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1. The WHAT 

Access barriers can prevent businesses from connecting with the large audience of people 
with disabilities. They must reconsider their marketing efforts to expand their reach and 
enhance communication with the growing population with special access needs.

This is an important method to increase the pool of potential visitors and the brand loyalty  
of existing customers. In addition to maximising market opportunities, businesses can exert  
a positive influence on the community by recognizing exclusions and solving for them.

There is a need for a more inclusive approach regarding accessibility in marketing campaigns. 

This guideline will try to fill in the gaps and highlight practices for making marketing materials 
easily accessible for everyone, including people with disabilities. The goal is to provide equal 
opportunities for all to become a fan of your product, service or business. 
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2. The WHO

This guideline was created for all providers of tourism services, which can be both local 
authorities and businesses such as SMEs providing accommodation, tourist activities and 
attractions. More specifically, this guideline is meant for:

• Employees that are part of the marketing	and	communication	team, and are in charge 
of writing and publishing information and promotional materials for websites (including 
PDFs, videos, blog posts, infographics, downloadable content), email communication,  
and social media. 

• Employees in charge of building	and	designing	websites	and	applications	for	tourism	
service	providers. They control the display and layout, therefore they have a crucial 
impact on the ability of users to engage with the content. The accessibility of the website 
and/or app depends on them.

• Other	staff can find the following suggestions helpful to increase awareness of their 
accessible facilities and provide equal accessibility of their marketing materials.
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3. The HOW

Businesses offering accessible products and services are on the right path to ensure 
accessibility for all. However, the first step is attracting the right customer. In order to raise 
awareness of these offerings, businesses must pursue a correct marketing strategy to 
promote their accessible facilities.

3.1. Platforms

Consider sharing your business’ website on different platforms	that	were	especially	created	
for	people	with	specific	access	requirements. A number of review sites and forums exist, 
which give people with disabilities the chance to share their opinion and experiences 
regarding the accessibility of a particular venue. Examples:

• TripAdvisor (Travelling with Disabilities Forum)

• Lonely Planet Forum 

• ENAT Accessible Tourism Group on Facebook 

Another great example is Euan’s	guide: a website and app where businesses can share their 
access information and visitors can share their review on the venue or event. Registration	
requires	answering	a	short	list	of	questions	regarding	accessibility	and	uploading	pictures	
of	your	venue. Reviews from previous visitors are a great marketing resource and can 
provide you with constructive feedback which you can adopt to make your venue even more 
accessible. 
https://www.euansguide.com/

Pantou is a website where tourism businesses can promote their accessible services, helping 
visitors with special access needs easily find a suitable destination or service. To	register,	
tourism	suppliers	must	verify	the	accessibility	of	their	services	with	a	membership	of	 
an	accessibility	information	scheme	or	fill	in	and	submit	a	Pantou	access	statement.  
This is a self-declaration form that provides potential visitors with objective information  
on the services and facilities offered. To be listed on the Pantou portal is completely	free  
and will help the tourism service be more	inclusive	and	accessible for people with special 
access requirements.   
https://pantou.org/ 

https://www.tripadvisor.com/ShowForum-g1-i12336-Traveling_With_Disabilities.html
https://www.lonelyplanet.com/thorntree/welcome
https://www.facebook.com/groups/accessibletourism
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3.2. Websites

When creating content for your website, blog or social media, it is important to ensure that 
these materials are accessible for all. It is thus essential to know which adjustments are 
necessary to achieve this goal.

3.2.1.  Information about accessibility

People with disabilities will rely on your website to find information regarding accessibility  
and to assess whether your business is a good fit for their requirements. 

Providing good and reliable information about accessibility for people with special access 
needs is salient in order to maximise market potential and enhance visitors’ experiences. 

• Access	information	should	be	detailed,	accurate	and	up-to-date,	as	well	as	easy	 
to	find.	It should be clearly indicated on the website’s home page and listed in a specific 
section, as well as throughout the website in other sections e.g. accommodation, 
attractions, restaurants etc.

• Include	photographs	of	your	accessible	facilities so guests know what to expect  
and can get familiar with your venue, hotel, attraction or destination before arrival.

• An access statement provides information about the accessibility of a tourism facility  
and or service, and can be a helpful tool for (potential) visitors with disabilities and those 
with specific access requirements (caused by age, illness or long-term health problems, 
lack of language proficiency or even cultural differences, and thus not always visible).

• Presenting adapted	suggested	itineraries	and	additional	information can aid people 
with access needs to plan their visit, e.g. transport	options with relevant access 
information, such as details on accessibility of public transport, accessible parking, etc.

• Consider representing a diversity	of	visitors	in	the	images	shown	on	your	website. 
Photographs including people with special access needs not only gives you the chance  
to show off your access services, it is also a way to illustrate your dedication to equality	
and	inclusivity. 

• Testimonials	from	previous	visitors will help decrease uncertainty and are especially 
highly valued by travellers with disabilities.
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3.2.2.  Accessible website characteristics

Not only should you provide adequate information about your venue’s accessibility, your 
website itself should also be presented in an accessible way. 

• Your content should be accessible in different	formats, to accommodate for all needs 
(e.g. possibility of larger	print, provide photos	and	symbols for people 

• who don’t speak the language and people with learning disabilities). Different formats 
should be available for different devices (phone, tablet, pc) and you should also offer 
specific information, like your access statement, in downloadable	files.

• Your content should be organized	and	formatted in such a way that it can be correctly	
translated	by	screen	readers,	like	VoiceOver,	JAWS	and	Chromevox.

• Provide your visitors with the option to adjust	the	website’s	display,	font	and	font	size 
according to their needs.

• Manually	testing your website’s accessibility is crucial to ensure its usability for people 
with disabilities. For a thorough and comprehensive testing process, it is recommended 
to carry out three	different	test	cycles: one using a screen reader (no sight), one without 
speakers or microphones (no sound) and one without a mouse.

Good	examples	of	accessible	websites

1. https://www.curveonline.co.uk/access/
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An example of an accessible website is the website	 
of	Curve, a theatre in Leicester, in the UK.

Information	on	accessibility	is	clearly	signposted	 
in	the	homepage	and	provides	details	 
on	different	access	requirements (wheelchair access, 
accessible toilets and parking, assistance dogs etc). 

A	detailed	plan	of	the	venue is shown, and indicates 
the recommended	seating	for	guests	with	different	
disabilities.

Curve Theatre also has a customer	service	email	
address	especially	dedicated	to	queries	regarding	
accessibility. 

In addition, the website has a “Recite	Me”	Accessibility	toolbar, which provides guests  
with the possibility of reading	the	text	aloud,	adjusting	text	size	and	font,	changing	 
the	website’s	colours	and	it	also	includes	translations	tools. 

All these features account for different	kinds	of	disabilities	(cognitive,	vision	etc) and they 
give users the possibility to fully	customize	the	website	according	to	their	needs.

2. https://www.visitscotland.org/supporting-your-business/marketing-toolkits/accessible-
inclusive-tourism

As England’s National Tourism Authority, Visit	England places high importance on Accessible 
Tourism, as can be seen on their website. The	website	provides	a	wide	range	of	transport	
and	accommodation	options	and	activities	for	visitors	with	special	access	needs.	Their	
suggested	itineraries	include	images	of	visitors	with	disabilities,	which	will	encourage	
potential	guests	to	book. The detailed	list	of	resources	and	useful	links will help visitors 
with access needs plan their trips.
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Visit England also has an assistive	toolbar	to	customize	the	website	according	to	visitors’	
needs. It offers the possibility for keyboard	navigation and users can adjust	font	and	size	
along	with the contrast	and	colours	of	the	content.

3. https://www.sandcastle-waterpark.co.uk/access-for-all/

Sandcastle Waterpark’s website provides a	lot	of	information	on	accessibility,	organized	
by	different	disabilities (mobility impairment, vision and hearing impairments, autism) and 
plenty	of	pictures	of	the	facilities. 

The access statement is available in different formats and can be downloaded (audio, PDF).  
In the screenshot you can see how they include a link	description, so guests using screen 
readers can know what to expect when clicking on the link. 
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The accessibility web page also shows 
some positive	reviews	of	previous	
visitors, which is  
a great	way	to	raise	confidence	and	
encourage	potential	guests	to	visit.

Users have the possibility to view	and	
download	the	general	leaflet	and	 
the	food	menus	of	the	restaurants	 
in	large	print. 

Future visitors can use the virtual	tour	feature	or	watch	the	accessibility	video  
(in which all the accessible facilities are shown) to get familiar with the park.

3.3. Social media - Content

Not only your website should be accessible, your social media strategy should also consider 
accessibility. 
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Social	media	provides	a	great	tool	to	interact	and	engage	with	your	audience	and	build	 
a	community. Responding to requests for information and other comments will create  
a feeling	of	trust and strengthen	your	audience’s	loyalty.

Social media marketing that is inclusive in its content is indispensable to maximize your reach 
and engagement with your audience. 

The following paragraph will provide you with ways to increase your social media posts’ 
accessibility. 

3.3.1.  Accessible text
• Use simple	language and keep your sentences	short to increase readability and 

retention. 

• When using acronyms and abbreviations, spell them out first (with the abbreviation  
in parentheses).

• Limit	the	use	of	emojis	and	GIFs, as these features can be hard for people to understand 
and might confuse people using screen readers. 

• Avoid	using	special	characters	or	fonts, and make sure your font size is adequate  
to increase legibility.

• Consider how assistive technologies like VoiceOver will read your post, as elements like 
hashtags	and	@	mentions	can	be	disruptive in your copy. 

• When using colors, ensure a high	color-contrast	of	the	text	versus	background.
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• To be compliant with the Web	Content	Accessibility	Guidelines	(WCAG)	AA	standards, 
you should use a contrast	ratio	of	at	least	4:5:1. Even better would be a contrast	ratio	 
of	at	least	7:1, a requirement for conformance to the level	AAA	standards. 

• https://webaim.org/resources/contrastchecker/ is	a	helpful	tool	to	check	your	contrast	
and	see	whether	it	conforms	to	the	WCAG	standards.	

3.3.2.  Accessible images
• Include descriptive	captions	and	alternative	text (also known as “alt text”) with your 

photos, as screen readers and assistive tools will use these to explain the image for blind 
or low-vision users. The description should briefly convey the content of the image, and 
if the photo includes text or color that is central to understanding it, this should also be 
mentioned. 

• Remember to use high	color-contrast and take advantage of helpful tools like Color	
Oracle, which simulates color blindness, to check whether your image is accessible for all. 

• Clarifying	labels	or	symbols in addition to color can help convey meaning for graphs, 
charts and diagrams. 

• Avoid placing text over images.

**	Useful	tip	**

How	to	add	alternative	text	in	your	instagram	post?

1. After uploading your image, tap advanced settings at the bottom of the screen.

2. Tap “Write Alt text”

3. Add your alt text in the box and save!
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3.3.3.  Accessible videos
• Closed	captions	or	subtitles are necessary to make your videos accessible to viewers 

with impaired hearing, but are also helpful for users in sound-off environments and those 
watching in a non-native language. Many social media channels offer auto-generated 
captions (which should always be checked for accuracy), as well as the possibility to write 
them yourself.

• Written	transcripts of your videos that describe both the audio and visuals of the video 
are required to explain the content to people who are both blind and deaf.

Good	example	of	accessible	videos

https://www.youtube.com/watch?v=rjXwje--5lg&feature=youtu.be

Catalunya’s Accessible Tourism board has created videos that are exemplary cases of 
accessible marketing material. Their videos include clear	and	easy-to-read	subtitles, along 
with a sign	language	translator, and shows	people	with	special	access	needs	enjoying	
various	activities	in	Catalunya.



ACCESS-IT: Innovation for Accessible Tourism in Natural and Rural Areas 
Contract No: 2019-1-PL01-KA202-065140

15

3.4. Social media - Channels

Browsing through friends’ vacation photos on Facebook and Instagram is more than just 
entertainment - it often inspires others to make a future trip. In 2018 about a third of U.S. 
travellers visited social media platforms when considering a trip.

Different social media platforms influence users in distinct ways. For example, friends’ 
Facebook photos affect more than 50 percent of users’ travel plans. Whether a location  
is “Instagrammable” also matters. 40 percent of UK Millennials consider how photo-worthy  
a location is when deciding where to go. 

On Pinterest, thousands of boards contain the words “travel inspiration.” Many of these 
boards aren’t destination specific; instead, they showcase the possibility of a trip. This often 
leads to further research and, ultimately, a booking.

Social media is where many travellers hear about new brands and destinations for the first 
time. They might not be searching for specific information, but they’re exposed to this content 
on their feed. Visitors to an accessible venue can be important “influencers”, highlighting  
the features that support tourists with access requirements. 

Social media channels and blogs from people with disabilities can be a great way for travellers 
with special access needs to obtain reliable and useful information regarding their trips. 
Tourism providers wanting to promote their accessible services might want to reach out  
to certain bloggers and ask them to publish review articles about their facilities. 

3.4.1.  Blogs
1. Martin	Sibley: living with Spinal Muscular Atrophy, Martin Sibley travels the world  

and writes about his trips and accessible tourism destinations for wheelchair users  
(http://martynsibley.com/about-me/)

2. Curb	free	with	Cory	Lee: Offers information on wheelchair accessible holiday 
destinations and things to do, where to eat and stay etc.  
https://curbfreewithcorylee.com/)

3. Anything	is	possible travel blog: Glenda Watson Hyatt, living with Cerebral Palsey,  
writes about her travels. https://anythingispossibletravel.com/

4. The	Bimblers: this is one of the UK’s leading blogs on disabilities and living with chronic 
illnesses and provides reviews on accessibility and travel experiences, as well as advice  
to people with disabilities. https://www.thebimblers.com/ 
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5. Rexy	Adventures: Ed, diagnosed as deaf at the age of 5, describes his experiences 
travelling the world independently and offers destination reviews.  
https://rexyedventures.com/ 

6. Simply	Emma gives her readers advice on accessible travel and shares personal stories 
with accessible travel guides, accommodation reviews, live event reviews, travel tips,  
and resources. She also has a YouTube channel where she shares travel vlogs.  
https://www.simplyemma.co.uk/ 

7. The	Chronic	Traveller: Jenny Wren writes about travelling with chronic illnesses, 
disabilities and invisible diseases and shares honest experiences about travelling  
with IBD, specifically. The blog was created to spread awareness of chronic illnesses  
and to encourage others. https://thechronictraveller.com/

3.4.2.  Youtube
1. Wheels	no	Heels: Gemma Hubbard shares her experiences as a wheelchair user,  

and while not entirely focused on travel, her channel does have some vlogs on accessible 
travel (eg accessibility of Disney parks).  
https://www.youtube.com/channel/UCNP1tYcve1MtivJtDjHsO-g 

3.4.3.  Facebook Groups
1. Accessible	Travel	Club https://www.facebook.com/groups/AccessibleTravelClub

2. Accessible	Tourism https://www.facebook.com/groups/accessibletourism 

3.5. Emails

Simple changes can be made to your emails to eliminate the access barriers for your 
customers with disabilities. These practices will not only increase accessibility for disabled 
users, but improve usability in general for all users, as they will help you create more logical 
and readable content. 

• Make sure your email is displayed	in	the	intended	order, regardless of the device used. 
Presenting your email in a logical, correct order, allows people using screen readers to 
receive and understand the content.

• Increase engagement by using a brief	but	descriptive	and	meaningful	subject	line for 
your emails. This is the first thing your subscribers will see (or hear, when using a screen 
reader) and determines in large whether they will open your email or not. 



ACCESS-IT: Innovation for Accessible Tourism in Natural and Rural Areas 
Contract No: 2019-1-PL01-KA202-065140

17

• Consider the color	contrast	and	font	size.

• Provide text	alternatives when your email contains images. 

• When including links in your email, make sure your link text informs your subscribers 
what will appear when they click on it. Refrain from using generic and vague link text like 
“Click here”. Instead, choose something like “Click	here	to	discover	our	products”.  
This is more meaningful and lets subscribers know what to expect. 

• Using HTML	heading	elements (like <h1> and <h2>) in your code can also be helpful 
to people using screen readers in order to determine the most important parts of your 
content, understand how different pieces of information relate to each other, and find  
the information they are looking for easily and quickly. 

3.6. Live events

3.6.1.  Tourism Trade Fairs

Participating in trade fairs is a great way to promote your business to potential future guests. 
A wide range of international trade fairs exist, like ITB Berlin, or FITUR in Madrid. For smaller 
organizations, we recommend looking into national trade fairs, for example Hungexpo  
in Hungary or Tourest for Nordic countries. 

Take part in other events as well, or come up with your own initiative. For instance, showcase 
your access provisions by hosting an open day for disabled people, for them to explore  
and try out your facilities.

Here is a useful list of trade fairs/organizations/events that you might consider attending.

General	tourism	trade	fairs	(not	specialized	in	accessible	tourism) 
International fairs:

• ITB	Berlin - https://itb.com/

• FITUR:	International	Tourism	Trade	Fair	in	Madrid - https://ifema.es/en/fitur/

Local fairs: 

• Hungary: Hungexpo - https://utazas.hungexpo.hu/en

• Nordic countries: Tourest - https://tourest.eu/eng/ 
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Specialized in accessible tourism:

• International	Congress	on	Accessibility	at	Smart	Tourism	Destinations	 
https://congreso.tur4all.com/en/

3.6.2.  Networks for accessible tourism

Joining networks specialized for accessible tourism can have many advantages for your 
organization, as it can raise	awareness	of	your	business and its activities, but also gives you 
the possibility to get specialised	consultancy	and	training	from	experts	in	the	field.  
The European	Network	for	Accessible	Tourism	(ENAT) is a great resource for networking  
and building partnerships with like-minded organizations across the world.

Joining ENAT will give you access to participate in working	groups,	workshops	and	
conferences, which can help you position your business as a pioneer in the accessible  
tourism sector.

National networks, like Red	Estable	for	Spanish	organizations, can also be valuable  
to boost your organization’s visibility on a national	level. 

3.6.3.  Open days

Engaging	with	local	community	groups	and	clubs and inviting them to an open	day can 
be another great way to demonstrate your accessibility to potential guests. This gives them 
the opportunity to explore and wander around your venue and become more familiar with 
it, increasing the chance that they will come back to you in the future. On top of that, it can 
be useful for gathering feedback on your strong points and let you uncover what can be 
improved.

Invite your visitors to share their opinions	and	thoughts on your content, and adopt	and	
learn	from	their	feedback. Their perspectives will be invaluable for your marketing strategy 
when trying to improve your accessibility.
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4. Interesting quotes

*****

“People with disabilities rely even more on websites, blogs and social media,  
as they search for additional information regarding the access conditions of their travel.” 

*****

“But also, the accessible tourism market includes seniors with age-related impairments 
such as restricted mobility, ability to receive and process information, spatial and 
temporal disorientation, difficulty in speaking, reading, writing or understanding words 
etc. Nevertheless, we should also consider children, pregnant women, persons with 
allergies, asthma and/or food intolerances, persons with injuries, carers of persons 
with disabilities, people with pushchairs and prams or with luggage, local residents, 
foreigners etc.” 

*****

“Photography that represents a diversity of visitors does much to raise confidence to visit. 
Highlight testimonials from previous visitors. ‘Word of mouth’ information is particularly 
valued by disabled travellers. The testimonials can be used in other marketing channels 
and on your social media too. Include people with a disability in your general marketing 
and imagery ”

*****

Extracted from:  
www.easpd.eu 

https://rb.gy/gvimnd

Want	to	read	more	about	good	practices	and	economic	impact	and	travel	patterns	of	
accessible	tourism	in	Europe?	 
Click here to download the brochure - https://bit.ly/3sRqOV4 
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