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J. Goodm an, H . D ong, P. Langdon, P.J. Clark son, Increasing th e  uptak e  of Inclusive  
D e sign in industry. Ge rontech nology 2006; 5(3):140-149 . Th e re  is  an incre as ing 
aware ne s s  of th e  ne e d to de s ign for a w ide  range  of pote ntial us e rs , as  re fle cte d 
by approach e s  s uch  as  Inclus ive  D e s ign. It h as  be e n s h own th at incre as ing usabil-
ity and acce s s ib ility for olde r and disable d pe ople  be ne fits  us e rs  in ge ne ral be -
caus e , w h e re  som e  are  e xclude d from  us ing a product or s e rvice , m any m ore  are  
lik e ly to find it difficult or frustrating to us e . H ow e ve r, w h ile  m any com panie s  
agre e  w ith  th e  principle s  of de s igning inclus ive ly, m any products  are  still difficult 
to us e . Th is  pape r e xam ine s  w h y th is  is  so, pre s e nting re sults  from  a surve y of 
101 UK com panie s . W e  discus s  th e  nature  of th e  m ain barrie rs  and drive rs  for in-
clus ive  de s ign and h ow  th e s e  vary acros s  com panie s . W e  cons ide r h ow  th e  barri-
e rs  can be  ove rcom e  and th e  drive rs  e ncourage d, in orde r to incre as e  th e  uptak e  
of Inclus ive  D e s ign in th e  com m e rcial world. Two cas e  studie s  are  pre s e nte d, 
s h ow ing h ow  Inclus ive  D e s ign h as  be e n im ple m e nte d e ffe ctive ly in industry.

K e yw ords : Inclus ive  D e s ign, b arrie rs  in indus try, drive rs  in indus try

Th e  population of th e  de ve lope d world 
is  age ing1, prom pting th e  introduction 
of le gislation re q uiring com panie s  to con-
s ide r olde r and disable d pe ople  in th e  
de s ign and provis ion of s e rvice s. For e x-
am ple , th e  D isability D iscrim ination Act2 
in th e  UK and th e  Am e ricans  w ith  D isabil-
itie s  Act3 in th e  USA h ave  be e n succe s s -
ful in rais ing th e  le ve ls  of aware ne s s  
and cons ide ration of such  pe ople ’s  
ne e ds. Ch anging de m ograph ics  also 
m e an th at olde r and disable d pe ople  
form  a large  and incre as ing group w ith  
cons ide rable  spe nding pow e r4. Th e re  
are  both  financial and le gislative  ince nt-
ive s  for including th e s e  groups  in 
de s ign. 

Approach e s  to h e lp de s igne rs  to do so 
h ave  be e n de ve lope d, s uch  as  Unive rsal 
D e s ign5, Inclus ive  D e s ign4,6 and D e s ign 
for All7. Th e s e  approach e s  h ave  sligh tly 
diffe re nt foci but th e y all e ncourage  con-

s ide ration of th e  ne e ds  of olde r and dis -
able d pe ople  and s e e k  to incre as e  th e  
range  of th os e  th at can us e  th e  re s ult-
ant product, e nvironm e nt or s e rvice . 

H ow e ve r, de spite  th e  e xiste nce  of such  
m otivating factors  and appropriate  
de s ign approach e s , m any products  still 
cannot be  us e d e as ily by m any olde r or 
disable d pe ople 6,8. Many com panie s  are  
still not adopting Inclus ive  D e s ign and 
s im ilar approach e s . Th is  pape r e xam -
ine s  w h y th is  is  th e  cas e , h ow  com pan-
ie s  can be  e ncourage d to adopt Inclus -
ive  D e s ign and h ow  it can be  put into 
practice  e ffe ctive ly in a com m e rcial s e t-
ting. Th e  pape r pre s e nts  th e  re s ults  of a 
surve y of 101 UK com panie s  and organ-
isations , e xam ining th e ir aware ne s s  of 
Inclus ive  D e s ign and as k ing th e m  to 
ide ntify barrie rs  and drive rs  for it. Th is  
is  back e d up w ith  individual cas e  stud-
ie s  of Inclus ive  D e s ign practice . 
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Re late d w ork
Pre vious  studie s  ide ntifie d som e  of th e  
barrie rs  and drive rs  for Inclus ive  D e s ign. 
In th e  US, te le ph one  inte rvie w s  w e re  con-
ducte d w ith  26 consum e r product m anu-
facture rs 9  and a s im ilar surve y was  car-
rie d out w ith  307 Japane s e  com panie s  in 
five  diffe re nt industry cate gorie s 10. Both  
studie s  ide ntifie d a range  of barrie rs  and 
m otivators  for Unive rsal D e s ign, cove ring 
are as  s uch  as  gove rnm e nt re gulation, 
training, m ark e t data, consum e r de -
m and, te ch nical com ple xity and (th e  lack  
of) inte re st, k nowle dge  and te ch niq ue s .

Th e s e  studie s  w e re  bas e d in th e  US and Ja-
pan, so caution ne e ds  to be  tak e n ove r 
th e ir application to oth e r countrie s , s uch  
as  th e  UK. Factors  lik e  re gulations  and 
e ducation vary be tw e e n countrie s , w h ile  
oth e r aspe cts , s uch  as  ch anging de m o-
graph ics  and subs e q ue nt socie tal de -
m and, are  m ore  ubiq uitous  acros s  th e  de -
ve lope d world. For e xam ple , gove rnm e nt 
re gulation was  cons ide re d m ore  e ffe ctive  
in th e  US and Japan th an in th e  UK11. Ne v-
e rth e le s s , th e s e  s urve ys  provide  pointe rs  
towards  lik e ly barrie rs  and drive rs  and 
th e y inform e d our q ue stionnaire  de s ign. 

In th e  UK, a work s h op found th at only 
about a th ird of participant London 
FTSE100 com panie s  w e re  aware  of Uni-
ve rsal D e s ign. Th e re  was  also a m iscon-
ce ption th at de s igning for unive rsal ac-
ce s s ib ility m e ant de s igning for th e  
e lde rly and disable d only12. Also in th e  
UK, a surve y of 29  de s ign profe s s ionals  
sugge ste d th at D e s ign for All was  w ide ly 
k nown and unde rstood but not w ide ly 
practis e d w ith in th e  de s ign com -
m unity13. Re asons  give n include d lack  
of tim e , clie nt back ing, m one y and aware -
ne s s  of th e  pos s ible  m ark e t. Alth ough  
th e s e  studie s  re ve al som e  barrie rs , th e y 
are  lim ite d in th at de taile d barrie rs  w e re  
not ide ntifie d, and no com parison was  
m ade  be tw e e n industry s e ctors.

Be lle rby and D avis 14 talk e d to h alf a 
doz e n product de ve lope rs  and m ark e t-

ing spe cialists. Th e y s ugge ste d th at 
standards  and guide line s  could be  im -
portant drive rs  but w e re  m ostly not 
pre s e nte d in an appropriate  form at. Un-
de rwood and Me tz 15 also discus s e d h ow  
th e  argum e nts  for Inclus ive  D e s ign 
could addre s s  ge ne ric bus ine s s  drive rs  
ranging from  le gislation to brand im -
age . Th e s e  studie s  provide  ins igh t, but 
w e re  bas e d on th e  vie wpoints  of ve ry 
lim ite d num be rs  of consultancie s .

D ong e t al.11,16 conducte d a fulle r study 
of barrie rs  and drive rs  in th e  UK 
th rough  m ail surve ys  of 38 m anufactur-
e rs  and re taile rs  and 35 de s ign con-
sultancie s . Th e y found th at th e s e  
groups  pe rce ive d m ajor barrie rs  diffe r-
e ntly, e ach  te nding to cons ide r th at 
th e y cam e  from  th e  oth e r partie s . In con-
trast, m ajor drive rs  w e re  s im ilar 
be tw e e n groups. Am ongst m anufactur-
e rs  and re taile rs , k e y barrie rs  w e re  due  
to as sum ptions  (for instance  th at Inclus -
ive  D e s ign is  m ore  e xpe ns ive ), follow e d 
by practical and im ple m e ntation diffi-
cultie s  (for instance , lack  of tim e  to 
le arn).

Th e  s urve y de scribe d in th is  pape r 
builds  on th is  pre vious  study. D ong’s  
study targe te d sm all and m e dium  e nte r-
pris e s  (SMEs) and us e d diffe re nt q ue s -
tionnaire s  for diffe re nt re sponde nt 
groups. In contrast, th e  curre nt surve y 
targe te d large  organisations  as  w e ll as  
SMEs  and us e d a s ingle  q ue stionnaire  to 
facilitate  com parison acros s  com panie s . 
W e  also e xpande d th e  sam ple  s iz e , al-
low ing m ore  re liable  analys is , particu-
larly of factors  involve d in com panie s ’ 
re spons e s , and inve stigate d com panie s ’ 
de m ograph ics , curre nt pos ition and 
bus ine s s  drive rs  in m ore  de tail. 

Conte xt
Th e  s urve y was  bas e d on a sm alle r sur-
ve y carrie d out to inform  th e  de ve lop-
m e nt of Inclus ive  D e s ign training m ate ri-
als  by e xam ining w h at com panie s  re ally 
ne e de d17. It us e d th e  sam e  q ue stion-
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naire  as  th e  sm alle r surve y and include d 
its  re sults , but e xpande d th e  sam ple  con-
s ide rably. Th e  work  was  also part of th e  
i~ de s ign proje ct, w h ich  s e e k s  to de ve l-
op approach e s  and data to e q uip in-
dustry for Inclus ive  D e s ign. Th e  s urve y 
as s ists  th is  by providing th e  incre as e d 
unde rstanding of th e  com m e rcial s e t-
ting ne e de d to de ve lop tools  th at are  
re ally us e ful.

A pre lim inary e xam ination of som e  of 
th e  re s ults  was  carrie d out on a subs e t 
of com panie s  and q ue stions 18-19 . 
H ow e ve r, th e  full sam ple  yie lde d a diffe r-
e nt factor bre ak down w ith  gre ate r statist-
ical re liability and allow e d fulle r analys -
is , m ore  de taile d discus s ion and 
re sulting sugge stions  for ove rcom ing 
th e  barrie rs  and e ncouraging th e  drive rs.

SURVEY M ETH O D

Q ue s tionnaire  de s ign
Th e  q ue stionnaire  was  divide d into s ix 
m ain parts : com pany profile ; unde rstand-
ing of Inclus ive  D e s ign (and re late d con-
ce pts); com pany pos ition on Inclus ive  
D e s ign; drive rs  for it; barrie rs  to it; and 
approach e s  to incre as e  its  us e . Th is  
structure  e nable d us  to unde rstand th e  
re spons e s ’ conte xt be fore  e xam ining m o-
tivations  and barrie rs  in de tail. 

Th e  first th re e  parts  addre s s e d th e  re -
sponde nt’s  conte xt, allow ing us  to inve st-
igate  h ow  aspe cts  s uch  as  com pany s iz e  
and aware ne s s  of Inclus ive  D e s ign affe ct 
re spons e  to it. Part 1 provide d a com -
pany profile  and Part 2 e xam ine d aware -
ne s s  and unde rstanding of Inclus ive  
D e s ign and re late d te rm s. Part 3 starte d 
w ith  th e  follow ing de finition of Inclus ive  
D e s ign to e nsure  th at subs e q ue nt re -
spons e s  w e re  give n w ith  a com m on unde r-
standing: “a proce s s  w h e re by de s igne rs , 
m anufacture rs  and s e rvice  provide rs  e n-
sure  th at th e ir products  and s e rvice s  ad-
dre s s  th e  ne e ds  of th e  w ide st pos s ible  
audie nce , irre spe ctive  of age  or ability” 
(de rive d from  a Fore s igh t re port20). Th is  
s e ction th e n e xam ine d aware ne s s  of In-

clus ive  D e s ign, inclus ivity of products  or 
s e rvice s , e ffort and inte re st in Inclus ive  
D e s ign and aware ne s s  of le gislation and 
code s  of practice . Th is  provide d a m ore  
in-de pth  unde rstanding of com pany pos i-
tion.

Parts  4 and 5 liste d pos s ible  drive rs  and 
barrie rs  to Inclus ive  D e s ign, de rive d from  
th os e  ide ntifie d by D ong e t al.11. Give n 
th e  im portance  in ge ne ral of com m e rcial 
im pe rative s , s uch  as  profit, drive rs  re le v-
ant to th e  bus ine s s  cas e  w e re  brok e n 
down into m ore  de taile d drive rs , w ith  th e  
h e lp of a consultancy w ith  e xpe rtis e  in 
th is  are a. In Part 4 (D rive rs), re spons e s  
w e re  e licite d on a scale  of 1 to 4, allow -
ing inve stigation of th e ir re le vant im port-
ance . In Part 5 (Barrie rs ), re sponde nts  
ide ntifie d barrie rs  in th e ir organisation, 
and th e n ide ntifie d and rank e d th e  th re e  
m ost and th re e  le ast im portant one s. 
Com m e nt boxe s  allow e d oth e r drive rs  
and barrie rs  to be  adde d. 

Finally, Part 6 e licite d re spons e s  to pos -
s ible  approach e s  for e ncouraging Inclus -
ive  D e s ign. Th e  options  w e re  spe cifically 
re late d to th e  proje ct and th e  inte re sts  of 
th e  re s e arch  te am s , alth ough  space  was  
provide d for oth e r s ugge stions. 

At s e ve ral points , re sponde nts  indicate d 
th e ir le ve l of agre e m e nt on a four-point 
scale . It s h ould be  note d th at such  
scale s  are  b ias e d, w ith  re sponde nts  
te nding away from  disagre e m e nt, partic-
ularly strong disagre e m e nt. Ne ve rth e -
le s s , th e y can indicate  th e  re lative  
stre ngth  of diffe re nt aspe cts  of com -
pany pos ition, for instance , of th e  re -
spons e  to diffe re nt drive rs.

Q ue s tionnaire  dis trib ution
Com ple te  re spons e s  w e re  obtaine d 
from  101 UK com panie s  and organisa-
tions , m ostly from  th e  de s ign, m anufac-
turing and re tail s e ctors. Many of th e  re -
spons e s  w e re  obtaine d th rough  
industry contacts , w h ile  oth e rs  w e re  re -
cruite d by ph oning organisations  ide nti-
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fie d th rough  a w e b s e arch . Targe te d s e c-
tors  include d te le com m unications  and 
IT, consum e r e le ctronics , h ous e h old dur-
able s , e ne rgy, m e dical/ph arm ace uticals , 
transport and fast m oving consum e r 
goods.

An initial sam pling analys is  s ugge sts  
th at th e  sam ple  is  pre dom inantly from  
th e  Midlands , South  East and London 
are as , indicating th at it m ay be  ge ne ralis -
able  to th is  ge ograph ic and e conom ic 
group. Som e  s e lf-s e le ction is  lik e ly, as  or-
ganisations  w ith  prior aware ne s s  of and 
inte re st in Inclus ive  D e s ign are  m ore  
lik e ly to want to participate . Th e  sam ple  
m ay, th e re fore , display a h igh e r aware -
ne s s  of Inclus ive  D e s ign th an UK in-
dustry as  a w h ole . W e  took  th is  into ac-
count by e xam ining com panie s ’ 
aware ne s s  le ve ls  and including th is  in 
th e  factor analys is .

SURVEY R ESULTS

Aw are ne s s  and unde rs tanding
Surve y re sponde nts  w e re  as k e d if th e y 
h ad h e ard of th e  te rm s  Inclus ive  D e s ign, 
Unive rsal D e s ign and D e s ign for All. A m a-
jority (76%) h ad h e ard of Inclus ive  
D e s ign, w ith  fe w e r h aving h e ard of th e  
oth e r te rm s  (37% and 
54% re spe ctive ly). W h ile  
33% of com panie s  h ad 
h e ard of all th re e , 16% 
h ad h e ard of none  of 
th e m .

Re sponde nts  th e n de -
scribe d w h at th e y 
th ough t th e s e  te rm s  
m e ant. Th e ir de finitions  
indicate d th at th e  m ajor-
ity h ad a re asonably 
good unde rstanding of 
Inclus ive  D e s ign, w h ich  
was  w ide ly re garde d as  
de s ign for as  m any 
pe ople  as  pos s ible . In ad-
dition, 41 re sponde nts  
spe cifically m e ntione d 
ability or disability, 13 

age ing or olde r pe ople , and 15 usability 
or acce s s ib ility. More ove r, a num be r 
pointe d out th at disability was  not only 
ph ys ical, but also conce rne d w ith  cognit-
ive  and e m otional abilitie s  and social is -
s ue s . D e finitions  cove re d product, s e r-
vice , inte rface , com m unication and 
pack aging; and re late d to th e  de s ign 
proce s s , outcom e  and m e th odology. 

Com pany pos ition on Inclus ive  D e s ign
About h alf th e  re sponde nts  rate d th e ir 
com panie s  as  low  or ve ry low  (on a four-
point scale ) on curre nt inclus ivity (48%) 
and e ffort inve ste d in e nsuring inclus iv-
ity (49 %). Th e re  w e re  h igh e r le ve ls  of 
aware ne s s  and inte re st in Inclus ive  
D e s ign, but, e ve n so, large  proportions  
of re sponde nts  (39 % and 23% re spe ct-
ive ly) indicate d low  or ve ry low  aware -
ne s s  and inte re st. Give n th e  s e lf-s e le c-
tion in th e  s urve y, th e  re al le ve ls  of 
aware ne s s , inclus ivity, e ffort and in-
te re st are  lik e ly to be  low e r th an th e s e .

D rive rs  for Inclus ive  D e s ign
Re sponde nts  w e re  th e n as k e d to indic-
ate  th e ir le ve l of agre e m e nt (on a four-
point scale ) w ith  five  drive rs  for Inclus -
ive  D e s ign and to say h ow  e ffe ctive  th e y 

Table  1. Agre em ent w ith  drive rs for inclusive  de sign, as 
pe rcentage s of re sponse s. Pe rcentage s m ay not total 
100 as som e  re spondents indicated th at th e y did not 
k now

Pos s ib le  drive rs
Total dis agre e Total agre e

Effectivene ss in ach ieving com m ercial benefits

Le gislation

Britis h  Standard BS7000-6

Social re spons ib ility

D e m ograph ic/consum e r tre nds

Brand e nh ance m e nt

43

29

28

25

27

47

24

67

69

66

%

Entrance  to a ne w  m ark e t

Incre as e  pote ntial m ark e t

Incre as e  curre nt m ark e t s h are

Incre as e  custom e r loyalty

Incre as e  usage

Incre as e  custom e r satisfaction

Innovation and diffe re ntiation

Enh ance  brand

38

39

44

38

52

21

29

37

62

61

56

62

48

79

71

63

D rive rs for inclusive  de sign
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th ough t Inclus ive  D e s ign could be  in 
h e lping to ach ie ve  e igh t com m e rcial be -
ne fits  (Table  1). Exam ining th e  propor-
tions  w h o agre e d or strongly agre e d, w e  
s e e  th at k e y drive rs  are  de m ograph ic 
and consum e r tre nds , social re spons ib il-
ity and brand e nh ance m e nt. Ke y com m e r-
cial be ne fits  are  incre as ing custom e r sat-
isfaction and producing innovation and 
diffe re ntiation. Th e  pote ntial to incre as e  
custom e r satisfaction also score s  
h igh e st w h e n e xam ining only th os e  w h o 
strongly agre e d, indicating th e  im port-
ance  of th is  drive r.

Barrie rs  to Inclus ive  D e s ign
Re sponde nts  th e n ide ntifie d barrie rs  to 
Inclus ive  D e s ign in th e ir organisation 
from  a list of te n pos s ib ilitie s  (Figure  1). 
Barrie rs  m ost fre q ue ntly ide ntifie d w e re  
a lack  of tim e  and budge t for support-
ing Inclus ive  D e s ign (E), a lack  of k now -
le dge  and tools  for practis ing it (C), and 
th at Inclus ive  D e s ign was  not a pe r-
ce ive d ne e d of th e  e nd us e rs  (H ). 
Tw e nty of th e  101 com panie s  state d 
th at none  of th e  liste d options  was  a bar-
rie r and did not de scribe  any furth e r s ig-
nificant barrie rs.

Re sponde nts  th e n ide ntifie d and rank e d 
th e  th re e  m ost im portant barrie rs. 
W e igh te d sum s  of th e ir re spons e s  w e re  
calculate d by as s igning th e m  w e igh ts  of 
one , two and th re e  in orde r of incre as -
ing im portance  (Figure  1). As  e xpe cte d, 
th e  barrie rs  ide ntifie d m ost fre q ue ntly 
w e re  also cons ide re d to be  im portant. 
H ow e ve r, s urpris ingly, th e  barrie r ide nti-
fie d as  th e  m ost im portant (D : th e  pe r-
ce ption th at th e re  is  no justifiable  bus i-
ne s s  cas e  for Inclus ive  D e s ign) was  not 
one  of th e  m ost com m on. Fe w e r re -
sponde nts  ide ntifie d it as  a barrie r, but 
th os e  w h o did cons ide re d it e xtre m e ly 
im portant. 

FACTO RS AFFECTING RESPO NSES 
A factor analys is  was  carrie d out to de -
te rm ine  th e  m ain factors  affe cting com -
panie s ’ re spons e s  to Inclus ive  D e s ign. It 
was  conducte d in SPSS v12 us ing Princip-
al Com pone nt Analys is  w ith out norm al-
is e d rotation of com pone nts. Th e re  
w e re  101 cas e s  (com panie s ) and a re -
duce d s e t of 26 q ue stions  was  ch os e n 
to re pre s e nt th e  m ain q ue stionnaire  s e c-
tions  w h ile  e nsuring statistical validity 
by m inim is ing sam pling e rror. Th e  Kais -
e r-Me ye r-O lk in Me asure  of Sam pling Ad-
e q uacy was  good (0.710), indicating us e -
ful sam ple d unde rlying re lations h ips  
be tw e e n th e  variable s , w h ile  Bartle tt’s  
te st of sph e ricity indicate d h igh ly s igni-
ficant re lations h ips  be tw e e n th e  vari-
able s  ( 2=812.28, df=300, p<0.0001).

Initially, th e  factor distribution was  e x-
pe cte d to follow  th e  q ue stionnaire ’s  s e c-
tions. Th e  analys is  was  inte rpre te d w ith  
re fe re nce  to th e  q ue stions  groupe d by 
factors  and th e ir re lations h ip w ith  th e  
original q ue stionnaire . Th e  num be r of 
factors  us e d was  de cide d by re fe re nce  
to a scre e  plot and th e  inte rpre tability 
of th e  factor solutions  from  1 to 5 
factor solutions. Four factors  account 
for 49 .6% of th e  cum ulative  variance  
(Table  2). Th e  re m ainde r of th e  variance  
was  distribute d approxim ate ly e ve nly 
am ong factors  5 to 23 and th e ir factor 

Figure  1. Identification (% of re sponse s) 
and pe rce ived im portance  (w e igh te d im -
portance  sum s) of com panie s’ barrie rs 
to inclusive  de sign; A = Lack  of inte rnal 
support; B = Re quire s cultural ch ange; 
C = Lack  of k now ledge  / tools; D  = Lack  
of busine ss  case; E = Lack  of 
tim e/budget; F = Too difficult; G = Com -
prom ise s  ae sth etics; H  = Not pe rce ived 
e nd use r ne e d; J = Stigm a; K = Unach iev-
able
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loadings  did not afford a syste m atic or 
re liable  inte rpre tation. A rotate d solu-
tion was  not us e d as  th is  faile d to sub-
stantially ch ange  th e  distribution of vari-
ance  accounte d for by th e  prim ary 
factors. Th e  four k e y factors  are  de -
scribe d be low.

Factor 1: Aw are ne s s  of Inclus ive  
D e s ign and lack  of corporate  b arrie rs
Th e  m ain com pone nt in th is  factor was  
th e  le ve l of aware ne s s  of Inclus ive  
D e s ign, follow e d by th e  curre nt inclus iv-
ity of products  and s e rvice s. Com panie s  
re sponding pos itive ly to th e s e  also te n-
de d to re spond ne gative ly to barrie rs  
ste m m ing from  corporate  or organisa-
tional factors , s uch  as  th e  lack  of inte rn-

al support, tim e , budge t, k nowle dge  
and tools  for Inclus ive  D e s ign and th e  
ne e d for s ignificant cultural ch ange . W e  
m ay surm is e  th at aware ne s s  of Inclus ive  
D e s ign goe s  toge th e r w ith  a lack  of cor-
porate  barrie rs  to it. O th e r, le s s e r com -
pone nts  in th is  factor include d som e  of 
th e  m ore  com m e rcial drive rs  and aware -
ne s s  of le gislation and standards.

Factor 2: Argum e nts  for com m e rcial 
(rath e r th an s ocial) value  of Inclus ive  
D e s ign
A s e t of com m e rcial drive rs  groupe d to-
ge th e r: a convincing bus ine s s  cas e , e f-
fe ctive  m ark e ting tools , and Inclus ive  
D e s ign as  a source  of innovation and dif-
fe re ntiation and as  a m e ans  of obtain-

Table  2. Ke y factors and factor loadings in com panie s’ re sponse s; re spondents indic-
ated levels of agre em ent w ith  th e  statem ents; ID  = Inclusive  D e sign; D D A = D isability 
D iscrim ination Act; AD A = Am e ricans w ith  D isabilitie s Act

Q ue s tion Factor

# Conte nt (ab b re viate d) 1 2 3 4
Factor 1

3.1

3.2

5.1a

5.1d

5.1e

5.1c

4.2a

3.5a

4.3

5.1b

3.5b

Le ve l of aware ne s s  of ID

Pe rce ive d inclus ivity of products/s e rvice s

Th e re  is  little  or no inte rnal support for ID

Th e re  is  no justifiable  bus ine s s  cas e  to support ID

Th e re  is  a lack  of tim e  and budge t to support ID

W e  lack  th e  k nowle dge  and tools  to practis e  ID

ID  would h e lp us  to ach ie ve  e ntrance  to a ne w  m ark e t

Aware ne s s  of th e  D D A or AD A

ID  could be  e ffe ctive  in e nh ancing our brand

Im ple m e nting ID  would re q uire  s ignificant cultural ch ange

Aware ne s s  of Britis h  Standard BS7000-6 (Managing ID )

.771

.710

-.683

-.657

-.59 7

-.59 2

.586

.540

.514

-.507

.49 3

-.364

  

  

  

.412

.378

-.370

.474

.352

.316

.317

.378

.410

Factor 2

6.1a

4.2g

4.2c

6.1d

4.1c

6.1c

A convincing bus ine s s  cas e  for top le ve l m anage m e nt is  

im portant for e ncouraging ID

ID  is  a source  of innovation and diffe re ntiation

ID  h e lps  to ach ie ve  a large r s h are  of th e  curre nt m ark e t

Effe ctive  tools  to m ark e t ID  are  im portant for e ncouraging ID

Social re spons ib ility m otivate s  us  to cons ide r ID

Sk ills/tools  to as s ist w ith  ID  are  im portant for e ncouraging ID

.426

.560

.362

.655

  

.59 9

.573

.509

-.485

.467

.336

.350

-.406

-.358
Factor 3

5.1g

5.1i

4.1e

4.1a

4.1d

ID  com prom is e s  th e  ae sth e tics  of th e  de s ign

Th e re  is  a stigm a as sociate d w ith  ID

Brand e nh ance m e nt is  a k e y drive r for ID

Le gislation is  a m ajor drive r for ID

D e m ograph ic and consum e r tre nds  are  k e y drive rs  for ID

.628

.624

.536

.484

.452 .352
Factor 4

1.1

4.1b

1.5

Num be r of e m ploye e s

Britis h  Standard BS7000-6 w ill h e lp us  to practis e  and m anage  ID

Existe nce  of a post for corporate  social re spons ib ility

-.303 .625

-.570

-.386
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ing m ore  of th e  curre nt m ark e t. Pos itive  
re spons e s  to th e s e  also cluste re d w ith  a 
ne gative  re spons e  to social re spons ib il-
ity as  a drive r, s ugge sting th at social 
and com m e rcial argum e nts  m ay not 
re ach  th e  sam e  com panie s . Le s s e r com -
pone nts , including som e  variable s  con-
tributing prim arily to factor 1, indicate  
th at s k ills , k nowle dge  and tools  to as -
s ist w ith  Inclus ive  D e s ign could be  partic-
ularly h e lpful for such  com panie s .

Factor 3: Conce rn ab out e ffe cts  of In-
clus ive  D e s ign on b rand pos itioning
W h e n as k e d about barrie rs , som e  com -
panie s  said th at Inclus ive  D e s ign com -
prom is e s  ae sth e tics  and h as  a stigm a as -
sociate d w ith  it. Th is  was  as sociate d 
w ith  a conce rn for brand, alth ough  th is  
was  e xpre s s e d m ore  pos itive ly, w ith  In-
clus ive  D e s ign’s  pote ntial for brand e n-
h ance m e nt be ing s e e n as  a drive r for it. 
Th e s e  com panie s  w e re  also drive n to con-
s ide r Inclus ive  D e s ign by le gislation and 
de m ograph ic and consum e r tre nds.

Factor 4: Effe ct of s iz e  (or type ) of com -
pany on attitude  to Inclus ive  D e s ign
Th is  factor h ad s ignificant contributions  
from  som e  oth e r factors ’ q ue stions , par-
ticularly 5.1b and 6.1d. Th e  m ain com -
pone nt was  com pany s iz e , w ith  large r 
com panie s  cluste ring w ith  Inclus ive  
D e s ign ne e ding s ignificant cultural 
ch ange  and w ith  ne gative  re spons e s  to 
Britis h  Standard BS7000-6, tools  for m ar-
k e ting Inclus ive  D e s ign and th e  e xist-
e nce  of a corporate  social re spons ib ility 
(CSR) post.

Care  was  tak e n in inte rpre ting th is  
factor as  re spons e s  to BS7000-6 are  
s k e w e d by low  le ve ls  of aware ne s s  of it. 
Also, th e  factor loading on th e  e xiste nce  
of a CSR post is  fairly low  and m any of 
th e  large r organisations  do actually 
h ave  one . Furth e r analys is  also indicate s  
a corre lation be tw e e n th e  s iz e  and type  
of com panie s , w ith  sm all organisations  
(unde r 250 e m ploye e s ) be ing m ainly con-

sultancie s  and m anufacture rs  of spe cific 
type s  of product (for instance , w h e e l-
ch airs ). It m ay be  th e  com pany type  
rath e r th an s iz e  th at is  th e  m ain influ-
e nce  h e re .

D ISCUSSIO N

Th e  m ajority of re sponde nts  h ad h e ard 
of Inclus ive  D e s ign and de fine d it 
broadly corre ctly. Th is  re pre s e nts  an in-
cre as e  in aware ne s s  in re ce nt ye ars; in 
an e arlie r s urve y16, h alf th e  re sponde nts  
w e re  not fam iliar w ith  it. H ow e ve r, th e re  
was  still a s ignificant proportion (39 %) 
w ith  low  le ve ls  of aware ne s s . In addi-
tion, about h alf th e  re sponde nts  rate d 
th e ir com panie s  as  low  on curre nt in-
clus ivity and e ffort inve ste d in Inclus ive  
D e s ign. It appe ars  th at aware ne s s  and 
unde rstanding are  not e nough  – it is  im -
portant to convince  com panie s  to do 
som e th ing about it.

Such  work  can build on e xisting drive rs  
for Inclus ive  D e s ign, s uch  as  its  pote n-
tial to incre as e  custom e r satisfaction 
and produce  innovation and diffe re nti-
ation, as  w e ll as  de m ograph ic and con-
sum e r tre nds , social re spons ib ility and 
brand e nh ance m e nt. Th e s e  drive rs  are  
s im ilar to th os e  found by D ong e t al.11, 
e xce pt for social re spons ib ility and be -
ing a source  of innovation and diffe re nti-
ation, w h ich  w e re  not inve stigate d in 
th at study.

Th e s e  drive rs  are  k e y com pone nts  to in-
clude  in aware ne s s -rais ing and training 
m ate rial. It is  im portant to convince  
com panie s  th at Inclus ive  D e s ign can ac-
tually h e lp to ach ie ve  th e  ide ntifie d com -
m e rcial advantage s. Be tte r work e d-out 
argum e nts  are  ne e de d, as  are  concre te  
e xam ple s , s uch  as  O XO  Good Grips ’ 
range  of k itch e n tools 21, de m onstrating 
pe rce ptible  advantage s  in th e s e  are as.

If s ignificant progre s s  is  to be  m ade , it 
is  also ne ce s sary to addre s s  th e  barrie rs  
to Inclus ive  D e s ign, particularly th os e  of 
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lack  of a justifiable  bus ine s s  cas e , tim e , 
budge t, k nowle dge  and tools , and th e  
conce rn th at Inclus ive  D e s ign is  not a 
pe rce ive d e nd us e r ne e d. Th e s e  barrie rs  
are  s im ilar to th os e  found by D ong e t 
al.11, alth ough  th at study did not inve stig-
ate  w h e th e r Inclus ive  D e s ign was  a pe r-
ce ive d e nd us e r ne e d.

It is , th e re fore , im portant to build a 
m ore  com pe lling bus ine s s  cas e , ide ntify-
ing w h at com panie s  th e m s e lve s  find com -
pe lling. Th e  drive rs  and com m e rcial be -
ne fits  h igh ligh te d in th is  s urve y can 
provide  pointe rs  for th is , ide ntifying as -
pe cts  th at could us e fully be  tie d into th e  
bus ine s s  cas e . In addition, it is  im port-
ant to re spond to th e  pe rce ption th at In-
clus ive  D e s ign is  not an e nd us e r ne e d. 
Aware ne s s -rais ing m ate rial ne e ds  to 
de m onstrate  h ow  Inclus ive  D e s ign is  re l-
e vant to diffe re nt groups  of e nd us e rs  
and product type s. 

Th e  lack  of k nowle dge  and tools  also in-
dicate s  a ne e d for be tte r and m ore  
w ide ly available  training and be tte r tools , 
both  m e th odological and te ch nical, for 
putting Inclus ive  D e s ign into practice . 
Th e s e  ne e d to tak e  into account th e  lack  
of tim e  and budge t and provide  ways  of 
ach ie ving additional inclus ivity e fficie ntly 
and ch e aply. In som e  cas e s , m ore  work  
is  ne e de d to de te rm ine  h ow  th is  can be  
done , tack ling fundam e ntal q ue stions  
(for instance , about th e  te ch nical fe as ib il-
ity of som e  inclus ive  solutions). 

It is  also im portant to addre s s  th e  vari-
ation acros s  organisations , de ve loping 
diffe re nt approach e s  for diffe re nt type s  
of com panie s . In particular, Se ction 4 
ide ntifie d k e y factors  in com panie s ’ re -
spons e s , w h ich  m ay corre spond to dis -
tinct com pany type s :

Com panie s  w ith  a h igh  le ve l of aw are -
ne s s  and low  corporate  b arrie rs
It is  im portant to k e e p supporting and 
e ncouraging th e s e  com panie s , but e f-

forts  at rais ing aware ne s s  and ove rcom -
ing barrie rs  m ay be  m ore  profitably 
spe nt on oth e r com panie s . Th is  factor 
also indicate s  th e  im portance  in ge ne ral 
of rais ing aware ne s s  and of addre s s ing 
corporate  is s ue s , as  w e ll as  h e lping indi-
vidual de s igne rs.

Com panie s  influe nce d b y com m e rcial, 
rath e r th an s ocial, conce rns
Th e s e  com panie s  ne e d a cle ar bus ine s s  
cas e  and e m ph as is  on com m e rcial 
drive rs. Social argum e nts  m ay h ave  a 
ne gative  e ffe ct. Alth ough  m any com pan-
ie s  fall into th is  cate gory, m any ch arit-
able  and spe cialist organisations  are  
h e avily influe nce d by social factors  and 
oth e rs  h ave  ove r-riding conce rns , as  in 
th e  follow ing cate gory.

Com panie s  conce rne d w ith  b rand
For th e m , it is  im portant to s h ow  h ow  In-
clus ive  D e s ign ne e d not be  stigm atis ing 
nor com prom is e  ae sth e tics  but rath e r 
e nh ance  brand. Th e s e  com panie s  are  
also ofte n m otivate d by le gislation and 
consum e r tre nds  so it is  us e ful to in-
clude  th e s e  in th e  approach .

CASE STUD IES

W e  back  up th e s e  re s ults  w ith  two cas e  
studie s  in th e  adoption of Inclus ive  
D e s ign. Both  com pany A, w h ich  pro-
duce s  pack aging, and com pany B, a m o-
b ile  te le com m unications  com pany, h ad 
th e ir initial involve m e nt trigge re d 
th rough  th e  pe rsonal inte re st of te am  
m e m be rs  and a re cognition of Inclus ive  
D e s ign’s  re le vance  to th e ir particular 
bus ine s s e s . Com pany A was  m otivate d 
by th e  im portance  of brand loyalty in 
pack aging and th e  ne e d to m aintain th is  
as  custom e rs  age , w h ile  com pany B was  
k e e n to m ove  be yond th e  young adult 
m ark e t by producing a ne w  s im ple  h and-
s e t.

Th is  initial inte re st was  e ncourage d and 
de ve lope d th rough  th e  e fforts  of inte rn-
al Inclus ive  D e s ign ‘ch am pions ’ and 
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close  collaborations  w ith  e xpe rts  from  
our ce ntre  and our re s e arch  partne rs. 
W e  work e d w ith  th e m  in training work -
s h ops  and by auditing e xisting 
products , e stim ating le ve ls  of us e r e xclu-
s ion, providing e xpe rt opinion and ide nti-
fying ‘pinch  points ’ (fe ature s  th at e x-
clude ). W e  h e lpe d th e m  to ide ntify 
scope  for im prove m e nt and de ve lop im -
prove d conce pts. 

Th is  work  is  ongoing. Th e  re s e arch  
te am  is  curre ntly work ing w ith  com pany 
A to de s ign a ne w , m ore  inclus ive  
product prototype . Th is  com pany plans  
to launch  its  first product de s igne d spe -
cifically to be  m ore  inclus ive  in 2007. 
Com pany B launch e d its  ne w  s im ple  
h ands e t in e arly 2005, w ith  sale s  e xce e d-
ing all e xpe ctations , and h as  re ce ntly 
as k e d one  of our re s e arch  partne rs  to 
provide  a work ing prototype  of a ne xt 
ge ne ration inclus ive  h ands e t.

D uring th is  proce s s , for com pany A, 
work ing w ith  disable d us e rs  and s e e ing 
e xam ple s  of inclus ive  work  e ncourage d 
e m otional buy-in. Th e  bus ine s s  cas e  
was  not e xplicitly discus s e d but re tain-
ing brand loyalty, a bus ine s s  cas e  con-
ce rn, was  a k e y drive r. W ith  Com pany B, 
th e  bus ine s s  cas e  was  e xplicitly dis -
cus s e d th rough out and is  a k e y drive r 
for th e  furth e r provis ion of inclus ive  
products.

Th e  cas e  studie s  de m onstrate  th e  im port-
ance  of tailoring m ate rial to particular 
com panie s , putting th e  righ t pe ople  to-
ge th e r, e ngaging k e y pe ople  in com pan-
ie s  and utilis ing appropriate  training 
and e xam ination of e xisting products. 
Th e y also s h ow  th e  im portance  of cons id-
e ring bus ine s s  factors , w h e th e r or not 
th rough  th e  pre s e ntation of an e xplicit 
bus ine s s  cas e .

CO NCLUSIO NS

Th is  pape r h as  pre s e nte d re sults  from  a 
surve y of attitude s  to Inclus ive  D e s ign 

in industry, finding re asonably h igh  
le ve ls  of aware ne s s  of Inclus ive  D e s ign, 
but also th e  ne e d for continuing work  
on convincing com panie s  to do 
som e th ing about it. 

Such  work  can build on th e  m ain drive rs  
and barrie rs  found, k e y drive rs  be ing 
de m ograph ic and consum e r tre nds , so-
cial re spons ib ility, brand e nh ance m e nt 
and Inclus ive  D e s ign’s  pote ntial to in-
cre as e  custom e r satisfaction and pro-
duce  innovation and diffe re ntiation. 
Th e s e  can be  profitably include d in 
aware ne s s -rais ing and training m ate rial, 
and can inform  th e  pre s e ntation of a 
m ore  com pe lling bus ine s s  cas e . Th e  
m ain barrie rs  w e re  a lack  of tim e , 
budge t, k nowle dge , tools  and a justifi-
able  bus ine s s  cas e , as  w e ll as  th e  pe r-
ce ption th at Inclus ive  D e s ign is  not an 
e nd us e r ne e d. To ove rcom e  th e s e , be t-
te r, e fficie nt and m ore  w ide ly available  
training and tools  are  ne e de d. W e  also 
ne e d to de m onstrate  h ow  Inclus ive  
D e s ign is  re le vant to diffe re nt groups  of 
e nd us e rs  and product type s.

Barrie rs  and drive rs  vary be tw e e n organ-
isations , s ugge sting a ne e d for tailore d 
approach e s . Th e  s urve y sugge sts  th re e  
distinct com pany type s  th at can be  ad-
dre s s e d in diffe re nt ways : th os e  w ith  a 
h igh  le ve l of aware ne s s  and low  corpor-
ate  barrie rs , th os e  influe nce d prim arily 
by com m e rcial conce rns , and th os e  
strongly conce rne d w ith  brand. W e  are  
continuing to de ve lop m e th ods  to ad-
dre s s  th e s e  barrie rs  and drive rs , in par-
ticular th rough  a th re e -day work s h op, 
e q uipping de s igne rs  to put Inclus ive  
D e s ign into practice . Continuing re -
s e arch  inve stigate s  de s igne rs ’ work  
practice s , e nabling th e  provis ion of 
tools  th at be tte r m e e t th e ir ne e ds.

Ack now le dge m e nts
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