@,

TOURISM >

CENTRAL AUSTRALIA

T

Your Tourism Voice

STATEMENT O F PRINCIPLES

Accessibility and
Inclusion

Our principles, and Tourism Central Australia’s
Access and Inclusion Action Plan

Tourism Central Australia
ALICE SPRINGS - TENNANT CREEK - YULARA

2026 - 2029




TOURISM CENTRAL AUSTRALIA ACCESSIBILITY AND INCLUSION — STATEMENT OF PRINCIPLES

PURPOSE AND SCOPE

Why we are publishing this

Tourism Central Australia (TCA) is the peak Regional Tourism Organisation for Central Australia and the Barkly. We
represent more than 350 visitor economy businesses and we operate the Visitor Information Centres in Alice Springs,
Tennant Creek and Yulara, including the Battery Hill Gold Mining and Heritage Centre.

This document does two things. It states the principles that govern how TCA approaches accessibility and inclusion,
so that our staff, members, funders and visitors know what we hold ourselves to. And it sets out, as our Access and
Inclusion Action Plan, the work we will do over the three years to 2029 to close the distance between those principles
and what a visitor with disability actually experiences when they walk through our doors.

It is a statement of intent, not a compliance report. Where we have not yet measured something, we say so. Where a
commitment depends on funding we do not currently hold, we say that too.

AIAP An Access and Inclusion Action Plan sets out how a business will identify and remove
barriers and make its operations inclusive. Sections 03 to 05 of this document constitute
TCA’s AIAP.

DAIP A Disability Access and Inclusion Plan details how people with disability can fully participate

in a business’s services and activities. Section 04 is our DAIP for the Visitor Information
Centres, and will be expanded as our audits report.

Acknowledgement of Country

Tourism Central Australia acknowledges the Traditional Custodians and caretakers of the lands across Central
Australia and the Barkly. We pay our respects to Elders past and present, and recognise that visitors travel through
living cultural landscapes shaped by tens of thousands of years of custodianship, story and connection to Country.

Scope
Applies to All TCA operations: the three Visitor Information Centres, Battery Hill, our digital channels
and published information, our events, and our engagement with members.
Informs TCA'’s advocacy to government and parks agencies, our member capability program, and
the accessibility content we distribute on behalf of the region.
Period 2026-27 to 2028-29, reviewed annually and republished in full at the end of the period.
Owner Chief Executive Officer, reporting to the Board.

How to read this document

01 Our position The evidence and the regional context that make accessibility a core service question for
us.
02 Global best practice What the leading international and Australian standards and programs expect, and what we

take from them.

03 Statement of Principles Ten principles. These are the commitments we ask to be held to.

04 Our centres Where our Visitor Information Centres stand against best practice, by domain — our DAIP
in outline.

05 Action plan Our Access and Inclusion Action Plan — sequenced activity, 2026-27 to 2028-29.

06 Measurement and How progress is tracked, reported and reviewed.

governance

PAGE 2
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SECTION 01

Our position

Accessible travel is not a niche. It is one of the largest and fastest-growing segments in Australian domestic tourism,
and it is disproportionately regional — which puts it squarely in our market.

5.5 million Australians living with disability — 21.4% of the population, and rising as the population
ages (ABS, cited in Tourism Research Australia, 2024).

$29.2 billion Value of the accessible tourism market in Australia in 2024, across 70.5 million trips —
around one in five trips taken.

58% Share of accessible-market nights and day trips taken in regional Australia rather than
capital cities.
Rarely alone Travellers with accessible needs are less likely to travel alone than other travellers (28%

versus 36%). A venue that cannot host one person usually loses the whole party.

What makes Central Australia different

In a capital city, a traveller who finds a venue inaccessible can choose another one that afternoon. Here they cannot.
Alice Springs to Yulara is 445 kilometres. Alice Springs to Tennant Creek is 505 kilometres. Accessible vehicles,
transfers and adult-change facilities are scarce, distances are long, summer heat is severe, and much of the product
sits in national parks on natural terrain.

The consequence is that in our region, accessibility is primarily a problem of certainty. A traveller with disability will
not commit to a 450-kilometre drive on a maybe. They need to know — before they leave — the door width, the path
surface, the transfer space, the distance from the car park, whether there is somewhere to change, and whether the
tour operator has done this before.

Our Visitor Information Centres are the single most reliable point at which that certainty can be given. Three centres,
a combined 104,334 visits in 2025/26, staffed by people who know the current condition of the roads and the current
capability of the operators. No website replicates that. It also means the standard we set at our own counters is, in
practice, the standard the region is judged by.

Our starting point

We publish an accessible tourism guide for the region on discovercentralaustralia.com, and our staff answer
accessibility questions every day. But we have not independently audited our own centres, we have not assessed our
website against a recognised standard, and most of the accessibility information we distribute is self-declared by
operators rather than verified by us. This document is the response to that.
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SECTION 02

What global best practice expects

Accessible tourism now has a mature international evidence base. The frameworks below are the ones we treat as
authoritative; together they describe what a visitor information service in 2026 is expected to do.

STANDARD OR PROGRAM WHAT IT EXPECTS

1ISO 21902:2021 Accessible The first international standard for accessible tourism, published in July 2021. It applies at

tourism for all destination as well as business level and sets requirements across policy, strategic
planning, the built environment, products and services, information provision, transport
and — critically — staff competence and training. It is the benchmark against which a
destination organisation should assess itself.

VisitEngland and The most developed information model in the world, and a two-tier one. Every business

AccessAble United Kingdom  completes a standardised accessibility questionnaire covering key features; venues that
go further commission a professionally surveyed Detailed Access Guide containing
measurements and photographs of every area along the visitor route, quality assured to
ISO 9001. Each assessment also returns an improvement report. The principle: the
destination organisation is responsible for the accuracy of accessibility information, not just
its publication.

ENAT and the Pantou A pan-European network and public directory of verified accessible tourism suppliers, built
directory Europe on peer learning between destinations rather than isolated venue-by-venue effort.
Australia’s Disability The national policy framework, with inclusive communities and accessible information
Strategy 2021-2031 among its outcome areas. The reference point for our government partners and funders.
DDA 1992, the Premises The Australian legal floor for access to premises and services, and the technical standards
Standards and AS 1428 for design for access and mobility against which our own buildings must be audited.
ATDW accessibility fields Structured accessibility attributes carried on operator listings, now supported by

and the Accessible Tourism independent tiered accreditation that can be flagged on those listings so distributors and
Accreditation Program travellers can see verified status.

WCAG 2.2 Level AA The international benchmark for digital accessibility — contrast, keyboard navigation,

alternative text, captions and accessible documents.

Recognised access Changing Places adult-change facilities; the Companion Card; the Hidden Disabilities
initiatives Sunflower for non-visible disability; autism-friendly accreditation; hearing augmentation;
Auslan interpretation.

The five shifts we take from it

— From adjectives to measurements. “Accessible” is not information. Door widths, gradients, path surfaces, transfer
space, seating distances and photographs are.

— From the doorway to the journey. Best practice plans the day, not the venue — transfer, toilet, meal and rest are
part of the product.

— From compliance to competence. Every leading framework, ISO 21902 included, treats trained and confident staff
as infrastructure.

— From “for” to “with”. Decisions are made with people who have lived experience of disability, and they are paid for
that expertise.

— From one venue to one network. Accessibility is a destination-level guarantee, not a collection of individual good
intentions.
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SECTION 03

Our Statement of Principles

These ten principles govern how TCA acts. They are written to be tested — each one implies something we can be
asked to demonstrate.

01 Access is core business. Accessibility is part of how we deliver visitor information, not a separate program, a
project, or a service offered on request.

02 We start with our own front door. We will not ask members to meet a standard we have not met at our own
centres first.

03 Detail beats adjectives. We describe our facilities with measurements, surfaces, distances and photographs,
and we let visitors decide what works for them.

04 Verified beats self-declared. Accessibility information we publish about the region will progressively be
information we have checked, not information we have been told.

05 We plan the journey, not the doorway. Our advice covers the whole day — getting there, getting in, getting
around, eating, resting and getting back.

06 Nothing about us without us. People with lived experience of disability help design, test and review this work,
and are remunerated for it.

07 Dignity and independence first. The goal is a visitor who does not have to ask for help, and who is never made
to feel like an exception.

08 All disability, not only mobility. Vision, hearing, cognitive, neurodivergent and non-visible disability carry equal
weight in our decisions.

09 One standard across three centres. The quality of the answer does not depend on which of our doors a visitor
walks through.

10 We publish what we find. Our audits, our progress and our shortfalls are reported openly. We do not make
accessibility claims we cannot evidence.

Two things these principles rule out

Describing a facility as “accessible” without stating what that means in practice. And publishing accessibility
information supplied by a third party as though TCA has confirmed it.
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SECTION 04

Our Visitor Information Centres

This is where the principles meet the counter. The table sets out, by domain, what best practice expects of a visitor
information service and where we intend to improve. It is deliberately written before our audits rather than after — the
audits in Year One will confirm or correct it.

DOMAIN

Arrival and
approach

Counters and
circulation

Hearing and vision

Neurodivergent and
cognitive access

Information we
publish

Digital

Staff capability

Product and referral

Battery Hill

WHAT BEST PRACTICE EXPECTS

Accessible parking close to the entrance, a
continuous accessible path of travel, level or
ramped entry, automatic or light doors, clear
external signage.

A lowered counter section, turning and transfer
space, uncluttered aisles, seating for visitors
who cannot stand while planning.

Hearing augmentation at the service point, high-
contrast and large-print signage and collateral,
good lighting, no reliance on audio-only
information.

Sensory information published in advance,
quieter times identified, a low-stimulus space,
plain-language wayfinding, predictable service.

Standardised key-feature data for every venue,
plus detailed access information with
measurements and photographs for major ones.

WCAG 2.2 AA conformance, accessible
documents, captioned video, keyboard
navigation.

Trained, confident staff treated as core
accessibility infrastructure (ISO 21902).

Advice at itinerary level, with accessible options
identified across transport, attractions, tours,
accommodation and parks.

An attraction operator is held to the standard of
an attraction, not an information counter.

OUR IMPROVEMENT FOCUS

Independent audit of approach, parking and
entry at all three centres against AS 1428; a
costed remediation schedule; advocacy where
the constraint sits with the landlord or the
council.

Confirm a compliant lowered service point at
each centre; free up circulation space in retail
areas; provide seating at the planning point, not
only in the waiting area.

Install and maintain hearing augmentation at
each counter; a large-print and high-contrast
version of core visitor collateral; staff trained to
offer it without being asked.

Publish a sensory guide for each centre and for
Battery Hill; identify and promote quieter visiting
times; adopt the Hidden Disabilities Sunflower
across all three centres.

Publish a full access statement for each of our
own sites; rebuild the regional accessible
tourism guide as structured, filterable,
progressively verified listings.

Independent assessment of
discovercentralaustralia.com, then remediation;
accessibility requirements written into all future
digital procurement.

Disability awareness and inclusive service
training for all staff and volunteers at induction
and annually, including basic Auslan and
confident, respectful communication.

Develop and market accessible multi-day
itineraries; build a verified referral list so staff
never have to guess on a visitor’'s behalf.

Audit the site as a paid visitor experience;
identify which parts of the mining heritage
experience can be made accessible, and
describe honestly those that cannot.
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SECTION 05 - ACCESS AND INCLUSION ACTION PLAN

Our Access and Inclusion Action Plan

Year One, 2026-27 — establish the baseline
Year One is about knowing exactly where we stand and fixing what can be fixed cheaply and immediately.

ACTION DETAIL MEASURE
Establish the access advisory A small standing group including people with lived Group established by
group experience of disability, remunerated for their time, December 2026
advising on priorities and reviewing our reporting before
publication.
Independently audit all three Audits against AS 1428 covering approach, parking, 4 of 4 sites audited
centres entry, counters, circulation, amenities, signage, lighting

and wayfinding, plus Battery Hill as an attraction.

Complete quick-win remediation Every item identified as low-cost — signage, contrast, 100% of low-cost items
furniture, clutter, seating, door hardware — completed
within twelve months of the audit.

Train every person on the floor Disability awareness and inclusive service training for 100% of staff and
all staff and Tourism Volunteer Ambassadors, at volunteers
induction and annually.

Publish our own access A detailed, honest access statement for each centre 4 statements published
statements and for Battery Hill, with measurements and
photographs, published on our website.

Assess our digital channels Independent WCAG 2.2 AA assessment of Assessment complete
discovercentralaustralia.com, with a prioritised
remediation plan.

Adopt the Hidden Disabilities Recognition, staff briefing and lanyard supply across all 3 of 3 centres

Sunflower three centres.

Set the funding position Cost the capital works arising from the audits and Costed schedule to
identify the NT, Commonwealth and philanthropic Board

programs they will be submitted to.
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SECTION 05 - CONTINUED

Years Two and Three

PERIOD PRIORITY ACTIVITY MEASURE

2027-28 Build Deliver funded capital remediation. Install hearing augmentation at 60% of priority
every counter. Publish sensory guides and quieter-time information remediation complete;
for each site. Produce large-print and high-contrast core collateral. website conformant; 3
Remediate the website to WCAG 2.2 AA. Launch a member itineraries live

campaign to complete ATDW accessibility fields, with one-to-one
support. Bring the first three accessible multi-day itineraries to

market.

2028-29 Prove Complete all priority remediation. Move the regional accessible 100% of priority
tourism guide to verified listings with measurements and remediation; 60% of
photographs. Subsidise access audits or accreditation for a first member listings with
member cohort. Six accessible itineraries marketed. Independent completed accessibility
review of this Statement and development of its successor. fields; 6 itineraries live

Measurement and reporting

INDICATOR SOURCE FREQUENCY

Sites independently audited and Audit schedule Six-monthly to the Board
remediation progress

Staff and volunteers trained Training records Annual

XV:bsite conformance with WCAG 2.2 Independent assessment Annual

Member listings with completed ATDW  ATDW extract Quarterly

accessibility fields

Accessible itineraries marketed Marketing records Annual

Visitor feedback on access and Visitor survey and advisory group Annual

information accuracy
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