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ACCESSIBLE TRAVEL REPORT 
 
Foreword 
MANUEL BUTLER, DIRECTOR OF THE SPANISH TOURIST OFFICE (UK) 
 
At the Spanish Tourist Office everything we do is through the lens of 
sustainability, which is at the centre of our tourism strategy. As part 
of this we created #SpainforAll, a campaign to encourage 
discussions around accessible travel and underline Spain’s 
commitment to improving accessibility and social inclusivity within 
the tourism sector. We felt that this was an area far too often 
overlooked when addressing sustainability issues, which for us 
includes social and economic pillars as well as environmental.  
 
This led to the creation of our first ever Accessibility Advisory Panel, 
where we listened to experts and consultants from across the 
industry on what accessible tourism really is, what needs to be 
improved, and what this means for Spain. Across three thought-
provoking advisory sessions, we had accessibility professionals, 
many with lived experiences of disability, share their own ideas and 
stories. From these sessions we have created this report, to share our 
initial findings. 
 
At the Spanish Tourist Office, we believe everyone has a right to 
experience travel and we are committed to reducing discrimination within tourism. "Spain for All" should 
be seen primarily from a humanitarian rights perspective. Additionally, there is significant economic 
potential within accessible travel, as we recognise the disabled community as a valuable growth 
opportunity. The spending power of disabled people in the UK is estimated at £274 billion, and we aim 
to better understand and cater to the needs of this important consumer demographic. 
 
Our aim is for this report to be used as a launching point for destinations or private companies wishing 
to start their own accessibility journey.  
 
Finally, I would like to thank everyone who took time out of their day to contribute to this report. 
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Methodology 
 
The first step of Spain for All was to understand where Spain currently stands as an accessible destination. 
The Spanish Tourist Office (STO) commissioned a survey in December 2023, asking 1800 UK adults for 
their thoughts on how accessible Spain is as a travel destination. The key finding was that 86% of 
respondents considered Spain to be ‘very or quite’ accessible. 
 
To understand and increase this figure, qualitative data was needed from within the tourism industry. 
Aiming to be expert-led, the STO recruited Angus Drummond, UK accessibility consultant and CEO of 
Limitless Travel to help devise the strategy and methodology. Also consulted was Tur4All 
(https://www.tur4all.com/es/tur4all), the brand and accessible tourist information platform of IMPULSA 
IGUALDAD (https://www.impulsaigualdad.org/), a non-profit organisations within Spain dedicated to 
fighting for equal rights and opportunities for people with disabilities by developing collaborative 
disability programmes. 
 
Together, a strategy was created to hear from industry professionals specialised in accessibility, many of 
whom have lived experiences of accessibility needs, in a collaborative environment focused on positive 
change. A variety of voices were needed to represent different aspects of accessibility and different 
perspectives from within the sector. 
 
To aid the recruitment of members, the STO promoted the panel widely across the UK travel industry, 
including the enlistment of campaign ambassador: Ade Adepitan, a well-known TV presenter and former 
professional wheelchair basketball player. Having lived and worked in Spain and travelled extensively as 
a wheelchair user, Adepitan is committed to the goal of driving real change on accessible travel. This 
endorsement achieved a wide reach across the travel industry and helped recruit 19 founding members 
for the first Accessibility Advisory Panel, through a robust application process.  
 
Across three virtual 1-hour sessions from April to June, the STO led open-discussion forums with these 
founding members, guided by Drummond, with a focus on changing mindsets and narratives. The STO 
aimed to not only understand the problems and challenges currently faced, but discuss solutions and 
opportunities. While this report is by no means definitive, the hope is it helps to underline some of the 
key challenges and discussion points around the topic, as well as help carve a roadmap towards a more 
inclusive travel sector. 
 

Panel Members 

 
Amanda Norey, Executive Recruitment Consultant, Gail Kenny  
Angie Hills, Head of Destinations, ABTA 
Angus Drummond, Founder, Limitless Travel and accessibility consultant (moderator) 
Atlyn Forde, CEO, Communicate Inclusively 
Ben Kirby, CEO, Enable Holidays 
Carol Rose, Head of Sustainability, ABTA 
Harry Wales, Founder, Travelosophers   
Jesús Ruiz, Head of Sustainability & Impact, Spanish Tourist Office (UK) 
Jonathan Fletcher, CEO, Wheelie Good Travel  
Kate McWilliams, Managing Director, LOTUS 
Manuel Butler, Director, The Spanish Tourist Office (UK) 
Marina Snellenberg, PRM & Accessibility Manager, TUI  

https://www.tur4all.com/es/tur4all
https://www.impulsaigualdad.org/
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Miguel Carrasco, Director of Tourism, Impulsa Igualdad / Tur4All (Spain) and COO in TUR4all Travel 
Monica Molina, Senior Sustainability Consultant, Sustainability Solutions (Barcelona)   
Paula Hansen, Managing Director, World Accessible Holidays  
Sassy Wyatt, Accessibility and travel consultant, Blind Girl Adventures 
Stelena Angelova, Technician, Impulsa Igualdad / Tur4All (Spain) 
Susan Deer, Director of Industry Relations, ABTA 
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Findings 
 
Throughout the advisory sessions common themes, challenges, and solutions emerged. Not to be seen 
as an exhaustive list, these findings are steps to consider for destinations, businesses and enterprises 
who want to begin their own accessible tourism journey. 
 

1. Defining accessibility & ensuring inclusivity 
 
It’s important not to default to wheelchair users when talking about accessibility. The disabled 
community extends beyond wheelchair users to include people with sensory impairments, 
neurodivergent people, and people with mental health conditions. Not all disabilities are visible.  
 
Accessible travel refers to the services, customer journey, and needs of holidaymakers who identify 
themselves as having accessibility needs.  
 
Individuals and groups have different needs, require different information, and present different 
opportunities. The diversity of people with accessibility needs should be reflected in infrastructure, 
policy, and the way we talk about accessibility within tourism.  
 
While a one-size-fits-all model is impossible, organisations should implement changes to cater to 
specific disabilities while considering all. 
 

2. Closing the Information Gap 
 
There is an information gap on accessible travel for both consumers and businesses. 
 
Consumers with accessibility needs require additional information on every part of their trip: from 
destinations, accommodation suppliers, transport, services etc. Information fundamentally makes 
destinations accessible and gives consumers with accessibility requirements the ability to make 
informed choices. 
 
Tour operators, DMCs, tourism boards, charities and other public and private organisations play a key 
role in the publishing and dissemination of information.  
 
Within the travel sector, TUR4all under IMPULSA IGUALDAD is an organisation in Spain dedicated to 
meeting the demands of people with disabilities, and with accessibility needs in general, to have 
objective and accurate information on accessibility infrastructure. They share resources on transport, 
tourist establishments, services and leisure activities, and users can comment and rate their level of 
accessibility. They recently launched a new initiative, tour operator TUR4all Travel, which works as a 
receptive agency in Spain for trips for the disabled community. 
 
Information should be translated accurately throughout organisations. While hotel owners or 
destinations may have an accessibility policy and relevant infrastructure in place, if this is not correctly 
communicated to booking offices, reservation staff, or local tourist offices within the travel sector, then 
consumers will not find them. 
 
Organisations can also instil consumer confidence by having a diverse workforce to include people with 
disabilities at every level. ILUNION Hotels (https://www.ilunionhotels.co.uk/) was frequently cited as a 
positive example of integrating a high percentage of people with disabilities in their hotels throughout 
Spain. ILUNION Hotels is the hotel division of the ONCE Social Group (Spanish National Organisation of 
the Blind) and a reference in terms of accessible hotel options within Spain. 
 
 
 

https://www.ilunionhotels.co.uk/
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The fear and stigma of catering to accessibility needs can be broken down by providing better 
advertising and more resources, training and education to the travel trade and end-consumer.  
Travel trade professionals require knowledge and confidence to cater to people with disabilities and 
additional access to information and training is an absolute necessity. 
 
A wider understanding of accessibility requirements reduces fear for organisations. This can hold 
organisations back from enacting changes as they fear they may implement changes unsuccessfully. 
We should acknowledge that it can be difficult to cater to a range of people with different needs and 
encourage bodies to promote the accessibility work their organisation is doing to increase awareness 
and public confidence.  
 
Publicly available information hubs, several of which are linked in Resources, are key steps to supplying 
easily accessible information. For this, collaboration is required.  
 
Likewise, within the travel industry, organisations and public bodies should ensure disability 
representation in FAM trips and press trips to grow knowledge, gain confidence in destinations or 
brands and provide first-person feedback.  

 
3. Collaboration and Consultation 

 
Accessible travel is a complex topic, and destinations and organisations should not feel they need to 
adapt alone. Collaboration and consultation are key steps towards transformation. 
 
Many cities, regions and countries are doing thing well when it comes to accessible travel. Best practise 
sharing in central depositories, for businesses and innovators to use, would be a positive step towards 
increased collaboration. 
 
Partnering with other organisations, charitable enterprises, universities and specialist consultancies is 
encouraged to allow a data-driven approach to adapting services for accessibility. Social enterprises are 
an important step to encourage wider sector work in accessible tourism. 

Marina Snellenberg, PRM & Accessibility Manager at TUI, said that they have only been able to deliver a 
stronger accessibility proposition at scale through their partnership with AccessAble which gathers 
information from over 1000 disabled users. AccessAble is one of the largest providers of accessibility 
information across the UK and supports 350 organisations to improve and communicate their 
accessibility offer, with valuable data and actionable insight. 

Consulting people with lived experiences of disability is needed to ensure proposed solutions solve the 
problem you are targeting. 
 
The panel highlighted various successes across Spain and the United Kingdom which involved the 
consultation of people with lived experience of disabilities. Examples raised include the Barcelona and 
Valencia Metro services, which help make both cities some of the easiest to traverse in Europe. 
 

4. Data 
 
Accessibility adaptations should be data-driven. Data is absolutely key to show the case for driving 
accessible tourism, above and beyond the moral and ethical reasons.  

An important requirement is a feedback loop to learn, develop and adapt. External feedback providers 
such as panels or consultancies are an additional safety check to changes implemented. A feedback 
loop should not be limited to direct customer feedback but account for a variety of stakeholders. 

 



SPAIN FOR ALL       
 

 
 
JULY 2024 
7  

 

 

5. Adapting the customer journey 
 
The entire customer journey should be adapted to accommodate for consumers with accessibility 
needs, from searching, to the booking process, to online platforms, transport, services, staff etc. 
Accessibility within the travel and tourism sector needs to be considered beyond just  
accommodation. 
 
The commercial opportunity for adapting the customer journey is there, and destinations 
and organisations should recognize that, alongside moral and ethical considerations, there 
can be a significant return on investment when catering to the disabled community. 
Disabled travellers often travel in larger groups than the average holidaymakers, and for 
these groups, accessibility options are a major factor in holiday selection.  
 
According to the Accessibility of products and services to disabled people report by the United 
Kingdom’s House of Commons,  the combined spending power of households with at least one 
disabled person, referred to as the purple pound, is worth approximately £274 billion per year to the UK 
economy. Meanwhile, the report also states that the annual online spending power of disabled 
households to UK businesses is valued at £25 billion which may not be fully capitalised upon to the 
within the travel industry.  
 
Digital accessibility plays a major role for many groups within the disabled community, especially 
people with visual impairments. Websites should be adapted to suit different accessibility needs, 
including visual, audio, and descriptive captions. 
 
Sassy Wyatt, accessibility travel consultant and content creator, highlighted the need for not only 
digital teams understand accessibility marketing requirements, but marketeers, content creators, and 
other front-facing representatives at every level. Awareness of digital accessibility needs to be 
increased, including alternative text, correct link and button labelling, and video captioning. With the 
rise of screen readers, digital accessibility is more readily available than ever so service providers must 
adapt to stay competitive and not miss commercial opportunities. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

mailto:https://publications.parliament.uk/pa/cm5804/cmselect/cmwomeq/605/report.html
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Next Steps  
 
The key takeaway from the advisory panel was the necessity to continue consulting experts and those 
with lived experiences. The Spanish Tourist Office plans to continue the accessibility advisory panel for 
the foreseeable future as an ongoing project to learn more about the state of accessible travel between 
the UK and Spain.  
 
100% of existing members said they would like to continue collaborating in the monthly meetings, with 
feedback being overwhelmingly positive on the current discussion process.   
 
As part of this, in addition to the current founding panel members, the panel will be expanded to 
include a wider variety of people. This may include people with lived experiences of disabilities not 
currently covered by existing members, including neurodiversity and people hard of hearing. This may 
also include expanding to industry sectors not currently covered by existing members, including 
aviation, hotel, and transport sectors. 
 

Objectives: 
 
The broad objective of the continuation of Spain for All is to better understand the needs of disabled 
customers, and to use this understanding to welcome disabled travellers as valued across the supply 
chain. This approach is separated into key pillars which helps to devise a roadmap from the Spanish 
Tourist Office for further activations as part of Spain for All.  
 

• Educate – educate the tourism workforce, from travel agents to hoteliers, from coach drivers 
to booking agents.  

• Inform – inform and provide correct information to the end-user for them to be able to make 
informed choices  

• Collaborate – collaborate with consultants and dedicated accessibility organisations 
• Feedback – to hear from disabled consumers directly as part of a feedback loop 

 
Spain for All roadmap for continued accessibility activations: 
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References & Resources 
 
A list of all online links and resources shared by advisory members during the course of the sessions. 
 
https://www.impulsaigualdad.org/ 

https://www.tur4all.com/es/home 

https://www.ilunionhotels.co.uk/  

https://www.accessable.co.uk/  

https://www.abta.com/tips-and-advice/accessible-travel (additional guidance and training for ABTA 
Members is available on the ABTA Member Zone) 
 
https://www.tui.co.uk/holidays/accessible-holidays/ 

https://www.tur4alltravel.com/ 

https://www.navilens.com/en/ 

https://podcasts.apple.com/gb/podcast/the-wheelie-good-travel-guide/id1669262262?i=1000657531271 

Family Resources Survey: financial year 2021 to 2022 - GOV.UK (www.gov.uk) 

https://turismeperatothom.catalunya.com/en/ 

https://www.unwto.org/news/publication-of-first-international-standard-on-accessible-tourism-for-

all#:~:text=The%20UNE%2DISO%2021902%20standard,can%20be%20used%20by%20all. 

 

Final Comment 
ADE ADEPITAN, AMBASADOR FOR SPAIN FOR ALL  
 
“The disabled community has billions of pounds of spending 
power, but until now nobody has ever taken a serious look at how 
to give us that 5-star service experience. 
 
“We should not be seen as a burden and should be treated with 
the same respect as all paying customers.  When you are dealing 
with a person with a disability, you should not make assumptions 
about what they can and can’t do.  Ask them what they need and 
listen to them, listen to hear and not to challenge, and always 
have a can-do attitude. 
 
“I believe this campaign could be one of the most important 
moments in the history of Spanish tourism.” 
 

 

 

 

 

 

 
 
 

https://www.impulsaigualdad.org/
https://www.ilunionhotels.co.uk/
https://www.accessable.co.uk/
https://www.abta.com/tips-and-advice/accessible-travel
https://www.tui.co.uk/holidays/accessible-holidays/
https://www.tur4alltravel.com/
https://www.navilens.com/en/
https://podcasts.apple.com/gb/podcast/the-wheelie-good-travel-guide/id1669262262?i=1000657531271
https://turismeperatothom.catalunya.com/en/
https://www.unwto.org/news/publication-of-first-international-standard-on-accessible-tourism-for-all#:~:text=The%20UNE%2DISO%2021902%20standard,can%20be%20used%20by%20all.
https://www.unwto.org/news/publication-of-first-international-standard-on-accessible-tourism-for-all#:~:text=The%20UNE%2DISO%2021902%20standard,can%20be%20used%20by%20all.
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For further information on ‘Spain for All’ or Spain, please visit Spain for All. For general information on 
Spain as a visitor destination, please visit www.spain.info.  

 
For more details on this campaign or to apply to be a future advisory board member, please 

email Spain@wearelotus.co.uk. 
 
 

 

https://socialnewsroom.spain.info/spain-for-all-campaign/
http://www.spain.info/
mailto:Expeditioncruiseconference@wearelotus.co.uk

