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Tourism is one of the largest and fastest growing economic sectors in the 
world. According to the World Tourism Organization,1.46 bil l ion people 
travelled to a foreign country in 2019 and their number is expected to reach 
1.8 bil l ion in 2030. Tourism accounts for 10% of the wor ld GDP and generates 
one job out of 10: it  is, therefore, a key driver of socio-economic 
development, creating wellbeing for communit ies.  
From the point of v iew of those who practice it ,  tourism offers unique 
opportunit ies to escape from everyday life, social ize and discover new worlds 
and new cultures. Tourism is by now considered a pr imary need,  but not all 
people can enjoy it  in the same way and some are excluded. Among those 
whose demand for tourism is st i l l  largely unsatisf ied there are people with 
specif ic access requirements who represent a very wide category: it  includes 
people with disabil it ies – having physical, sensory or mental impairments -,  
older people, people with temporary impairments, families with babies, people 
with allergies or special dietary needs, and so on.  
Tourism destinations, products and services st i l l  present many barriers that 
prevent their enjoyment by people with specif ic access requirements: not only 
physical and communication barriers, but also cultural barriers and barriers 
represented by the lack of detailed and reliable information about the 
accessibil ity condit ions of the tourism premises.  
Accessible tourism for all  refers to policies and practices that aim to 
remove these barriers, guaranteeing people with specif ic access 
requirements the possibil ity to enjoy their hol idays and their leisure t ime 
without obstacles and diff icult ies. It ’s about enhancing tour ism products, 
services and environments in such a way that they can al l be equally and 
easily used to grant people with specif ic access requirements and their 
families a higher degree of autonomy in enjoying their tourism experience.  
Those destinations that create environments, products and services suitable 
for people with specif ic access requirements will experience posit ive effects 
in terms of increase in tourism f lows, higher economic returns and enhanced 
competit iveness. 
People with specif ic access requirements represent, in fact, a big and 
growing potential market that, if appropriate and comfortable condit ions to 
travel are provided, can generate increase in the tour ism demand of tourism 
destinations and in their market share.  
According to the World Health Organization, there are approximately 1 bil l ion 
persons with disabi l it ies in the world. This equates to approximately 15% of 
the world population having a physical, sensory or mental disabil ity. 
Moreover, since older people very often have simi lar dif f icult ies in carrying 
out daily activ it ies, they are usually included among those who express 
specif ic access requirements, thus greatly increasing the overal l  number of 
persons who can benefit  from accessible tourism services.  
Older people represent a signif icant potential source of tourism business, if  
we consider that a rapid ageing of the population is under way. In 2019, there 
were 703 mill ion people aged 65 or over in the world, compris ing 9% of the 
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global population. Their number is projected to increase more than 127 
percent in 30 years: by 2050, there wil l be 1.6 bil l ion people aged 65 or over 
worldwide, representing 16.7 percent of the total world population.  
Due to the ageing population, the number of people with specif ic  access 
needs with the capacity to travel is increasing, boosting the demand for an 
accessible environment, transport and services and, potentially, bringing 
benefits to the tourism sector. Much of the senior population, in fact, has 
signif icant disposable income and the desire to travel and their expenditure 
tends to be higher than that of tourists in general.  Because older people are 
no longer active in the workforce, they have the possibi l ity of travell ing 
throughout the year, which helps to reduce the seasonality of demand 
experienced by many destinations. 
Besides the demographic changes,  there are other megatrends, which 
inf luence tour ism dynamics and have an impact on tour ism in general and on 
accessible tour ism for all in part icular. These megatrends capture the most 
signif icant and global ly relevant long-term changes in the social,  economic, 
polit ical,  environmental and technological f ields. These are slow changes, 
which have a profound and lasting inf luence on human activ it ies, processes 
and perceptions.  
Among megatrends considered most signif icant for tourism, the OECD 
(OECD, Tourism Trends and Pol icies, 2018) has focused attention on the 
following key categor ies, which could have a signif icant inf luence also on 
accessible tour ism for all:   development of  new emerging markets, 
sustainable tourism growth, travel mobility and technological innovation.   
The development of  new emerging markets,  such as China and India, wil l 
lead to an increase in global tourism demand and wil l require "new" products, 
able to take into account the specif ic preferences, tastes and requirements of 
these markets, by breaking down the cultural barriers that may exist towards 
customers with dif ferent uses and habits.    
The development of  sustainable tourism is another megatrend that 
increasingly characterizes the sector on a global level.  The growing 
awareness of the posit ive and negative impacts of tourism on the environment 
implies that destinations need to adopt sustainable management models 
based on the three characterist ic pil lars of environmental, economic and 
socio-cultural sustainabi lity.  
Accessible Tourism contributes to environmental sustainabi lity through the 
appl ication of Universal Design principles, which minimises the need for 
subsequent adaptations and re-design, thus contributing to economic 
sustainabi lity.   
Accessible Tourism contributes especially to the social dimension of 
sustainable development, as it  aims at creating an environment where all 
people feel welcome and included, whether they are v isitors or local cit izens. 
It  leads people working in the tourism industry to have a greater sensit iv ity 
toward the qual ity of the tourism experience and lays the groundwork for the 
creation of more liveable and welcoming destinations.  
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In addit ion, new forms of sustainable tourism, such as slow tour ism and 
experiential tourism,  are becoming more and more widespread and are well 
aligned with the practice of accessible tour ism for all.  
S low tourism,  that is slow way of travell ing and discovering the territory, 
searching for authenticity and relat ionships with local communit ies, f its well 
with accessible tourism, which requires, in general, a slower and gentler pace 
for the enjoyment of the territory.    
The development of experiential  tourism in recent years is a part icularly 
interesting aspect also with a v iew to promoting accessible tourism, in the 
sense that experiences can be adapted to suit the requirements of certain 
groups of tour ists, for example, tacti le experiences and sensory pathways, 
etc. for those with v ision impairments.    
The mult iple motivations underlying experiential tourism lead to the need to 
consider the market not as undif ferentiated, but div ided into "niches" of 
demand characterized by specif ic motivations, interests and needs, which 
require tailor-made tourism products for customers. Following this logic, 
product development can go so far as to configure a "one to one" type of 
relat ionship with the tour ist,  where the product can take into account the 
specif ic and personalized needs of the customer, including those related to 
accessibil ity.  
Travel mobility is becoming more and more an element of quali ty and 
sustainabi lity of the tourism experience with the consequent request for:  
•  eff icient, art iculated and smart inter-modality systems; 
•  environmentally sustainable forms of mobi lity with the emergence of 

electric transport and sharing systems for indiv idual means of transport;  
•  development of digital platforms and systems providing information 

including those about accessibil i ty, making it  easier and simpler for 
travellers with specif ic access requirements to plan their tr ip.  

Technological innovation  is reshaping the way people work, communicate, 
choose and buy travel in the tourism sector, increasing the capacity of the 
offer systems and sales channels to customize products and purchasing 
processes and to make qual ity control systems more effective.  
Main drivers of change which also have an impact on accessible tourism are: 
•  new digital business models for enterprises and destinations  with the 

development of specialized peer to peer platforms for new marketplaces 
highly defined in the characterist ics of customer profile;  

•  automation of company and intercompany production processes .  The 
process of digital transformation of online sales opens up new 
opportunit ies for SMEs to easi ly reach target markets and interact directly 
with customers, customizing their offer to their specif ic requirements. The 
trend is towards greater integrat ion, in the product design and sale phase, 
between accommodation services and on-site producers of exper iences;  

•  big data and open data to elevate business intell igence capabi lity .  
Possibi l ity for destinations and tourism companies to effectively profile the 
desired demand targets by understanding their needs, desires and 
purchasing processes; 
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•  art if icial intell igence.  Improvement of customer care by automating 
operations previously performed manual ly: e.g. robots and chatbots based 
on language recognit ion technology that can improve communication with 
guests and provide continuous, personalized assistance;  

•  social media, review, web reputation as communication tools between 
tourists, destinations and businesses .  Tourists become testimonials who 
share their own judgements on tourism attractions and services determining 
the web reputation of destinations and companies and providing in-depth 
analysis/ information useful for those who have specif ic needs; 

•  virtual and augmented real ity .  The new frontiers in the construction of 
contents for communication and the development of attraction factors 
ensured by the application of these technologies appear to be inf inite. VR 
and AR offer the potential to create substitute experiences that may be 
part icularly benefic ial for people with access needs.  


