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>_ J. Goodman, H. Dong, P. Langdon, P.J. Clarkson, Increasing the uptake of Inclusive

pe Design in industry. Gerontechnology 2006; 5(3):140-149. There is an increasing

N awareness of the need to design for a wide range of potential users, as reflected

- by approaches such as Inclusive Design. It has been shown that increasing usabil-

a ity and accessibility for older and disabled people benefits users in general be-

E cause, where some are excluded from using a product or service, many more are

a likely to find it difficult or frustrating to use. However, while many companies

o agree with the principles of designing inclusively, many products are still difficult
to use. This paper examines why this is so, presenting results from a survey of
101 UK companies. We discuss the nature of the main barriers and drivers for in-

140 clusive design and how these vary across companies. We consider how the barri-

ers can be overcome and the drivers encouraged, in order to increase the uptake
of Inclusive Design in the commercial world. Two case studies are presented,
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showing how Inclusive Design has been implemented effectively in industry.

Keywords: Inclusive Design, barriers in industry, drivers in industry

The population of the developed world
is ageing', prompting the introduction
of legislation requiring companies to con-
sider older and disabled people in the
design and provision of services. For ex-
ample, the Disability Discrimination Act?
in the UK and the Americans with Disabil-
ities Act® in the USA have been success-
ful in raising the levels of awareness
and consideration of such people’s
needs. Changing demographics also
mean that older and disabled people
form a large and increasing group with
considerable spending power®. There
are both financial and legislative incent-
ives for including these groups in
design.

Approaches to help designers to do so
have been developed, such as Universal
Design®, Inclusive Design*® and Design
for All”. These approaches have slightly
different foci but they all encourage con-

sideration of the needs of older and dis-
abled people and seek to increase the
range of those that can use the result-
ant product, environment or service.

However, despite the existence of such
motivating factors and appropriate
design approaches, many products still
cannot be used easily by many older or
disabled people®®. Many companies are
still not adopting Inclusive Design and
similar approaches. This paper exam-
ines why this is the case, how compan-
ies can be encouraged to adopt Inclus-
ive Design and how it can be put into
practice effectively in a commercial set-
ting. The paper presents the results of a
survey of 101 UK companies and organ-
isations, examining their awareness of
Inclusive Design and asking them to
identify barriers and drivers for it. This
is backed up with individual case stud-
ies of Inclusive Design practice.
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Related work

Previous studies identified some of the
barriers and drivers for Inclusive Design.
In the US, telephone interviews were con-
ducted with 26 consumer product manu-
facturers® and a similar survey was car-
ried out with 307 Japanese companies in
five different industry categories'®. Both
studies identified a range of barriers and
motivators for Universal Design, covering
areas such as government regulation,
training, market data, consumer de-
mand, technical complexity and (the lack
of) interest, knowledge and techniques.

These studies were based in the US and Ja-
pan, so caution needs to be taken over
their application to other countries, such
as the UK. Factors like regulations and
education vary between countries, while
other aspects, such as changing demo-
graphics and subsequent societal de-
mand, are more ubiquitous across the de-
veloped world. For example, government
regulation was considered more effective
in the US and Japan than in the UK''. Nev-
ertheless, these surveys provide pointers
towards likely barriers and drivers and
they informed our questionnaire design.

In the UK, a workshop found that only
about a third of participant London
FTSE100 companies were aware of Uni-
versal Design. There was also a miscon-
ception that designing for universal ac-
cessibility meant designing for the
elderly and disabled only'. Also in the
UK, a survey of 29 design professionals
suggested that Design for All was widely
known and understood but not widely
practised within the design com-
munity'3. Reasons given included lack
of time, client backing, money and aware-
ness of the possible market. Although
these studies reveal some barriers, they
are limited in that detailed barriers were
not identified, and no comparison was
made between industry sectors.

Bellerby and Davis'® talked to half a
dozen product developers and market-

ing specialists. They suggested that
standards and guidelines could be im-
portant drivers but were mostly not
presented in an appropriate format. Un-
derwood and Metz'® also discussed how
the arguments for Inclusive Design
could address generic business drivers
ranging from legislation to brand im-
age. These studies provide insight, but
were based on the viewpoints of very
limited numbers of consultancies.

Dong et al.""'® conducted a fuller study
of barriers and drivers in the UK
through mail surveys of 38 manufactur-
ers and retailers and 35 design con-
sultancies. They found that these
groups perceived major barriers differ-
ently, each tending to consider that
they came from the other parties. In con-
trast, major drivers were similar
between groups. Amongst manufactur-
ers and retailers, key barriers were due
to assumptions (for instance that Inclus-
ive Design is more expensive), followed
by practical and implementation diffi-
culties (for instance, lack of time to
learn).

The survey described in this paper
builds on this previous study. Dong’s
study targeted small and medium enter-
prises (SMEs) and used different ques-
tionnaires for different respondent
groups. In contrast, the current survey
targeted large organisations as well as
SMEs and used a single questionnaire to
facilitate comparison across companies.
We also expanded the sample size, al-
lowing more reliable analysis, particu-
larly of factors involved in companies’
responses, and investigated companies’
demographics, current position and
business drivers in more detail.

Context

The survey was based on a smaller sur-
vey carried out to inform the develop-
ment of Inclusive Design training materi-
als by examining what companies really
needed'’. It used the same question-

3

N o

Vol 5,

September 2006,

141

www.gerontechjournal.net




Uptake in

industry

No 3

Vol 5,

September 2006,

142

-
v
c
©
c
.
E]
o]

—

<
e
v
-
c
o
NS
v
o
H
2
2

naire as the smaller survey and included
its results, but expanded the sample con-
siderably. The work was also part of the
i~design project, which seeks to devel-
op approaches and data to equip in-
dustry for Inclusive Design. The survey
assists this by providing the increased
understanding of the commercial set-
ting needed to develop tools that are
really useful.

A preliminary examination of some of
the results was carried out on a subset
of companies and  questions'®'?,
However, the full sample yielded a differ-
ent factor breakdown with greater statist-
ical reliability and allowed fuller analys-
is, more detailed discussion and
resulting suggestions for overcoming
the barriers and encouraging the drivers.

SURVEY METHOD

Questionnaire design

The questionnaire was divided into six
main parts: company profile; understand-
ing of Inclusive Design (and related con-
cepts); company position on Inclusive
Design; drivers for it; barriers to it; and
approaches to increase its use. This
structure enabled us to understand the
responses’ context before examining mo-
tivations and barriers in detail.

The first three parts addressed the re-
spondent’s context, allowing us to invest-
igate how aspects such as company size
and awareness of Inclusive Design affect
response to it. Part 1 provided a com-
pany profile and Part 2 examined aware-
ness and understanding of Inclusive
Design and related terms. Part 3 started
with the following definition of Inclusive
Design to ensure that subsequent re-
sponses were given with a common under-
standing: “a process whereby designers,
manufacturers and service providers en-
sure that their products and services ad-
dress the needs of the widest possible
audience, irrespective of age or ability”
(derived from a Foresight report®®). This
section then examined awareness of In-

clusive Design, inclusivity of products or
services, effort and interest in Inclusive
Design and awareness of legislation and
codes of practice. This provided a more
in-depth understanding of company posi-
tion.

Parts 4 and 5 listed possible drivers and
barriers to Inclusive Design, derived from
those identified by Dong et al.''. Given
the importance in general of commercial
imperatives, such as profit, drivers relev-
ant to the business case were broken
down into more detailed drivers, with the
help of a consultancy with expertise in
this area. In Part 4 (Drivers), responses
were elicited on a scale of 1 to 4, allow-
ing investigation of their relevant import-
ance. In Part 5 (Barriers), respondents
identified barriers in their organisation,
and then identified and ranked the three
most and three least important ones.
Comment boxes allowed other drivers
and barriers to be added.

Finally, Part 6 elicited responses to pos-
sible approaches for encouraging Inclus-
ive Design. The options were specifically
related to the project and the interests of
the research teams, although space was
provided for other suggestions.

At several points, respondents indicated
their level of agreement on a four-point
scale. It should be noted that such
scales are biased, with respondents
tending away from disagreement, partic-
ularly strong disagreement. Neverthe-
less, they can indicate the relative
strength of different aspects of com-
pany position, for instance, of the re-
sponse to different drivers.

Questionnaire distribution

Complete responses were obtained
from 101 UK companies and organisa-
tions, mostly from the design, manufac-
turing and retail sectors. Many of the re-
sponses  were  obtained  through
industry contacts, while others were re-
cruited by phoning organisations identi-
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fied through a web search. Targeted sec-
tors included telecommunications and
IT, consumer electronics, household dur-
ables, energy, medical/pharmaceuticals,
transport and fast moving consumer
goods.

An initial sampling analysis suggests
that the sample is predominantly from
the Midlands, South East and London
areas, indicating that it may be generalis-
able to this geographic and economic
group. Some self-selection is likely, as or-
ganisations with prior awareness of and
interest in Inclusive Design are more
likely to want to participate. The sample
may, therefore, display a higher aware-
ness of Inclusive Design than UK in-
dustry as a whole. We took this into ac-
count by examining companies’
awareness levels and including this in
the factor analysis.

SURVEY RESULTS

Awareness and understanding

Survey respondents were asked if they
had heard of the terms Inclusive Design,
Universal Design and Design for All. A ma-
jority (76%) had heard of Inclusive
Design, with fewer having heard of the

ageing or older people, and 15 usability
or accessibility. Moreover, a number
pointed out that disability was not only
physical, but also concerned with cognit-
ive and emotional abilities and social is-
sues. Definitions covered product, ser-
vice, interface, communication and
packaging; and related to the design
process, outcome and methodology.

Company position on Inclusive Design
About half the respondents rated their
companies as low or very low (on a four-
point scale) on current inclusivity (48%)
and effort invested in ensuring inclusiv-
ity (49%). There were higher levels of
awareness and interest in Inclusive
Design, but, even so, large proportions
of respondents (39% and 23% respect-
ively) indicated low or very low aware-
ness and interest. Given the self-selec-
tion in the survey, the real levels of
awareness, inclusivity, effort and in-
terest are likely to be lower than these.

Drivers for Inclusive Design

Respondents were then asked to indic-
ate their level of agreement (on a four-
point scale) with five drivers for Inclus-
ive Design and to say how effective they

other terms (37% and
54% respectively). While
33% of companies had
heard of all three, 16%

Table 1. Agreement with drivers for inclusive design, as
percentages of responses. Percentages may not total
100 as some respondents indicated that they did not

had heard of none of Know
them. Possible drivers %
Total disagree  Total agree
Respondents then de- Drivers for inclusive design
scribed what they Legislation 43 47
thought these terms British Standard BS7000-6 29 24
meant. Their definitions Social responsibility 28 67
indicated that the major- Demographic/consumer trends 25 69
ity had a reasonably Brand enhancement. . | 27 . . 66
good understanding of Effectiveness in achieving commercial benefits
Inclusive Design, which Entrance toam?w market 38 62
. Increase potential market 39 61

was widely regarded as

i Increase current market share 44 56
design  for .as many Increase customer loyalty 38 62
people as possible. In ad- | rease usage 52 48
dition, 41 respondents |ncrease customer satisfaction 21 79
specifically mentioned |nnovation and differentiation 29 71
ability or disability, 13 Enhance brand 37 63
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thought Inclusive Design could be in
helping to achieve eight commercial be-
nefits (Table 1). Examining the propor-
tions who agreed or strongly agreed, we
see that key drivers are demographic
and consumer trends, social responsibil-
ity and brand enhancement. Key commer-
cial benefits are increasing customer sat-
isfaction and producing innovation and
differentiation. The potential to increase
customer  satisfaction also  scores
highest when examining only those who
strongly agreed, indicating the import-
ance of this driver.

Barriers to Inclusive Design
Respondents then identified barriers to
Inclusive Design in their organisation
from a list of ten possibilities (Figure T).
Barriers most frequently identified were
a lack of time and budget for support-
ing Inclusive Design (E), a lack of know-
ledge and tools for practising it (C), and
that Inclusive Design was not a per-
ceived need of the end users (H).
Twenty of the 101 companies stated
that none of the listed options was a bar-
rier and did not describe any further sig-
nificant barriers.

100
Identified as a barrier
m Importance

@
o
n

60

40 4

% Responses/Weighted
importance sums

(5}
o
1

A B C D E F G H J K
Barriers
Figure 1. Ildentification (% of responses)
and perceived importance (weighted im-
portance sums) of companies’ barriers
to inclusive design; A = Lack of internal
support; B = Requires cultural change;
C = Lack of knowledge / tools; D = Lack
of business case; E = Lack of
time/budget; F = Too difficult; G = Com-
promises aesthetics; H = Not perceived
end user need; | = Stigma,; K = Unachiev-
able

Respondents then identified and ranked
the three most important barriers.
Weighted sums of their responses were
calculated by assigning them weights of
one, two and three in order of increas-
ing importance (Figure 1). As expected,
the barriers identified most frequently
were also considered to be important.
However, surprisingly, the barrier identi-
fied as the most important (D: the per-
ception that there is no justifiable busi-
ness case for Inclusive Design) was not
one of the most common. Fewer re-
spondents identified it as a barrier, but
those who did considered it extremely
important.

FACTORS AFFECTING RESPONSES

A factor analysis was carried out to de-
termine the main factors affecting com-
panies’ responses to Inclusive Design. It
was conducted in SPSS v12 using Princip-
al Component Analysis without normal-
ised rotation of components. There
were 101 cases (companies) and a re-
duced set of 26 questions was chosen
to represent the main questionnaire sec-
tions while ensuring statistical validity
by minimising sampling error. The Kais-
er-Meyer-Olkin Measure of Sampling Ad-
equacy was good (0.710), indicating use-
ful sampled underlying relationships
between the variables, while Bartlett’s
test of sphericity indicated highly signi-
ficant relationships between the vari-
ables (x’=812.28, df=300, p<0.0001).

Initially, the factor distribution was ex-
pected to follow the questionnaire’s sec-
tions. The analysis was interpreted with
reference to the questions grouped by
factors and their relationship with the
original questionnaire. The number of
factors used was decided by reference
to a scree plot and the interpretability
of the factor solutions from 1 to 5
factor solutions. Four factors account
for 49.6% of the cumulative variance
(Table 2). The remainder of the variance
was distributed approximately evenly
among factors 5 to 23 and their factor
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Table 2. Key factors and factor loadings in companies’ responses; respondents indic-
ated levels of agreement with the statements; ID = Inclusive Design; DDA = Disability
Discrimination Act; ADA = Americans with Disabilities Act

Question Factor
# ‘ Content (abbreviated) 1 2 3 4
Factor 1
3.1 Level of awareness of ID 771
3.2 Perceived inclusivity of products/services .710 -.364
5.1a | There is little or no internal support for ID -.683
5.1d | There is no justifiable business case to support ID -.657 ”
5.1e | There is a lack of time and budget to support ID -.597 .316 ;
5.1c | We lack the knowledge and tools to practise ID -.592 412 317 o
4.2a | ID would help us to achieve entrance to a new market .586 378 —
3.5a | Awareness of the DDA or ADA 540  -.370 378 3
4.3 ID could be effective in enhancing our brand .514 474 <
5.1b | Implementing ID would require significant cultural change -.507 .352 410 °
3.5b | Awareness of British Standard BS7000-6 (Managing ID) 493 ~
Factor 2 b
6.1a | A convincing business case for top level management is .655 2
important for encouraging ID °
4.2g | ID is a source of innovation and differentiation 426 .599 b
4.2c | ID helps to achieve a larger share of the current market .560 .573 v
6.1d | Effective tools to market ID are important for encouraging ID .362 .509 -.406
4.1c | Social responsibility motivates us to consider ID -.485 .336
6.1c | Skills/tools to assist with ID are important for encouraging ID 467 .350 -.358 145
Factor 3 .
5.1g | ID compromises the aesthetics of the design .628
5.1i | There is a stigma associated with ID .624
4.1e | Brand enhancement is a key driver for ID .536
4.1a | Legislation is a major driver for ID 484
4.1d | Demographic and consumer trends are key drivers for ID 452 .352
Factor 4
1.1 Number of employees -.303 .625
4.1b | British Standard BS7000-6 will help us to practise and manage ID -.570
1.5 Existence of a post for corporate social responsibility -.386
loadings did not afford a systematic or al support, time, budget, knowledge

reliable interpretation. A rotated solu-
tion was not used as this failed to sub-

and tools for Inclusive Design and the
need for significant cultural change. We

stantially change the distribution of vari-
ance accounted for by the primary
factors. The four key factors are de-
scribed below.

Factor 1: Awareness of Inclusive
Design and lack of corporate barriers

The main component in this factor was
the level of awareness of Inclusive
Design, followed by the current inclusiv-
ity of products and services. Companies
responding positively to these also ten-
ded to respond negatively to barriers
stemming from corporate or organisa-
tional factors, such as the lack of intern-

may surmise that awareness of Inclusive
Design goes together with a lack of cor-
porate barriers to it. Other, lesser com-
ponents in this factor included some of
the more commercial drivers and aware-
ness of legislation and standards.

Factor 2: Arguments for commercial
(rather than social) value of Inclusive
Design

A set of commercial drivers grouped to-
gether: a convincing business case, ef-
fective marketing tools, and Inclusive
Design as a source of innovation and dif-
ferentiation and as a means of obtain-
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ing more of the current market. Positive
responses to these also clustered with a
negative response to social responsibil-
ity as a driver, suggesting that social
and commercial arguments may not
reach the same companies. Lesser com-
ponents, including some variables con-
tributing primarily to factor 1, indicate
that skills, knowledge and tools to as-
sist with Inclusive Design could be partic-
ularly helpful for such companies.

Factor 3: Concern about effects of In-
clusive Design on brand positioning
When asked about barriers, some com-
panies said that Inclusive Design com-
promises aesthetics and has a stigma as-
sociated with it. This was associated
with a concern for brand, although this
was expressed more positively, with In-
clusive Design’s potential for brand en-
hancement being seen as a driver for it.
These companies were also driven to con-
sider Inclusive Design by legislation and
demographic and consumer trends.

Factor 4: Effect of size (or type) of com-
pany on attitude to Inclusive Design
This factor had significant contributions
from some other factors’ questions, par-
ticularly 5.1b and 6.1d. The main com-
ponent was company size, with larger
companies clustering with Inclusive
Design needing significant cultural
change and with negative responses to
British Standard BS7000-6, tools for mar-
keting Inclusive Design and the exist-
ence of a corporate social responsibility
(CSR) post.

Care was taken in interpreting this
factor as responses to BS7000-6 are
skewed by low levels of awareness of it.
Also, the factor loading on the existence
of a CSR post is fairly low and many of
the larger organisations do actually
have one. Further analysis also indicates
a correlation between the size and type
of companies, with small organisations
(under 250 employees) being mainly con-

sultancies and manufacturers of specific
types of product (for instance, wheel-
chairs). It may be the company type
rather than size that is the main influ-
ence here.

DiscussION

The majority of respondents had heard
of Inclusive Design and defined it
broadly correctly. This represents an in-
crease in awareness in recent years; in
an earlier survey'®, half the respondents
were not familiar with it. However, there
was still a significant proportion (39%)
with low levels of awareness. In addi-
tion, about half the respondents rated
their companies as low on current in-
clusivity and effort invested in Inclusive
Design. It appears that awareness and
understanding are not enough - it is im-
portant to convince companies to do
something about it.

Such work can build on existing drivers
for Inclusive Design, such as its poten-
tial to increase customer satisfaction
and produce innovation and differenti-
ation, as well as demographic and con-
sumer trends, social responsibility and
brand enhancement. These drivers are
similar to those found by Dong et al.'',
except for social responsibility and be-
ing a source of innovation and differenti-
ation, which were not investigated in
that study.

These drivers are key components to in-
clude in awareness-raising and training
material. It is important to convince
companies that Inclusive Design can ac-
tually help to achieve the identified com-
mercial advantages. Better worked-out
arguments are needed, as are concrete
examples, such as OXO Good Grips’
range of kitchen tools?', demonstrating
perceptible advantages in these areas.

If significant progress is to be made, it
is also necessary to address the barriers
to Inclusive Design, particularly those of
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lack of a justifiable business case, time,
budget, knowledge and tools, and the
concern that Inclusive Design is not a
perceived end user need. These barriers
are similar to those found by Dong et
al."', although that study did not investig-
ate whether Inclusive Design was a per-
ceived end user need.

It is, therefore, important to build a
more compelling business case, identify-
ing what companies themselves find com-
pelling. The drivers and commercial be-
nefits highlighted in this survey can
provide pointers for this, identifying as-
pects that could usefully be tied into the
business case. In addition, it is import-
ant to respond to the perception that In-
clusive Design is not an end user need.
Awareness-raising material needs to
demonstrate how Inclusive Design is rel-
evant to different groups of end users
and product types.

The lack of knowledge and tools also in-
dicates a need for better and more
widely available training and better tools,
both methodological and technical, for
putting Inclusive Design into practice.
These need to take into account the lack
of time and budget and provide ways of
achieving additional inclusivity efficiently
and cheaply. In some cases, more work
is needed to determine how this can be
done, tackling fundamental questions
(for instance, about the technical feasibil-
ity of some inclusive solutions).

It is also important to address the vari-
ation across organisations, developing
different approaches for different types
of companies. In particular, Section 4
identified key factors in companies’ re-
sponses, which may correspond to dis-
tinct company types:

Companies with a high level of aware-
ness and low corporate barriers

It is important to keep supporting and
encouraging these companies, but ef-

forts at raising awareness and overcom-
ing barriers may be more profitably
spent on other companies. This factor
also indicates the importance in general
of raising awareness and of addressing
corporate issues, as well as helping indi-
vidual designers.

Companies influenced by commercial,
rather than social, concerns

These companies need a clear business
case and emphasis on commercial
drivers. Social arguments may have a
negative effect. Although many compan-
ies fall into this category, many charit-
able and specialist organisations are
heavily influenced by social factors and
others have over-riding concerns, as in
the following category.

Companies concerned with brand

For them, it is important to show how In-
clusive Design need not be stigmatising
nor compromise aesthetics but rather
enhance brand. These companies are
also often motivated by legislation and
consumer trends so it is useful to in-
clude these in the approach.

CASE STUDIES

We back up these results with two case
studies in the adoption of Inclusive
Design. Both company A, which pro-
duces packaging, and company B, a mo-
bile telecommunications company, had
their initial involvement triggered
through the personal interest of team
members and a recognition of Inclusive
Design’s relevance to their particular
businesses. Company A was motivated
by the importance of brand loyalty in
packaging and the need to maintain this
as customers age, while company B was
keen to move beyond the young adult
market by producing a new simple hand-
set.

This initial interest was encouraged and
developed through the efforts of intern-
al Inclusive Design ‘champions’ and
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close collaborations with experts from
our centre and our research partners.
We worked with them in training work-
shops and by auditing existing
products, estimating levels of user exclu-
sion, providing expert opinion and identi-
fying ‘pinch points’ (features that ex-
clude). We helped them to identify
scope for improvement and develop im-
proved concepts.

This work is ongoing. The research
team is currently working with company
A to design a new, more inclusive
product prototype. This company plans
to launch its first product designed spe-
cifically to be more inclusive in 2007.
Company B launched its new simple
handset in early 2005, with sales exceed-
ing all expectations, and has recently
asked one of our research partners to
provide a working prototype of a next
generation inclusive handset.

During this process, for company A,
working with disabled users and seeing
examples of inclusive work encouraged
emotional buy-in. The business case
was not explicitly discussed but retain-
ing brand loyalty, a business case con-
cern, was a key driver. With Company B,
the business case was explicitly dis-
cussed throughout and is a key driver
for the further provision of inclusive
products.

The case studies demonstrate the import-
ance of tailoring material to particular
companies, putting the right people to-
gether, engaging key people in compan-
ies and utilising appropriate training
and examination of existing products.
They also show the importance of consid-
ering business factors, whether or not
through the presentation of an explicit
business case.

CONCLUSIONS
This paper has presented results from a
survey of attitudes to Inclusive Design

in industry, finding reasonably high
levels of awareness of Inclusive Design,
but also the need for continuing work
on convincing companies to do
something about it.

Such work can build on the main drivers
and barriers found, key drivers being
demographic and consumer trends, so-
cial responsibility, brand enhancement
and Inclusive Design’s potential to in-
crease customer satisfaction and pro-
duce innovation and differentiation.
These can be profitably included in
awareness-raising and training material,
and can inform the presentation of a
more compelling business case. The
main barriers were a lack of time,
budget, knowledge, tools and a justifi-
able business case, as well as the per-
ception that Inclusive Design is not an
end user need. To overcome these, bet-
ter, efficient and more widely available
training and tools are needed. We also
need to demonstrate how Inclusive
Design is relevant to different groups of
end users and product types.

Barriers and drivers vary between organ-
isations, suggesting a need for tailored
approaches. The survey suggests three
distinct company types that can be ad-
dressed in different ways: those with a
high level of awareness and low corpor-
ate barriers, those influenced primarily
by commercial concerns, and those
strongly concerned with brand. We are
continuing to develop methods to ad-
dress these barriers and drivers, in par-
ticular through a three-day workshop,
equipping designers to put Inclusive
Design into practice. Continuing re-
search investigates designers’ work
practices, enabling the provision of
tools that better meet their needs.
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