe your business as ‘accessible’.  You can say that you aim to offer everybody a warm welcome and encourage potential customers to read your Detailed Access Guide / accessibility information. This will provide clear information about what your business does and does not have for visitors with accessibility requirements.  

You should also ensure that your staff have received relevant training. It’s not just the physical aspects of a venue that are important, it is the holistic environment such as having an accepting culture and welcoming staff.

Find out more in the Accessible and Inclusive Tourism Toolkit for Businesses.


	“What is the point of my business alone being the accessible one in a destination?”

	Sometimes one business can be the catalyst for change and can become a champion and encourage others. You can be a great case study and potential mentor for other businesses which come on board.  

Every business should be encouraged to improve accessibility. The impact of improvements needs to be monitored to assess the impact on the business and help to demonstrate the business case for getting others on board.  

See the Accessible and Inclusive Tourism Toolkit for Businesses for more information.
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