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Methodology

* Monthly tracking survey
United States Census Regions

» Representative sample of adult American

travelers in each of four U.S. regions West Midwest

 Tracks traveler sentiment to generate insights Q Northeast

into domestic travel trends
* Survey collected: July 18 — 22, 2023

* 4,000+ fully completed surveys collected each
wave

« Confidence interval of +/- 1.6%

» Data is weighted to reflect the actual
population of each region

Future Partners



1. Travelers with disabilities are but were
more limited by financial concerns and constraints.

2. Social is the most difficult
challenge while traveling.

3. Online information is perceived as good and specialized
websites have :

4. Destinations can set themselves up as

and travel planning.
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Travelers with
Disabilities




One-in-Six Travelers Indicate Challenges

Yes, 16.4%

Prefer not to answer, 1.3%

No, 82.3%

Question: Because of a physical, mental, or emotional
issue do you (or anyone you regularly travel with) have

difficulties or face challenges traveling?
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Wide Range of Issues

Question: Which best describe the issues that cause you
(or anyone you regularly travel with) to have difficulties

or challenges while traveling? (Select all that apply.)
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Mobility and physical imparments

Psychological issues

Invisible disabilities

Vision issues

Cognitive or learning issues

Hearing issues

None of these

33.6%

22.8%

16.2%

14.3%

14.1%

7.5%

47.2%
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Wide Range of Difficulties

Question: Thinking about the difficulties or challenges
that come with traveling with disabilities, how difficult or

challenging do you generally find each of the following

aspects of travel?
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% Top-Two Box Score

Visiting attractions or events

Using or getting around transportation hubs
Social Issues (stigmas, lack of empathy, etc.)
Using public transportation

Inconveniences on board

Visiting local, state or national parks

Using taxis, Lyft, Uber, etc.

Shopping in retail establishments

Dining in restaurants

Extra costs not borne by all travelers

Lack of good travel information

Availability of accessible hotel rooms

Other issues in hotels or lodging

34.2%
30.6%
30.4%
30.1%
29.7%

25.6%
20.0%

20.0%
19.6%
18.3%

17.5%

B 0.7%

-
N
.b
X
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Social Acceptance and Support

Question: From this list, please rank the three you
generally find most difficult or challenging while

traveling.

Future Partners  The State of the American Traveler

Social Issues (stigmas, lack of empathy, etc.)
Visiting attractions or events

Using or getting around transportation hubs
Inconveniences on board

Using public transportation

Shopping in retail establishments

Lack of good travel information

Dining in restaurants

Visiting local, state or national parks

Extra costs not borne by all travelers

Using taxis, Lyft, Uber, etc.

Availability of accessible hotel rooms

Other issues in hotels or lodging

B 206%
- K&
B 6.5
B 6.3%
- 14.8%

10.5%
]
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Wide Range of Difficulties

Question: From this list, please rank the three you

generally find the most difficult or challenging while

traveling.
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Importance of Challenges

Social Issues (stigmas, lack of empathy, etc.)

Visiting attractions or events

Using or getting around transportation hubs

Dining in restaurants

Visiting local, state or national parks

Extra costs not borne by all travelers

Using taxis, Lyft, Uber, etc.

B :o-+%
46.4%
I -2
37.1%
N :o-s
36.5%
_ 19.6% m Difficult Issues
16.8% Most Difficult
16.3%
B s
14.8%
B -0.0%

12.9%
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Travel Characteristics



Similar Trips to Other Travelers

Number of Leisure Trips

W Travelers with Disabilities All Other Travelers

10 or more I 5.2%

5.3%
o Il 15% |
0.7% Travelers with
O, g 0MOn0
8 -2 1%/;9/" Disabilities
Bl 2.2% Mean = 3.3 trips
2.1%

c I 5.4%
4.8%

- I 8.1%
6.4%

s [ 13.2%
15.8%

o [, 17.9%
22.8%
. I 19.4%

more from your home) do you expect to take in the NEXT 17.0%

TWELVE (12) MONTHS? (Select one.) Zero B 0.83%

7.8%
- B 3.7%
| don't know 3.9%

N

Question: In total, how many leisure trips (of 50 miles or

Future Partners  The State of the American Traveler 15



More Active and Engaged Travelers

Traveler Characteristics

W Travelers with disabilities All other travelers

61%

51%
i 43%
36% 39%
30% .
26% 25%
18% 19%
l . -

Traveled specifically Travel ads do not Value a destination's Taken a trip witha Taken an escorted Went abroad on their
for a special event reflect people like me food scene (Top2 pet (past 12 months) group tour (past 12 most recent
(Past 2 years) (Top 2 box score) box score) months) overnight trip

Future Partners  The State of the American Traveler
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Travel Dreaming and
Spending




More Likely to Day-Dream About Travel

Day-dreamed about taking a
leisure trip, 59%

Travelers with
Disabilities

Did not report day-
dreaming, 41%
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Day-dreamed about taking a
leisure trip, 46%

Did not report day-
dreaming, 54%

Other
Travelers
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More Cost Conscious Traveler

Inflation and Trip Cancelation

W Travelers with Disabilities All Other Travelers

trongly agree
ey a8 11.0% 461% VS
29.9%
Agree
18.9%
Neutral
24.0%
Question: How much do you agree with the following Disagree
statement? 27.6%
Recent inflation in consumer prices has led me to cancel _ 12.9%
an upcoming trip. Strongly disagree .
. (o]
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Cost Are Impacting Travel

Inflation and Trip Cancelation

W Travelers with Disabilities All Other Travelers

trongly agree
gly ag 16.7% 59.1% VS
43.7%
gree
27.0%
Neutral
21.9%
Question: How much do you agree with the following Disagree
statement? 21.6%
High travel prices have kept me from traveling in the - 6.3%
Strongly disagree
past month. 12.7%

Future Partners  The State of the American Traveler 21



Limited Budgets for Travel

Question: How much IN TOTAL is the maximum you will
spend on leisure travel (including airfare,
accommodations, and all other trip-related spending)
during the NEXT 12 MONTHS?

Maximum | would spend on leisure travel (next 12

months)
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W Travelers with Disabilities All Other Travelers

$10,000 or more

$5,000 - $9,999

$2,000 - $ 4,999

$1,00 - $1,999

$500 - $999

$100 - $499

Under $100

B s Travelers with

10.0% Disabilities

B 2.7% Mean = $2,957

17.8%

I o7.0%
28.2%
I 20.2%
18.1%
I 11.0%

11.7%

I 13.9%

9.9%

B 7.

4.4%
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Travel as a Budget Priority

47.3%
vs. 54.0%

30%

19.5%  20.0%

20%

14.4%
13.0% ° 12.9%
(o)
.10 : - . . .

Extremely Low Priority Low Priority Somewhat Low Priority Neutral Somewhat High High Priority Extremely High Priority
Priority

Future Partners  The State of the American Traveler 23



Wide Range of Specialist Websites

Question: In the PAST 12 MONTHS, which of these

websites have you used to help plan your travel? (Select

all that apply.)
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Wheel of the World

Disabled World

Easy Access Travel

Go Accessible Go

Disabled Holiday

Tapoox Travel

Wheelchairtravel.org

None of these

12.6%

1.7%

21.1%

15.5%

11.4%

58.4%
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Half Rank Online Information as Quality

Question: How would you rate the quality of information

available online for disabled travelers?

Future Partners
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Excellent

Good

Fair

Poor

Terrible

No opinion

2.2%

8.6%

26.2%

23.3%

19.6%

20.1%

49.5%
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Online Resources Used on Travel Planning

Question: In the PAST 12 MONTHS, which of these
resources have you used to help plan your travel? (Select
all that apply.)

Please only check if used for travel planning, ideas or

inspiration.
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Online content (articles and blogs)

Online Travel Agency (Expedia, Travelocity,...

Mapping sites (Google Maps, Bing)

Online content (travel business and...

Review websites (Yelp, TripAdvisor)

Video online (YouTube, etc)

Travel-related app on a mobile device or tablet
Travel or lifestyle magazine websites
Live-streaming video (Facebook Live, Tiktok)
Travel-related email newsletter(s)

Podcasts or other audio files

Newspaper travel section websites

None of these

- REZ

B 3%
B s2x

B 37
O

34.4%
30.1%
31.0%

28.5%

25.0%
19.4%

28.5%
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Online Resources Used on Travel Planning

B Travelers with Disabilities All Other Travelers

O,
Online content (articles and blogs) _ 34.4%

28.8%

. . . 3I-O/O

Online Travel Agency (Expedia, Travelocity, _ 30.1%
AirBnB) 27.9%

Online content (travel business and attraction _ 28.5%
websites) 23.4%

_ (o)
Review websites (Yelp, TripAdvisor) 2354'36
" (o]

(o)
Video online (YouTube, etc) - 19.4%

16.7%
Question: In the PAST 12 MONTHS, which of these - 8.99
(o]

resources have you used to help plan your travel? (Select Podcasts or other audio files

all that apply.) :
Live-streaming video (Facebook Live, Tiktok) . 7.3%

Please only check if used for travel planning, ideas or 6.8%

inspiration. 0
p Newspaper travel section websites I 3.7%
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Social Media is More Important

Question: In the PAST 12 MONTHS, have you used any
of the following social media platforms TO PREPARE
FOR OR PLAN YOUR TRAVELS? (Select all that apply.)

Please only check if used for travel planning, ideas, or

inspiration.
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Facebook
YouTube
Instagram
TikTok
Twitter
Pinterest
Snapchat
Reddit
WeChat
Quora

None of these

34.4%

27.6%

25.2%

19.3%

13.5%

11.6%

10.5%

2.9%

2.3%

44.8%

29



Travelers with Disabilities Listen to Podcast

W Travelers with disabilities

39.3%

33.0%

Question: Do you listen to any podcasts on a regular

basis?

Yes

Future Partners  The State of the American Traveler

All other travelers

67.0%

60.7%
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Podcast Genres

Question: What podcast genres do you listen to on a

regular basis? (Select all that apply.)

Future Partners

The State of the American Traveler

True Crime
Entertainment/pop culture
Film/TV

Health/fitness

Comedy

News/politics

Music

Hobbies

Gaming

History

Family/kids
Cooking/recipes
Fashion/clothing
Sports

Self-help

Real Estate

Business
Arts/Literature

Travel
Religion/philosophy
Technology

Science

Investigative Journalism
Finance
Restaurants/Cuisine
Fiction

Career services/development
Other

31



Offline Resources Used on Travel Planning

B Travelers with Disabilities All Other Travelers

O,
Travel or lifestyle magazines (printed) -13 :1:/'7/"
. (o]

Free printed destination guide books or - 15.6%
pamplets 12.4%

Television programming (broadcast or - 16.1%
streaming) 12.1%

(o)
Travel agent - 7%
12.7%

O,
Commercial guidebook (Fodors, Lonely Planet) -9 302/'64’
. o

(o)
Newspaper travel section (printed) -7 210;.7/0
= (o]

Question: In the PAST 12 MONTHS, which of these q
. B s.1%
resources have you used to help plan your travel? (Select Travel-related radio program

all that apply.)

3.9%

O,
_ o Direct mail piece . ot/
Please only check if used for travel planning, ideas or 4.6%

T None of these £EH

59.8%
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Engaged with Official DMO Sources

Question: In the PAST 12 MONTHS, have you used a
destination’s official local Visitors or Convention Bureau
(or Chamber of Commerce) or state or national
government tourism office to help plan any travel? If so,

which resource did you use? (Select all that apply.)

Future Partners  The State of the American Traveler

Official destination website

Official visitor guide (online
version)

Official visitor guide
(printed version)

Official visitor information
center

Official destination APP on
a mobile phone or tablet

None of these

22.4%

17.2%

13.3%

10.0%

3.6%

60.5%

33



Thank You!
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POLL

How are you supporting
travelers and locals
with disabilities?



INCLUSION

THE LAST UNTAPPED
TRAVE

DEMOGRAPHIC:
WHAT'S IN IT FOR YOU?

BY JOHN SAGE, CEO &

October 2023
Founder
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Mid-Week & Off-Season Visitors

Stay Longer & Spend More
Loyal, Repeat Customers
50% of Seniors, 20% of population
Overlooked by Travel Industry
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Feeling Disabled

Comfortable at Home Enjoyable Vacation

"l do not feel disabled" "l easily avoided accessibility frustrations"
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Fear Physical Pain
Embarrassment

Loss of
Independence

Anxiety Anger



INCLUSION

What Disabled Travelers Need:

The Three Pillars of Accessible Travel
« Facilities

o Built environment & technology
« Customer Service

o Training & processes

« Information
o Before booking, PwD's must
know their accessibility needs
will be met
o 84% of PwD's want destinations
to provide increased
accessibility information

Accessible Travel

Facilities
Customer
Service
Information

Legal compliance does not address these

Sources: European Network of Accessible Tourism,
World Travel and Tourism Council, Visit England,
Expedia, Amadeus, and MMGY Portrait of Travelers w

Disabilities



#1 Accessible Facilities S,

SAGE
More Complex Than Many Readlize

For example, an accessible toilet should take into account
the following accessibility features:

« Space between toilet and wall

« Space on opposite side of toilet

« Height of toilet seat

« Height of toilet paper dispenser

« Height of grab bar on wall

 Length of grab bar on wall

« Height of grab bar away from wall *

« Length of grab bar away from wall *

« Diameter of grab bars

« Height of back support *

* Location of toilet flushing mechanism

 Type of toilet flushing mechanism

« Obstructions including mats and trash cans * Not addressed

- Emergency notification type * by ADA or

Also need accessible sink, roll-in shower, doors, bed, desk, closet, minibar, balcony, parking,

building entrance, lobby, front desk, elevator, restaurant, pool, fitness center, and more



#2 Accessible Customer Service

Three Types of Accessibility Training

1. Disability Awareness Training

2. Role-Specific Training
 Reservation agent, front desk, housekeeping, F&B,
destination manager, and travel agent

3. Executive-level workshops (vision and strategy)




Accessibility Information

e = Make 8 Reservation

KING ACCESSIBLE ROOM

Five Requirements for Effective
Accessibility Information

Find paradise at the Royalton Blue Waters
Montego Bay Resort

Guest Room Accessibilny

Accesaible Travel in Eugene

Accesaible and Inchasive Travel ca

Accesaible Truils

FOUR SEASONS HOTEL NEW YORK

HOTEL OVERVIEW ACCOMMODATIONS PHOTOS & VIDEOS

BUSINESS CENTRE WHEELCHAIR-ACCESSIBLE ROOMS
VALET PARKING

FIFTY? EVENTY SPACE

OFFERS DINING SUITES EXPERIENCES WELLNESS EVENTS

1. Accurate

- Verified (not self-reported) and up-to-

date
2. Detailed
- Measurements
3. Clear
- Photographs
4. Comprehensive
- All areas & trip components

5. Trusted
- International standards

>,

SAGE

INCLUSION




Marketing to People with Disabilities (PwD's)

Maslow's Hierarchy of Needs

actualization Destination Marketing Focus

Esteem Needs * Inspiration, Experiences, Itineraries

Belonging Needs

Safety Needs

Disabled Traveler Primary Needs
« Accessibility Details




Budgeting for Accessibility ©

SAGE

INCLUSION

The Sage Accessible Destination Marketing Cube

What are we currently spending
marketing to 80% of the population?

Lround transportation

. Accommodation
What are we currently spending & N |

~ o " { Alltractions
marketing to 20% of the population? S Restaurants
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The DMO Path to Accessible Travel Success Tl
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INCLUSION

Comfortable at Home Enjoyable Vacation

"I do not feel disabled" "| easily avoided accessibility frustrations”
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The History of Digital Accessibility:

» 1990: The ADA is signhed into law by
George H.W. Bush

» 1991: The first welbsite goes live on the
world wide web

» 1996: The DOJ takes the “position” that
the ADA applies to web content

» 1999: The Web Content Accessibility
Guidelines (WCAG 1.0) are introduced by
W3C




What Are the Web Content Accessibility Guidelines (WCAG)?

 Internationally recognized guidelines to ensure digital products
(primorily websites) are accessible to those with disabilities

- WCAG outline specific success criteria which are designed to
remove digital barriers for individuals with disabilities, and ensure

digital content can be analyzed by assistive technology

- WCAG are published and maintained by W3C, a non-profit
organization formed to establish standards for the World Wide Web



What Are the Web Content Accessibility Guidelines (WCAG)?

- The current version of WCAG is 2.2, which was just finalized
by W3C on October 5, 2023.

- Each version of WCAG outlines 3 separate conformance
levels:

- A
 AA
 AAA



How to Analyze

Digital

Content

Use a combination of automated
scans and manual user testing

- Automated scans look for code/
structure-based issues based on the
WCAG success criteria

- Manual user testing consists of individuals
with disabillities testing your welbsite
(relying on keyboard navigation and/or
assistive technology)



How to Prioritize

Ally

Efforts

When conducting remediations,
ensure you're following a prioritized
approach

- Phase #1: Component-based
remediations

- Phase #2: Homepage remediations

- Phase #3: Template-based remediations

- Phase #4: Individual remediations



The Curb-Cut Effect

By prioritizing digital
accessibility, you're
creating a better user
experience for ALL




Digital Accessibility should be viewed as a process, not
a project

- Digital accessibility is an ongoing initiative
+  Modern websites are incredibly dynamic
- Accessibility guidelines change over time

. It's best to address new accessibility issues as they arise, to
continue to facilitate the best user experience possible for
those with disabillities



Accessibility-Based Content

Custom Content

Create custom content for travelers

with disabilities.

ACCESSlBLE TRAVEL =N

§ -\ .,4\ - :

- Blog posts
- [tineraries

*  Planning resources




Accessibility-Based Content

Search Interfaces

Update search interfaces present on

your website to include accessibility

features [ amenities.

GYM & SPA
ENTERTAINMENT N
ACCESSIBILITY FEATURES N\

Assistive listening headsets available
Automatic / power-assist doors

Braille alternatives (i.e. Menus, Maps,
Programs, Exit Signs, Elevator signs and
controls)

Captioned videos/performance

Service animal relief area(s)

Teleprinter or teletypewriter (TTY) available
Visual alarms and alerts

Wheelchair accessible elevator

Wheelchair accessible entrance

Wheelchair accessible parking

Wheelchair accessible restrooms
Wheelchair accessible seating

Wheelchair-friendly inside walkways

GRAND VIEW LODGE SPA RUTTC
& GOLF RESORT RESOI
Nisswa Deerwoo
Named Minnesota’s Most Awarded Resort The Rut
including 2019’s “Top 5 Resorts in the resort fr
Midwest’ by Conde Nast... oldest fa

LEARN MORE

FEATURED

PARTNER r ]

VOYAGAIRE HOUSEBOATS ‘ v LAKES
AND LODGE Starbuck
Crane Lake Eni

njoy ou

v
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August.Erickson@MilesPartnership.com




Additional
Resources
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ADDITIONAL RESOURCES

Slide deck, research and
additional resources will be
available at

MllesPartnershlp com/travelers-
with-disabilities
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In partnership with TravelAbility

\

Miles Partnership has invested in a range of research, resources and specialist services to help destination
organizations and hospitality businesses better serve travelers with disabilities. Since 2021, Miles has been a
major sponsor and partner of TravelAbility, the organizers of the Emerging Markets Summit.
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Thank you!
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