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Executive Summary 

In 2012, the National Standards Authority of Ireland (NSAI) published SWiFT 

9:2012 ‘Universal Design for energy suppliers’. This recommendatory document 

provides guidance to energy suppliers on how to apply Universal Design in the 

development of accessible and usable products and services for household 

customers. Subsequently Irish Standard (I.S.) 373:2013 ‘Universal Design for 

customer engagement in tourism services’ was developed and launched on 30th 

May 2103. This voluntary standard provides an industry best practice reference 

on design requirements for the application of Universal Design by tourism 

service providers.  

In order to maximise the impact from SWiFT 9:2012 and I.S. 373:2013, the 

National Disability Authority (NDA) identified the need for a practical Universal 

Design Toolkit for applying the guidance outlined in these publications.  

Using the methodology outlined below, the Toolkit was successfully developed 

and launched to coincide with the launch of the Irish Standard (I.S.) 373:2013 

‘Universal Design for customer engagement in tourism services’ on 30th May to 

an audience comprised of key representatives from the Irish tourism industry 

and other interested individuals and user representative bodies.   

This report synthesises the approach taken and the outcomes of the project.  It 

is not a key deliverable of the project but has been developed by Dolmen to 

document the process taken, present key findings in developing a Toolkit and 

make recommendations for dissemination of the Toolkit and further NDA work 

on Universal Design in this area.  A complimentary deliverable to this report is 

the Literature Review, available as a separate document. 

A three stage research strategy was undertaken in the research and 

development of the Toolkit. It was composed of: 

 A Literature Review: The Literature Review focused on undertaking 

national and international research to identify best practice for 

developing and implementing Toolkits on the Universal Design of 

customer engagement for the tourism and energy sectors. 

 Stakeholder Consultations: Consultations with the key stakeholders were 

focused on gathering requirements from the energy and tourism 

organisations and businesses, and identifying the needs of the customer 

user groups. 

 Masterclass Workshops: Three workshops were undertaken with 42 

energy and tourism stakeholders, organisations representing end users 

and design consultancies to trial, validate and refine the draft Toolkit with 

participants. 
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Figure: 1 Research Methodology 

 

As shown in Figure 1, the research methodology followed an iterative approach, 

with each stage informing and validating the other stages of the process.  This 

approach also had the added benefit of acting an awareness raising exercise for 

the project and the Toolkits.  This was particularly important as NDA had not 

previously engaged extensively with sector.  

Final Toolkit 

Following the three stages of research, development, validation and refinement, 

two Toolkits were developed. These Toolkits will provide service managers, 

developers, providers and procurers with good practice guidance in engaging 

with customers based on the principles and guidelines of Universal Design. The 

guidance provided has been designed to be practical and easy to apply. 

Figure 2: The four sections of the tourism Toolkit 
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A similar Toolkit has been developed for the energy sector with text, images 

and examples optimised for this audience. 

The tourism Toolkit is available on http://www.universaldesign.ie/tourism 

 

The guidance provided in the Toolkits will help service providers to: 

 Increase their number of repeat customers. 

 Improve word of mouth referrals and online reviews. 

 Improve how they successfully communicate to a wider market. 

 Increase spend by their customers. 

The Toolkits have been designed be used in three ways: 

1. For training: The guidance can be used for training staff in good customer 

communications. The Toolkit is useful as a quick reference guide, for 

classroom training and for testing the end user’s knowledge on what they 

have learnt. 

2. Everyday use: The guidance can be used when designing new forms, 

brochures, signage, websites or apps, or when outsourcing work.   

3. As a refresher: The checklists can be pulled out or copied as a reminder 

of good practice guidance; or the checklists can be posted somewhere 

that staff can see and use them.   

The information in the Toolkits: 

 Is designed for quick and easy training of staff.  

 Can be applied at little or no extra cost. 

 Is practical, easy to use and understand. 

 Can be read and understood quickly. 

 

Structure of the report 

This report provides a detailed description of the research methodology 

undertaken in the project in the section on Methodology Overview.  

Although available as a separate document, the Literature Review is reported 

on in the document as this extensively informed the development of the initial 

drafts of the Toolkits, their structure, contents and approach.   

http://www.universaldesign.ie/tourism
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Sections on the Stakeholder Consultation Methodology and the 

Masterclass Workshop Methodology provides details of these activities and 

how they also informed the development of the Toolkit.  A key goal of any 

user-centred design process is to faithfully document feedback from 

stakeholders in a clear unbiased way.  A second challenge is to then interpret 

this feedback so that it can meaningfully inform the design of the product in 

question, in this case the Toolkit.  To this end the project team developed a set 

of “Guidelines to Toolkit Authors” based on the findings from the interviews 

and workshops.  As previously mentioned, the consultation phase also served to 

raise awareness of and interest in the development of the Toolkit by an 

audience that NDA had not extensively engaged with previously.   

The Toolkit Development Process describes the actual development of the 

Toolkit, based on the iterative process described above.  It shows how real 

changes were made to the Toolkit during each phase of the process, including 

changes to the approach, tone design, content and structure of the Toolkit.  For 

example the following figure shows how one graphic went through 3 treatments 

based on inputs for stakeholders.  In this instance the design of the original 

characters were deemed to be too specific.  It was recommended that the 

‘Normals’, (a set of personas which the NDA own the rights to) should be 

utilised as part of the Toolkit. However the Normals had been developed for an 

animation to support a set of curriculum materials for use in 3rd level design 

courses, and lack sufficient detail for use in expressing states of emotion in a 

standalone graphic.  The final characters, through still based on the Normals, 

contain detailing enhancements that serve to both visually “lift” the character in 

a printed medium and to give them the ability to convey a range of states and 

emotions. 
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Figure 3: Visual Examples 

 

 

 

 

 

 

 

 

 

 

 

Following the literature review and initial interviews it was decided to produce 

two separate versions of the Toolkit, one each for the tourism and energy 

sectors.  Most other Toolkits reviewed are either aimed for a generic audience.  

Feedback during the interviews suggested that service providers in two different 

target sectors may consider the Toolkit as not relevant when they are 

presented with examples that do not ‘speak’ to them, e.g. an example using a 

menu for an energy service provider.  The Final Toolkit section describes the 

approach, content and structure of the final versions of the Toolkits. 

Finally the section on Recommendations collates and summarises all the 

recommendations were made based on the research process undertaken in the 

development of the Universal Design Toolkits for the tourism and energy 

sectors. 

Original characters used 

for visual examples 

Second iteration based 

on the “Normals” 

Third iteration 

optimised visually for 

print using the 

“Normals” 
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Dissemination and impact 

A number of discussions during the interviews and masterclass workshops 

centred on the dissemination of the Toolkits.  These conversations were 

not formally recorded as they were outside the scope of the project.  

However they are summarised here to inform NDA’s dissemination of 

this work. 

While these consultation activities acted as awareness raising exercise in 

themselves, it was felt by some contributors that the Toolkits are likely to 

have limited impact if their use is not promoted and their benefits for 

business documented.  The use of case studies was examined in detail in 

the literature review and it was found that no suitable, relevant or 

credible case studies exist for the Irish tourism or energy sectors on the 

adoption of Universal design for customer engagement.   

Case studies are very useful motivational tools.  A series of tourism case 

studies related to the Toolkit will help develop Irish champions who in 

turn are likely to advertise their success among their peers at, for 

example, industry specific events.  It is therefore recommended that a 

series of case studies are developed once the Toolkit are published and 

disseminated using a “before and after” structure based on key 

performance indicators closely aligned with the goals of the Toolkits and 

those already used with the tourism and energy sectors.   
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1. Aim 

The overall aim of this project was to conduct research and produce a set of best 

practice resource materials on methods and specifications that are proven to help 

define, apply and measure Universal Design in the multiple interactions occurring 

during customer engagement in the tourism and energy sectors. 

1.1 Overview 

In 2012, the National Standards Authority of Ireland (NSAI) published SWiFT 9:2012 

‘Universal Design for energy suppliers’. This recommendatory document provides 

guidance to energy suppliers on how to apply Universal Design in the development of 

accessible and usable products and services for household customers. Subsequently 

Irish Standard (I.S.) 373:2013 ‘Universal Design for customer engagement in tourism 

services’ was developed. This voluntary standard provides an industry best practice 

reference on design requirements for the application of Universal Design by tourism 

service providers.  

In order to maximise the impact from SWiFT 9:2012 and I.S. 373:2013, the National 

Disability Authority (NDA) identified the need for a practical Universal Design 

Toolkit for applying the guidance outlined in these publications.  

The developed Toolkit provides step-by-step best practice guidance for Universal 

Design of customer engagement. The Toolkit will provide Irish service providers, 

managers, developers and procurers in the tourism and energy sectors with 

knowledge and easy to apply guidance that is proven to help define, apply and 

measure Universal Design in customer engagement.  

Customer engagement relates to all interactions a business has with their customers. 

In the tourism and energy sector this presents a wide range and variety of customer 

touch points,  which based on SWiFT 9:2012 and I.S. 373:2013  can be  addressed 

under three categories; verbal communication, written communication, and 

electronic and web based communication. 

This Toolkit will provide guidance on developing products and services that are easy 

to access, understand and use by all customers regardless of their age, size or range 

of abilities. The solutions emphasised in the Toolkit are achievable at little or no 

extra cost and are likely to yield significant benefits to the business in terms of 

increases in repeat customers, increased spend by customers and improved word of 

mouth referrals and online reviews. 
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Customer Engagement 

“The purpose of a business is to create and keep a customer” Peter Drucker. 1 

Customer engagement is the customer’s experience of a brand, product, service, and 

their perception of that experience. 2 While customer engagements vary depending 

on the product or service offering, it is important to consider that customer service 

is not a series of one off interactions and dealing with complaints; it is about building 

relationships that are ongoing. 3 

Customer engagement is the interaction between customers and service providers, 

whether the interactions have monitory or non-monitory transactions. A survey of 

311 company executives by the Economist Intelligence Unit (2007) identified that the 

majority of the participants believed that for future growth high customer 

engagement was necessary. The survey also identified that low customer engagement 

will result in lost sales, lost opportunities and negative word of mouth (cited by 

Kumar et al, 2010). 4 

Definition of Toolkit 

The Oxford Dictionary defines a Toolkit as a set of tools, used for a particular 

purpose, or a personal set of resources, abilities, or skills. 5  

Toolkits are applied and used by a range of industries and sectors, for a variety of 

purposes and in a variety of formats; from Toolkits developed by the HM Revenue 

and Customs to help reduce errors, to the tourism business Toolkit developed by 

Destination NSW as a resource to support tourism operators through information, 

helpful tools, and details of organisations to contact for further assistance.6  

  

                                         

 

1 Drucker, Peter (1954). ‘The Practice of Management’. New York: HarperBusiness. 

2 INC. ‘The new rules of customer engagement’. Available from:[ http://www.inc.com/wendy-

lea/new-rules-of-customer-engagement.html]. (Accessed 12/2/13). 

3 INC. ‘The new rules of customer engagement’. Available from:[ http://www.inc.com/wendy-

lea/new-rules-of-customer-engagement.html]. (Accessed 12/2/13). 

4 Kumar et al (2010). Undervalued or Overvalued Customers: Capturing Total Customer 

Engagement Value. Journal of Service Research vol. 13 (3) August, pp. 297-310. 

5 Oxford Dictionary. Toolkit Definition. Available from; 

http://oxforddICTionaries.com/definition/english/Toolkit. (Accessed 12/2/13). 

6   Destination NSW. Available from: [http://www.destinationnsw.com.au/tourism/business-

development-resources/tourism-business-Toolkit]. (Accessed 12/2/13). 



Universal Design Toolkit for Customer Engagement: Research Report 

 

4 

 

Toolkits can communicate information in different formats, for example ‘Small Biz 

Connect’ has developed a Toolkit for small businesses, which communicates a large 

amount of its information through videos. 7 In comparison NESTA’s ‘Creative 

Enterprise Toolkit’ is a step-by-step interactive resource which includes worksheets, 

handbooks, case studies and ‘tutor notes’. 8 

Based on research undertaken in the area of good practice in Toolkits (as part of the 

Literature Review), it was proposed that the Universal Design Toolkit for customer 

engagement should provide a ‘step-by-step’ framework and best practice guidance, in 

addition to providing a method to measure usage and the impact of applying the 

good practice guidance. 

Based on existing Toolkits, the following methods of communication were suggested 

as part of the Toolkit structure. 

Structure of Toolkits Communicating information 

Introduction  Explanatory notes 

 Referencing relevant resources 

Good practice guidance  Tools 

 Checklists 

 Worksheet activities 

 Case stories 

Impact measurement  Quizzes 

 Test yourself 

 Question sets 

 

  

                                         

 

7   SmallBizConnect. Small Business Tool Kit. Available from: 

[http://Toolkit.smallbiz.nsw.gov.au/checklist/1]. (Accessed 12/2/13). 

8   Nesta. Creative Enterprise Toolkit. Available online from: 

[http://www.nesta.org.UK/areas_of_work/creative_economy/creative_enterprise_Toolkit_startu

ps]. (Accessed 12/2/13). 
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1.2 Universal Design 

The intent of Universal Design is to simplify tasks for everyone by making products, 

communications, and the built environment more usable for as many people as 

possible at little or no extra cost. 9 

By applying Universal Design principles and guidelines, organisations can produce 

products and services that are usable by all persons, to the greatest extent possible, 

ideally without the need for adaption or specialised design. Applying Universal Design 

to customer engagements is not just about ramps or automatic door openers. 

Universal Design is about understanding that people, regardless of their age, size or 

ability have different needs. Applying Universal Design can be as easy as asking “how 

can I help?” And making small changes to customer engagements so people 

regardless of their age, size or ability can use the service.  

The 2011 Irish Census identified that the number of older people (over the age of 

65) increased by 14% since the previous census. Alongside this rapidly increasing 

figure, the census 2011 also identified that 13% of people in Ireland have some type 

of long-term difficulty, a statistic which increases significantly with age (see figure 1 

below).  

Figure 1 illustrates that the many disabilities increase significantly with age. Examples 

of difficulties that increase with age includes: blindness and vision difficulties, deafness 

and hearing difficulties, learning difficulties and physical difficulties.  

Figure 4: Type of disability by age group (2011). 

 

Source: Central Statistics Office 'Our Bill of Health’ (2011) 10 

                                         

 

9  The Cener for Universal Design. ‘About UD’. Available from: 

[http://www.ncsu.edu/ncsu/design/cud/about_ud/about_ud.htm]. (Accessed: 13/1/13). 
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1.2.1 Legal Overview 

Section 3 of the European Communities (Internal Market in Electricity and Gas) 

(Consumer Protection) Regulations of 2011, states that distribution system 

operators and suppliers shall apply the principles of Universal Design to:11  

a) All products and services offered or provided to final customers, and 

b) Communications with final customers. 

The Disability Act (2005) is designed to progress and support the participation of 

people with disabilities in everyday life. It establishes a statutory basis for supporting 

the provision of disability specific services and improving access to mainstream public 

services. Based on definition outlined in the Disability Act (2005), Universal Design: 12 

1. means the design and composition of an environment so that it may be 

accessed, understood and used -   

i. to the greatest practicable extent, 

ii. in the most independent and natural manner possible,  

iii. in the widest possible range of situations, and  

iv. without the need for adaptation, modification, assistive devices or 

specialised solutions, by any persons of any age or size or having any 

particular physical, sensory, mental health or intellectual ability or 

disability, and  

2. means, in relation to electronic systems, any electronics-based process of 

creating products, services or systems so that they may be used by any person 

The International Classification of Functioning, Disability and Health (ICF) reinforces 

the need for the Universal Design of customer engagement products and services by 

emphasising that every person can experience a decrease in health during their 

lifetime and thereby experience some degree of disability. Focus is therefore placed 

on the fact that disability is not something that only happens to a minority of people. 
13  

  

                                                                                                                               

 

10  Central Statistics Office (2012). 'Our Bill of Health’ Profile 8. Dublin: The Stationary Office. 

11  European Communities (Internal Market in Electricity and Gas) (Consumer Protection) 

Regulations of 2011, Section 3. 

12  Irish Statute Book. Disability Act 2005. Available from: 

[http://www.irishstatutebook.ie/2005/en/act/pub/0014/index.html]. (Accessed: 26/11/12). 

13  World Health Organisation. ‘International Classification of Functioning, Disability and Health 

(ICF)’. Available from: [http://www.who.int/classifications/icf/en/]. (Accessed: 26/11/12). 
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By applying Universal Design principles and guidelines, businesses and organisations 

can produce products and services that are usable, accessible and understood by all 

customers, to the greatest practicable extent, without the need for adaption or 

specialised design.  

1.2.2 Principles and Guidelines of Universal Design 

Each of the 7 principles of Universal Design has four or five descriptive guidelines. 14 

These principles and guidelines are used to examine existing designs, guide the design 

process and act as a source of information on designing more usable products and 

environments.  

The 7 principles of Universal Design are: 15, 16 

 Principle 1: Equitable use: The design is useful and marketable to people 

with diverse abilities. 

 Principle 2: Flexibility in use: The design accommodates a wide range of 

individual preferences and abilities. 

 Principle 3: Simple and intuitive use: Use of design is easy to understand, 

regardless of the user’s experience, knowledge, language skills or current 

concentration level. 

 Principle 4: Perceptible information: The design communicates necessary 

information effectively to the user, regardless of ambient conditions or the 

user’s sensory abilities. 

 Principle 5: Tolerance for error: The design minimises hazards and 

adverse consequences of accidental or unintended actions. 

 Principle 6: Low physical effort: The design can be used effectively and 

comfortably and with a minimum fatigue. 

 Principle 7: Size and space for approach and use: Appropriate size and 

space is provided for approach, reach, manipulation, and use regardless of the 

user’s body size, posture, or mobility. 

 
1.2.3 Four Steps of Universal Design 

Both SWiFT 9:2012 and Irish Standard 373:2013 publications outline that service 

providers should use the Universal Design principles and guidelines when designing 

and developing their products and services for customer communications.  

                                         

 

14 Please see Annex 1 for further information. 

15  National Standards Authority of Ireland (2012). SWiFT 9:2012 ‘Universal Design for Energy 

Suppliers’. Dublin: NSAI. 

16  Centre for Excellence in Universal Design, NDA.  http://www.universaldesign.ie 
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To guide service providers in designing and developing their products and services, 

SWiFT 9:2012 and I.S. 373:2012 identified four steps that customers typically go 

through to successfully use a product or service. Each of these steps is aligned with 

four of the 7 Universal Design Principles. 17,18 

 Step A: Perception: customer uses their eyes, ears or sense of touch to 

perceive content. (Aligned with Universal Design Principle 4). 

 Step B: Discoverability: customer finds the information they want. (Aligned 

with Universal Design Principle 2). 

 Step C: Understanding: customer interprets and understands how to use 

this content. (Aligned with Universal Design Principle 3). 

 Step D: Use: customer decides how to use and act on the content 

presented. (Aligned with Universal Design Principle 5). 

Annex E in both publications provides tables that link four Universal Design 

principles (2,3,4 and 5) to product and service communication design requirements. 

These tables are designed to assist service providers in applying Universal Design 

principles and guidelines in the development of new products and services.  

The tables provide key questions to guide energy suppliers and tourism service 

providers through the process of basic design evaluation for usability. This approach 

provides a practical tool to design, evaluate and develop new products and services 

based on the Universal Design principles.  

Based on the research undertaken it was determined that the four steps of Universal 

Design and the Universal Design guidelines and principles would be key sources that 

the Universal design best practice guidance in the Customer Engagement Toolkit 

should be aligned with.

                                         

 

17  National Standards Authority of Ireland (2012). SWiFT 9:2012 ‘Universal Design for Energy 

Suppliers’. Dublin: NSAI. 

18  National Standards Authority of Ireland (2013).  I.S. 373: 2013. ‘Universal Design for Customer 

Engagement in Tourism Services’. Dublin: NSAI 
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2. Methodology Overview 

A three stage research methodology (illustrated below) was developed to 

ensure that the final Universal Design Toolkit for customer engagement: 

 Is aligned with the needs and business objectives of service developers, 

managers, procurers and providers in the tourism and energy sectors. 

 Provides good practice, practical guidance on developing customer 

engagement in the tourism and energy sectors. This will make customer 

services easier to access, use and understand for all customers regardless 

of their age, size, ability or disability. 

The three stage strategy undertaken in the research and development of the 

Toolkit included: 

 A Literature Review: The Literature Review focused on undertaking 

national and international research to identify best practice for 

developing and implementing Toolkits on the Universal Design of 

customer engagement for the tourism and energy sectors. 

 Stakeholder Consultations: Consultations with the key stakeholders were 

focused on gathering requirements from the energy and tourism 

organisations and identifying the needs of the customer user groups. 

 Masterclass Workshops: Three workshops were undertaken with 42 

participants to trial, validate and refine the draft Toolkit with participants. 

Figure: 4 Research Methodology 

 

Following each stage of research, the draft Toolkit was evaluated and refined. 

The research process was designed so that energy and tourism stakeholders, as 

well as their customers, played a key role in the Toolkit development process. 

This ensured that from an initial stage of development, the Toolkit was based on 

the needs of key stakeholders and their customers.  
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3. Literature Review Overview 

The aim of the Literature Review was to provide best practice strategies, 

approaches, resources and tools for the development of a Universal Design 

Toolkit for customer engagement. Based on the Literature Review findings and 

recommendations the first draft of the Toolkit was developed for energy and 

tourism service providers. 

The Literature Review was undertaken from both a national and international 

perspective:  

 To explore best practice in Universal Design Toolkits for the energy and 

tourism sectors.  

 To identify best practice Universal Design guidance for customer 

engagement (on-line and off-line). 

 To identify best practice attributes and design features of Toolkits. 

This Literature Review drew on a range of government and private sector 

information, as well as proprietary databases, such as the National Standards 

Authority of Ireland (NSAI), Datamonitor, Frost & Sullivan and BCC Research. 

Search Engines used as part of the research strategy included Google (advanced 

search), Google Scholar and Google Trends.  

Keywords, synonyms and related terms used for the Literature Review 

included: Universal Design, inclusive design, design for all, accessibility, customer 

charter, customer service, customer experience management, customer 

engagement, customer service, design toolkits, inclusive design toolkits, 

customer touch points and customer retention policies.  

The Literature Review was completed in April 2013 and is available as a 

separate report. 

Discussion and Findings 

A number of pedagogical approaches were found to have been taken in the 

resources reviewed.  While awareness raising seemed to be a central motivator 

for many of the authors of these resources, fewer resources presented 

information and advice in a way that was deemed to be measurable.  Most 

resources were clear about the desired outcome for the customer/end user of 

the service.  However in many instances it was difficult to ascertain if the 

intended reader would clearly know what steps they needed to take in order to 

achieve this outcome.  In many cases there were no means for the intended 

reader to check if and when they had achieved the aims set out by the resource.  

Therefore it was felt that the Universal Design Toolkit should focus on 

measurable and achievable outcomes for the reader and clearly outline the steps 

that need to be undertake to achieve these. 
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To this end, key features and approaches that were found to be most relevant 

in structuring and presenting guidance in a toolkit format were: 

 Scenarios 

 Personas 

 Checklists 

 Examples, both good and bad 

 References to further reading 

One approach taken by many of the resources reviewed is to illustrate the 

benefit of good practice through the use of case studies (for example, The 

Association of Registered Graphic Designers of Ontario (RGD Ontario) (2010). 

AccessAbility. Ontario: RGD Ontario.).  Case studies are a well recognised tool 

used for teaching.  The NDA’s 3rd level module on Universal Design contains a 

number of case studies for use by lecturers to illustrate the impact of the 

learning outcomes prescribed by the module in a real world setting.  In this 

project the use of case studies in the Toolkits was intentionally limited for a 

number of reasons.  Firstly the Toolkit are designed to be brief, self-explanatory 

and highly usable documents containing only the essential information on what 

goals to achieve, how to achieve them and how to check that they have been 

achieved.  Any description of how another similar organisations have achieved 

good customer engagement was deemed to be outside of this scope and would 

result in a document that is too verbose.  Secondly, while the “Overview and 

Business Case” seemed the best ‘fit’ for case studies, it is desirable to also keep 

this document short – an “overview”.  (A small number of quotations from real 

service providers are included in this document.)  Finally, no case studies were 

identified in the literature review that were deemed to be sufficiently relevant, 

detailed and credible.   

All this withstanding, case studies are very useful motivational tools and in order 

for the Toolkits to be widely adopted by the two sectors it is essential that 

credible case studies are developed that show the business benefits to adopting 

a Universal Design approach to customer engagement.  Case studies of this kind 

will help develop Irish champions who in turn are likely to advertise their 

success among their peers.  It is therefore recommended that a series of case 

studies are developed once the Toolkit are published and disseminated using a 

“before and after” structure based on key performance indicators closely 

aligned with the goals of the Toolkits and those already used with the tourism 

and energy sectors. 
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4. Stakeholder Consultation Methodology 

Stage two of the research process was the Stakeholder Consultations, 

undertaken between January and March 2013. The Stakeholder Consultations 

involved undertaking interviews with 22 participants, composed of energy and 

tourism businesses and organisations, as well as organisations representing end 

user groups. 19  

The Stakeholder Consultations were undertaken to identify the needs and 

business objectives of the energy and tourism stakeholders and their customers. 

Additionally presentations were made to the working group involved in the 

development of Irish Standard 373:2013 to gain their input, feedback and 

insights based on their role as key stakeholders. Feedback from these 

presentations and discussions was collated as part of the requirements gathering 

process. 

Following the Stakeholder Consultations, a set of requirements was developed 

based on the findings and recommendations. This set of requirements was 

determined to be the key criteria that the Toolkit should meet in order to be a 

practical, impactful and easy to use resource for service providers, developers, 

managers and procurers.  

Interview Approach 

Interviews with tourism and energy stakeholders were focused on identifying 

their needs (ranging from time to resource constraints), as well as the business 

objectives which the Toolkit would need to meet in order to be considered a 

useful resource.  

Interviews were undertaken from two perspectives; from that of the key energy 

and tourism stakeholders, and from their customers. Interviews were 

conducted with diverse customer user groups to identify current issues they 

have experienced in dealing with customer service in these sectors. These 

customer users for the Toolkit are intended to be those that use energy and 

tourism services through any of their points of interaction.  

There were two variations of interview questions posed; these were tailored 

for energy stakeholders, tourism stakeholders and organisations representing 

customer user groups. 20 The interviews were semi-structured, focused on 

gaining in-depth input and insights into the needs of the key stakeholders. These 

one-to-one interviews were undertaken face-to-face and over the phone 

(determined by the availability of the participants). 

                                         

 

19 See Annex 1 for list of interviewees. 
20 See Annex 1 for further information on the interview questions. 
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4.1 Overview of Discussion and Findings 

The Stakeholder Consultation was focused on understanding the needs of the 

energy and tourism stakeholders and their customers (represented by diverse 

customer user groups). Based on this information a set of requirements and 

recommendations were established which are outlined in the 

‘Recommendations to the Toolkit author’ section.  

Feedback was documented on a consultation template for each interview. After 

all the interviews were completed, the results were analysed and common 

patterns were identified. 

The interviews were analysed under the following five headings: 

 Toolkit business case: The Toolkit business case relates to the 

justification of how and why business owners and managers should apply 

the good practice guidance provided. 

 Toolkit structure and content: The Toolkit structure relates to the order 

contents are presented in; which makes it logical to find information, easy 

to navigate and easy to use. 

The Toolkit content relates to the information provided in the three 

sections of the Toolkit.  

 Toolkit visual examples: The Toolkit visual examples refer to the visual 

way in which the good practice guidance is conveyed to the end user.  

 Toolkit training: The Toolkit training refers to how the employees are 

introduced to the Toolkit and how it is used.  

 Toolkit format: The Toolkit format relates to the way in which the 

Toolkit is presented, whether as an online or hardcopy resource. 
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4.2 Discussions and Findings 

The Stakeholder Consultations identified and validated the need for a practical 

Toolkit for the tourism and energy sectors which provides practical, 

step-by-step guidance in the Universal Design of customer engagement. 

The following areas were identified by the stakeholders for consideration in the 

design and development of the Toolkit: 

4.2.1 Establishing a strong business case 

“Universal Design is about good customer service and making 

sure that every customer matters”. (The National Council of 

the Blind of Ireland (NCBI)). 

The Stakeholder Consultations identified that in order for the Toolkit to be 

successful, it should provide a strong business case which will communicate the 

value of applying the Toolkit. The stakeholders suggested that the Toolkit 

should be clearly understood and driven from a managerial level in the 

organisation or business as well as integrated into staff appraisals and quarterly 

reviews of service levels.  

Service providers in the current market are typically focused on the day-to-day 

running of their business and generating new revenue streams, and as such 

unless the value of Universal Design is clearly understood and its good practice 

in the core of the business it will fail to be adopted.  

“Businesses are not going to change unless there is something 

in it for them”. (MS Ireland). 

 “By providing better customer engagement, businesses could 

save huge number of hours dealing with minor customer 

enquiries. Customer communication should be designed from 

the outset to reduce the time spent on customer enquiries by 

providing clearer information in the first place”. (The National 

Council for the Blind of Ireland (NCBI)). 

Good customer engagement is a tool that can increase business and retain 

customers from a longer term perspective. One interviewee identified that “If 

customers are happy it will typically result in repeat custom. For example, 

one couple attended 38 arts events in the past year. This was heavily 

influenced by their experience and the welcome they received”.  

This highlights the importance of maintaining a high level of customer service 

and providing good customer experiences. The biggest challenge in adopting a 

Universal Design customer engagement approach is in changing staffs’ mind-sets 

and ingrained behaviour. 
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Designers (internal design teams as well as external design consultancies) should 

be provided with the Toolkit guidance. The stakeholders identified that many of 

these designers have “previously been focused on small font sizes, patterned 

backgrounds behind text, and the use of technical jargon in their descriptions”.  

“The Toolkit guidance will give business owners power to input 

and review what they get from designers”. (Airtricity). 

In relation to building a good business case, an interviewee in the Stakeholder 

Consultations referred to an article on ‘New customer thinking about 

consumer marketing’, written by Jeneanne Rae in BusinessWeek. 

The points made in this article strongly correlate with the business benefits of 

applying the learning from the Universal Design Toolkit. 

The key points outlined in the article include: 

 The easy availability of information on the internet allows customers to 

form opinions from countless sources. Conversations on Facebook, 

e-mail and discussion boards steer customers well before businesses have 

had a chance to pitch their product or service. This means that 

businesses must engage with their customers sooner. 

 Businesses need to understand that a customer’s journey is a circle not a 

straight line. It is important that businesses continue their conversation 

after the first sale, giving the customers reasons to stay involved. 

 The information revolution has connected people in powerful ways; it’s 

never been easier for customers to find the opinions of others to validate 

their product and service choices. 
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4.2.2 Toolkit structure and content 

The stakeholders identified several components to be considered and 

incorporated in the design of the Toolkit, these were: 

 Step-by-step guidelines. 

 Checklists (‘top 10 things to do’). 

 Prompt sheets / quick guides. 

 Self-testing assignment sheets. 

 Guidance on how to assess the requirements and tourism and energy 

customers. 

 Resource to test whether the method of customer engagement in a 

business is aligned with the Toolkit guidance. 

Feedback from the stakeholders identified that overall information should be 

provided and presented in a way that is easy to identify, understand and access. 

Interviewees identified that “Customers should not have to dig for information”. 

As part of the Toolkit focus, feedback from the stakeholders suggested that the 

Universal Design Toolkit should remain focused on Universal Design and not 

become overly focused on accessibility. It was suggested that it would be more 

beneficial to provide good practice guidance that would improve customer 

experience for all users in line with the Universal Design principles and 

guidelines, rather than focusing on accessibility.  

The reason for this was that it was felt that the task of training employees in 

dealing with a broad range of customer needs (focused on accessibility) was 

likely to create a barrier in the adoption of the Toolkit due to the broad range 

and depth of guidance that would be required and the accompanying depth of 

training. 

Suggestions in relation to the content of the Toolkit included: 

 Information should be provided in plain English.  

 Written communication guidance should address a broad range of items 

from maps and signage, to online forms and time-out functions.  

  



Universal Design Toolkit for Customer Engagement: Research Report 

17 

 

4.2.3 Toolkit examples 

The stakeholders suggested that the Toolkit information should be 

communicated using: 

 Examples that reflect common situations in the tourism and energy 

sectors. 

 Examples and samples of what good customer engagement looks like 

(such as a sample of good menu design). This would allow staff to 

compare the difference between the good example and their existing 

offering.  

 Business case examples to show the tangible value that Universal Design 

can bring to the business. 

 Before and after or good and bad examples. This would make it easier 

for the service developers, trainers and managers to see what good 

design looks like and the benefit of applying the Universal Design Toolkit 

guidance. 

“What we need is guidance on what not to do, what to do and 

how to do it”. (The Electricity Supply Board). 

 Practical examples that are easily applied; Such as changing how the 

phone is answered to make customer service more personal and friendly. 

A good practice example undertaken by an interviewee is outlined below.  

     Good practice example: 

An organisation has staff meetings every two months and part of this is to 

review and explore how to improve their customers' experience.  

Examples of changes that have been put in place include: 

 

Changing their telephone answering from:  

“Hello [business name], how can I help you?” to  

“Hello [business name], Maria speaking. How can I help you?”.  

This has created more personalised conversations. The organisation has also 

noted increased sales, a more friendly experience and the ability to cross sell 

other services due to a more personal interaction. This is because 

immediately the service provider is on first name terms. This approach 

makes it easier for customers to relate to the service provider on a personal 

basis. 

Another example of good practice is changing emails from ‘sales@’ or 

‘info@’ to ‘Maria@’; thereby making all communications more personal. 
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Stakeholder Consultations suggested that practical examples based on scenarios 

commonly experienced by the tourism and energy sectors, would make the 

information and guidance easier to understand and apply, and more relevant to 

the end user. The challenge that this poses however was identifying common 

scenarios to both the energy and tourism sectors. An alternative suggestion was 

the use of separate examples for each sector (for example, example 1: tourism 

industry example; example 2: energy sector example and so on).  

Similarly due to the broad nature of the tourism sector, identifying a common 

scenario across all tourism businesses and organisations would be particularly 

difficult. It can be accepted that no specific scenario would be common to all 

businesses within this sector; therefore more general scenarios/common 

problems would need to be identified, or alternatively focus should be placed on 

a specific scenario that impacts a large number of tourism businesses. An 

example of this would be guidance on menu design for the restaurant sector 

(applicable to hotels, b&bs, pubs and so on).  

It was proposed that to cater for the wider audience of the Toolkit, guidance 

should be written in a style and language that is applicable to the tourism and 

energy service providers. This guidance should also be supported by a mixture 

of examples specific to the tourism sector and the energy sector.  

4.2.4 Toolkit Training 

Considerations relating to training identified by the tourism and energy 

stakeholders were as follows: 

Time is a premium so any new training should not be a drain on time or 

resources.  

“If the Toolkit is too long, businesses will not have time to use 

it. For example, manual handling training (which was mandatory 

training) took 32 minutes – and this was deemed too long.” 

(The Electricity Supply Board (ESB)). 

Training on using the Toolkit would most likely be undertaken as part of set 

monthly/bi-monthly staff meetings. Therefore training and transfer of knowledge 

would need to be undertaken within a tight timeframe. 

 “The industry is under stress; nobody has the time or 

resources to undertake lengthy training that doesn’t provide 

significant business benefits”. (Arts Council). 

Additionally the stakeholders identified that seasonal tourism staff are typically 

recruited each year through training programmes (such as Fás / Tús); therefore 

none of the staff typically have undertaken disability awareness or other related 

training. Therefore it is important that the Toolkit is easy to use and doesn’t 

require extensive training. It was also suggested that the Toolkit should be 

supplied in a hardcopy format as part of the Fás / Tús training.   
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As part of staff training on using the Toolkit it was suggested that: 

 Certification could be provided for companies who deliver the best 

Universal Design customer services. 

 The Toolkit booklet should be issued as part of service training, which 

could then be linked to annual staff appraisals. This was felt to be a 

strong approach in getting the Toolkit adopted by the business. 

 Service developers should be supported in providing training around 

the Toolkit. This could be achieved by providing key powerpoint 

slides outlining ‘what, how and why’. This can then be added into the 

service developer’s powerpoint for use in staff training. 

Based on the Stakeholder Consultations it was suggested that the Toolkit 

should be a concise document. This would address the issue of time 

constraints for staff training and to ensure the document is a useful 

resource.  

4.2.5 Toolkit Format 

Based on the feedback gathered through the Stakeholder Consultations, the 

following suggestions were made in relation to the Toolkit format. The 

Toolkit format relates to the way in which the Toolkit is presented, whether 

as an online or hardcopy resource. 

It was suggested that: 

 The Toolkit should be provided both online and in a hardcopy format. 

 The Toolkit should use short videos for self-learning or a YouTube 

training video that will present the essential information in 5-10 

minutes.  

“The training should be available as a short video which 

provides the key learning from the Toolkits”. (Restaurant 

Association of Ireland). 

 The Toolkit should offer a ‘quick guide’ that pops up on the user’s 

computer every day, giving five steps for good customer engagement. 

This could be used to provide guidance in times of panic, read first 

thing every morning or as a refresher on busy days. 
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4.3 Recommendations for Toolkit Authors 

The following recommendations were made to the Toolkit author based on 

input from the Stakeholder Consultations.   

The recommendations are provided under the following five headings: 

 Toolkit business case  

 Toolkit structure and content 

 Toolkit visual examples 

 Toolkit training 

 Toolkit format 

4.3.1 Toolkit business case 

It was recommended that a strong business case should be provided as an 

overview document. This document should outline the benefits of Universal 

Design in customer services from a business perspective. 

It was suggested that the business case should be structured in a punchy format, 

such as: ‘Five ways how Universal Design can help grow your business’. 

This section should include a clear definition of the target market for the 

Toolkit, which will then establish a clear context for the Toolkit. 

4.3.2 Toolkit content and structure 

Based on the feedback from the Stakeholder Consultations, and following input 

from the Centre for Excellence in Universal Design’s (CEUD) project team it 

was decided that the Toolkit should move from a joint Toolkit that provided 

guidance for both the tourism and energy sector, to the provision of two 

separate Toolkits - one for the energy sector and the other for the tourism 

industry. So while the guidance provided would generally be the same in both 

Toolkits – they would differ in terms of the visual examples used (which will be 

sector specific). 

Based on these recommendations, the output of this project would be: 

 A Universal Design Toolkit for customer engagement for the tourism 

sector 

 A Universal Design Toolkit for customer engagement for the energy 

sector 
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Based on the Stakeholder Consultations, the following structure for the three 

Toolkit sections (written, verbal, and electronic and web-based communication) 

was recommended: 

1. Introduction 

2. Good practice guidance (step-by-step practical guidelines) 

3. Visual examples 

4. Quick reference guides  

5. Test your knowledge section 

Additional Recommendations 

 It was recommended that guidance should be focused on Universal 

Design rather than accessibility (providing guidance on customer service 

for people with specific difficulties). By providing guidance on Universal 

Design it would make customer service easier to use, access and 

understand by all customers to the greatest practical extent. 

Where required it was recommended that sources should be provided 

on guidance for engaging with customers with specific difficulties. 

 The end user should be able to read and comprehend the Toolkit 

content within 10-15minutes. It was recommended that the guidance 

should be provided: 

 In a practical and easy to understand way. 

 In a condensed fashion, so that training staff can be undertaken in a 

timely and efficient manner. 

 It was recommended that guidance should be provided on touch points 

that the customer user groups identified as causing difficulty. Examples of 

which include: 

 Text size for ‘terms and conditions’ documents 

 Timing-out options on online booking forms 

 Signage design  

4.3.3 Toolkit visual examples 

Based on the Stakeholder Consultations, the following recommendations were 

made in relation to visual examples: 

 It was recommended that examples reflect common scenarios 

experienced by the tourism and energy sectors. This was important 

so that the end user can relate to the guidance being provided. 

 It was recommended that before and after and good and bad 

examples should be provided. 
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4.3.4 Toolkit training 

Based on the Stakeholder Consultations it was recommended that the Toolkit 

should be a concise document. This would address the issue of time constraints 

for staff training and to ensure the document is a useful resource.  

It was suggested in the Stakeholder Consultations that the Toolkits should be 

easy and intuitive to use-not requiring lengthy training.  

4.3.5 Toolkit format 

Based on the Stakeholder Consultations, the following recommendations are 

made in relation to format of the Toolkit: 

 It was recommended that the Toolkit should be provided in hardcopy 

format as well as be available online.  

 It was recommended that the checklists can be provided as a stand-

alone resource. 
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5. Masterclass Workshop Methodology 

Stage three of the research process, was the Masterclass Workshops. The aim 

of the Masterclass Workshops was to trial, validate and refine the draft Toolkit 

with participants. The workshops aimed to determine what aspects of the 

Toolkit worked well and what didn’t. This proved to be a very impactful source 

of information for developing a more usable and useful Toolkit.  

The Masterclass Workshops involved three workshops with stakeholders from 

the tourism and energy sectors, graphic and web design consultancies, as well as 

organisations representing end user groups (ranging for the Irish Polish Society 

to the National Council for the Blind of Ireland). The workshops took place 

between February and March 2013 and were attended by 42 participants. 21 

Two of the workshops took place in the National Disability Authority (NDA) 

offices in Dublin, and one of the workshops took place in Westport Woods 

Hotel, Westport. 

The three workshops undertaken (illustrated below) to trial and test the 

‘Universal Design Toolkit for Customer Engagement’, were as follows: 

 Workshop 1: This was undertaken with eight micro and small tourism 

businesses in Westport on the 20th February 2013. These businesses 

were primarily composed of hotels and adventure service providers. 

 Workshop 2: This was undertaken with 16 participants on the 19th 

March 2013 at the NDA offices. This group was primarily made up of 

large tourism stakeholders and organisations representing customers. 

 Workshop 3: This was undertaken with 18 participants on the 26th 

March 2013 at the NDA offices. This group was primarily made up of 

energy stakeholders, graphic and web-design consultancies and 

organisations representing customers. 

Figure 6: Masterclass Toolkit development methodology 

 

                                         

 

21 See Annex 2 for a list of businesses and organisations who attended the Masterclass Workshops. 
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The workshops were interactive, activity-based sessions, focused on measuring 

the practicality and usability of the Toolkits. The participants undertook a set of 

tasks; one task focused on each section of the Toolkit. 22 A bad example of a 

customer engagement product / service was presented and the participants 

were requested to redesign the product/service based on the guidance provided 

in the relevant Toolkit section. 

The participants provided written feedback (on feedback forms) after each 

activity, and verbal feedback at the end of each workshop. Following each 

Masterclass, the participants’ feedback was documented and assessed, and 

patterns were identified (on both what worked well and what didn’t). Based on 

this information recommendations were made.  

These recommendations were then built into the draft Toolkits in two stages of 

Toolkit iterations; these Toolkit iterations were further tested and refined in 

the subsequent workshops. This ensured that progress was consistently being 

made during the Masterclass research stage. The validation of the Toolkit 

iterations with stakeholders were undertaken to ensure that the design and 

content met the needs of the tourism and energy stakeholders. 

Following the final Masterclass Workshop, a set of recommendations were 

presented to the Centre for Excellence in Universal Design for the design and 

content of the Final Toolkit. 

Figure 6: Masterclass Workshops 

 

  

                                         

 

22 The three sections of the Toolkit are: written communication, verbal communication, and 

electronica and web based communication. 
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5.1 Discussions and Findings 

From the three Masterclass Workshops the key findings are discussed below: 

The Toolkit should build a strong business case. 

Feedback from the workshop participants identified that in order for the 

tourism and energy service providers to apply the Toolkit within their 

businesses and organisations, they need to clearly see the value in it. The 

benefits should go beyond how the Toolkit will improve their customer’s 

experience, focusing instead on the business impact of being able to reach a 

larger market and increasing the number of repeat customers. 

This information needs to be presented in a way that captures the business 

owner / manager’s attention and which they can relate to and be motivated by. 

Feedback from the workshop participants suggested the use of five key points 

identifying the benefits of applying the Toolkit guidance would be impactful in 

conveying this information.  

Feedback from the workshop participants identified that the introduction 

section should not be longer than one page, in order to be impactful. 

The Toolkit should provide ‘essential information’. 

In order for the tourism and energy service providers to apply the Toolkit 

within their businesses and organisations, it was suggested by the workshop 

participants that the Toolkit should be a concise resource that provides 

practical common sense guidance.  

The feedback from the participants identified the need for a practical, useful tool 

which is intuitive to use. The workshop participants identified that a key 

criterion in the design of the Toolkit would be the ability to read and 

comprehend the information provided within 10-15 minutes. This was also 

identified as an important criterion in the Stakeholder Consultations. This 

additionally corresponds with the requirement to train employees on using the 

Toolkit within a short amount of time. 

Therefore based on the feedback from participants, it was suggested that the 

Toolkit should be focused on providing only essential information. In order to 

achieve this the workshop participants suggested that additional non-essential 

information should be removed, presented in the annex, or a reference for 

further information should be provided linking to a good practice source. 
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Additional suggestions included: 

 The use of a smaller number of bullet points in the checklists. Participants 

suggested that five key points should be provided in the checklists. 

 The activity section and ‘touch points’ chapter should be removed. This 

was because participants felt it wasn’t particularly relevant or of value. 

 The ‘design evaluation for usability’ section, which had initially been 

removed after workshop 2, should be included as a one page question set 

for use in designing products and services for customer engagement. 23 

The participants identified that amount of content provided, and how practical 

the information provided was, directly impacted on whether the Toolkit would 

be utilised.  

The ‘Electronic and Web Based Communication’ section was identified as the 

section which had the largest amount of content. While the level of technicality 

and the depth of technical information was reduced during the masterclass 

research stage, it was suggested that this section needed to be further refined 

and presented in a more condensed ‘digestible’ format in order for it to be easy 

to use and understand.  

The Toolkit should be clearly focused on Universal Design. 

Based on feedback from organisation representing end users in workshop 2, 

guidance on engaging with customers with specific difficulties (in this case 

communication with customers with vision difficulties via email) was included in 

the Toolkit trialled in workshop 3. However there was a mixed response on the 

inclusion of this information. 

The tourism and energy stakeholders in workshop 3 provided clear feedback 

that only essential information which would be applicable to all customers 

should be provided. Additionally the issue was raised that providing this specific 

type of information fell outside the remit of Universal Design. In the context of 

the Toolkit, Universal Design refers to providing guidance which would make 

products and services easier to use, access and understand for all customers 

regardless of their age, size, ability or disability.  

Therefore it was suggested by workshop participants that the information 

provided in the Toolkit should only include essential information, focused on 

ensuring that products and services provided better meets the needs of all 

customers. However it is suggested that where appropriate the end user should 

be referred to good practice sources on engaging with customers with specific 

difficulties. 

                                         

 

23   This suggestion was based on feedback from the Centre for Excellence in Universal 

Design’s (CEUD) project team as part of a review of the recommendations for the design 

of the final Toolkit. 
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The Toolkit should be aligned with SWiFT 9:2012 and I.S. 373:2013. 

Based on feedback from the workshop participants and following review 

meetings with the CEUD’s project team, it was determined that for the Toolkit 

to a practical resource that supports industry guidance it should be aligned to 

the structure, headings and good practice sources provided in the 

corresponding guidance document. In the case of the energy Toolkit, it was 

therefore suggested that the structure and headings should be aligned with 

SWiFT 9:2012. Whereas the tourism Toolkit should be aligned to I.S. 373:2013. 

The challenge presented due to the alignment with the SWiFT and the Irish 

Standard publications is that the structure and heading titles differ between the 

two guidance documents. Therefore the energy Toolkit, modelled on the 

structure and headings of SWiFT 9:2012, and the tourism Toolkit modelled on 

Irish Standard 373:2013 will differ in structure and headings. 

The Toolkit’s sections should interrelate more. 

The workshop participants suggested that there should be more interaction 

between the three Toolkit sections; whether through repeating relevant 

content or referring to specific chapters in the relevant Toolkit sections. For 

example, the chapter on email guidance in the Electronic and Web Based 

Communication section should refer to the Written Communication section for 

further information. 

It was suggested that a flow chart should be included in the overview document 

which would introduce the three Toolkit sections and show how they 

interrelate. 

The Toolkit’s guidance should be provided in plain English. 

The Toolkit should to be easy to understand and use. The use of plain English 

should be applied consistently throughout the Toolkit sections. 

The Toolkit should be aesthetically pleasing. 

The participants suggested that the design of the Toolkit should enhance the 

Toolkit content and make information easier to locate and navigate. It was 

suggested that the design of the Toolkit covers also needs to clearly represent 

the content in addition to generating interest. 

The Toolkit should provide a clear overview of its content. 

Following a meeting with the CEUD’s project team it was proposed that rather 

than include an overview of the Toolkit’s content in the introduction that a 

more informative table of contents should be provided. 
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5.2 Recommendations to Toolkit Authors 

The following are recommendations to the Toolkit author based on feedback 

from the Masterclass Workshops. The recommendations are provided under 

the following five headings: 

 Toolkit introduction and business case. 

 Toolkit content and information. 

 Toolkit design. 

 Toolkit structure. 

 Toolkit visual examples. 

5.2.1 Toolkit introduction and business case 

It was proposed that a one page introduction should be provided at the start of 

each of the three sections, that includes the following: 

 Key reasons why you should apply the guidance provided. 

 A definition of what Universal Design is. 

 Guidance on how to apply Universal Design. 

5.2.2 Toolkit content and information 

The following recommendations were made to the Toolkit author in relation to 

the content and information provided in the Toolkit: 

 It was recommended that the Toolkit information and checklists should 

be provided in a more concise format. It was recommended that the 

checklists should consist of five key points.  Additionally the content of 

the Toolkits should be kept short and to the point in order to address 

the time constraints identified by the tourism and energy stakeholders. It 

was proposed that the Toolkits should provide good practice guidance, 

which will be supported by good practice sources for further 

information. This is particularly important in the Electronic and Web 

Based Communication section. 

 It was recommended that the ‘touch point’ chapter (including activity) 

should be removed from each of the sections. This was based on the 

feedback that the Toolkit should be ‘edited down to essentials’. 

 It was recommended that the ‘table of contents’ in each section should 

provide a further breakdown of headings and sub-headings. 

 It was recommended that any technical words in the Toolkit that the end 

users may not be familiar with should be replaced with everyday words. 

 It was recommended that grammar, language and consistency of 

terminology in the Toolkit documents should be reviewed. 
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 It was recommended that sources of further good practice guidance 

should be provided throughout the three sections for more in-depth 

information. 

 It was recommended that there should be more cross referencing 

between the three sections of the Toolkit. 

 It was recommended that the guidance suggested by tourism and energy 

stakeholders should be included in the Toolkit. For example, service 

providers should wear name badges and branded clothing. 

 It was recommended that the Toolkit content remains focused on 

‘Universal Design’, providing good practice guidance that will better meet 

the needs of all customers. It was recommended that where required 

good practice sources should be provided for end users who are looking 

for specific information on accessibility guidance.  

 It was recommended that additional guidance should be provided on: 

 The use of plain English, correct grammar and use of language. 

 How to select and use graphics and images. 

 It was recommended that specific additional topics should be addressed 

in the Electronic and Web Based Communication section. Examples of 

such topics include: 

 Wireframes 

 Online self-service 

 Password resets 

 Error messages 

 Message boards (for example Boards.ie) 

 Social media (for example Twitter) 

 

5.2.3 Toolkit design 

The following recommendations were made to the Toolkit author in relation to 

the design of the Toolkit: 

 It was recommended that the Toolkit headings and sub-headings should 

be more distinctive and easier to identify. 

 It was recommended that the design of the Toolkit should be more 

contemporary. 
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5.2.4 Toolkit structure 

The following recommendations were made to the Toolkit author in relation to 

the structure of the Toolkit: 

 To retain its role as a practical resource for applying the SWiFT 9:2012 

and Irish Standard 373:2013, it was recommended that the following 

structure should be applied: 

 The energy Toolkit titles and structure should be aligned with 

SWiFT 9:2012 ’Universal Design for energy suppliers’. 

 The tourism Toolkit titles and structure should be aligned with the 

final Irish Standard 373: 2013 ‘Universal Design for customer 

engagement in tourism services’. 

 It was recommended that the Toolkit sections should be restructured as 

follows: 

 Good practice guidance (accompanied by visual examples) 

 Checklists (provided at the end of each chapter) 

 Test your knowledge 

 Communication development question set 

 Based on feedback from the masterclass, it was proposed that a one page 

question set should be provided at the end of each section (based on the 

four steps for usability evaluation developed in SWiFT 9:2012 and I.S. 

373:2013).  This question set should be used as a source of guidance by 

service providers in the development of customer engagements.  

 It was recommended that a diagram should be provided at the start of 

each section that shows a flow chart, illustrating how the three Toolkit 

sections interrelate. 

 It was recommended that each page of guidance should be supported by 

a corresponding page of examples. 
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 Following a project meeting with the CEUD’s project team, it was 

recommended that the Electronic and Web Based Communication 

section should be restructured as follows: 

 Introduction  

 Writing good web content 

 Writing for the web 

 Designing/developing usable websites 

 Navigation content  

 Forms 

 Search  

 Images and Multimedia 

 Accessibility  

 Newsletter guidance  

 Email guidance 

 SMS guidance 

 Apps guidance 

 
5.2.5 Toolkit visual examples 

The following recommendations were made to the Toolkit author in relation to 

the Toolkit’s visual examples: 

 It was recommended that all visual examples should be provided in 

portrait format. 

 It was recommended that the Electronic and Web Based Communication 

section should provide more diversified examples for the tourism sector. 

For example, providing alternative examples other than hotel websites. 

 It was recommended that more characters should be used in different 

roles in the visual examples. For example, a customer who doesn’t speak 

English. 
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It was recommended that the ‘Normals’, (a set of personas which the NDA 

own the rights to) should be utilised as part of the Toolkit. Examples of the 

proposed characters to be used in the Toolkit visuals are illustrated below: 

Figure 7: Visual Examples 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

There were two main reasons for the proposed use of these characters: 

 Firstly, they are used in other NDA / CEUD good practice guidance 

documents, therefore it provides an aspect of consistency. 

 Secondly, ‘the Normals’ have a more contemporary style that may not 

date as quickly as other image styles. 

Following the recommendations to the Toolkit author and a project review with 

the CEUD project team, the agreed recommendations were put in place in the 

development of the final tourism and energy Toolkits.    

Original characters used 

for visual examples 

Second iteration based 

on the “Normals” 

Third iteration 

optimised visually for 

print using the 

“Normals” 
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When the agreed changes were made to the Toolkits, they were sent to 

selected representatives from the I.S. 373:2013 working group. This formed the 

last phase of validation in the Toolkit development process. 
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6. Toolkit Development Process 

The Toolkit development involved a process of research, development, 

refinement and validation over three stages of research. Following each stage of 

research, recommendations were made to the Toolkit author in relation to the 

proposed design and content iterations and modifications. Following each stage 

of research these recommendations were reviewed by the CEUD’s project 

team and the agreed changes applied. This created a stage-gate process to 

ensure that the Toolkit remained focused on meeting the needs of the 

managers, providers, procurers and developers of services who would use the 

Toolkit. 

The most significant change in the development of the Toolkit was in the 

decision to develop two separate Toolkits prior to the Masterclass Workshops. 

Additionally the Toolkits substantially modified during the Masterclass 

Workshop research stage. This stage of research involved the Toolkit 

undergoing two iterations based on key stakeholders and their customers’ 

feedback and input. Following the final Masterclass a set of additional 

recommendations were made for the design and content of the final Toolkits. 

These recommendations were reviewed by the CEUD’s project team, and 

combined with their input and insight. These agreed changes were then applied 

to the final Toolkits. 

Visual examples 

One of the most significant recommendations following the Masterclass 

Workshops was the redesign of the visual examples. While it was agreed that 

the visual examples would be based on ‘the Normals’ it was necessary to modify 

the characters to include colour and facial expressions in order to complement 

the style and approach of the Toolkits. 

Toolkit content 

The CEUD’s project team proposed the inclusion of additional content (in 

addition to that determined in the Masterclass Workshops). The additional 

content included: CAPTCHAs, error messages and newsletter guidance. 

The impact of adding the additional content identified by the participants in the 

Masterclass Workshops as well as by the CEUD project team was that several 

of the Toolkit sections significantly increased in size; so the aim of providing a 

Toolkit that could be read in 10-15 minutes was not achieved. However it was 

deemed that the benefit of applying a broader range and depth of guidance 

would be of greater value to the end user.  
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Overall it was determined that all the information provided in the Toolkits was 

essential, practical and useful to the end user. While it may not be possible to 

read each of the Toolkit sections in 10-15 minutes, the final Toolkit is intuitive 

to use and the information easy to understand – therefore it still requires 

minimal training. 

Toolkit structure 

A key area of focus following the Masterclass Workshops was the restructure 

of the Electronic and Web Based Communication section to make it easier to 

use and understand. While this section was particularly large in size due to its 

broad range of content, it has been designed so that the end user can easily 

identify the information relevant to them. This was achieved by restructuring 

the content into sections for the ‘authors/editors of web content’ and for those 

‘developing web content’ as well as more general topics such as emailing and 

SMS messaging. 

Based on feedback from the CEUD project team it was determined that the 

headings, structure and sources of good practice needed to be exactly the same 

in the Toolkits as in the related Irish Standard / SWiFT. The challenge that this 

presented was that the headings and content differed slightly between the two 

publications (for example, in the energy Toolkit the IVR chapter is in the 

Electronic and Web Based Communication section, while in the tourism Toolkit 

it is in the face-to-face, telephone and video communication section). Therefore 

there are several differences between the titles and structures of the two 

Toolkits. 

Toolkit design 

As part of the development process, once the content and structure was 

agreed, the Toolkits were created in InDesign (Adobe design software). The 

InDesign template was primarily focused on the graphic design of the final 

Toolkits. 

 

Additionally a series of Toolkit covers were designed and developed for both 

the tourism and energy Toolkits. 
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7. Final Toolkit 

Following the three stages of research, development, validation and refinement, 

two Toolkits were developed. These Toolkits will provide service managers, 

developers, providers and procurers with good practice guidance in engaging 

with customers based on the principles and guidelines of Universal Design. The 

guidance provided has been designed to be practical and easy to apply. 

The guidance provided in the Toolkits will help service providers to: 

 Increase their number of repeat customers. 

 Improve word of mouth referrals and online reviews. 

 Improve how they successfully communicate to a wider market. 

 Increase spend by their customers. 

The Toolkits can be used in three ways: 

1. For training: The guidance can be used for training staff in good customer 

communications. The Toolkit is useful as a quick reference guide, for 

classroom training and for testing the end user’s knowledge on what they 

have learnt. 

2. Everyday use: The guidance can be used when designing new forms, 

brochures, signage, websites or apps, or when asking outsourcing the 

work.  The designs can be based on the guidance provided in the 

Toolkits.   

3. As a refresher: The checklists can be pulled out or copied as a refresher; 

or they can be posted somewhere that staff can see and use.   

The information in the Toolkits: 

 Is designed for quick and easy training of staff.  

 Can be applied at little or no extra cost. 

 Is practical, easy to use and understand. 

 Can be read and understood quickly. 
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7.1 Toolkit Overview 

The Toolkits provide good practice guidance for tourism and energy service 

providers. They have been designed and developed to be easy to understand 

and read, intuitive to use, easy to apply at little or no extra cost, as well as being 

a valuable resource in creating a better customer experience. 

The output of the three stage research project is two Toolkits: 

 The ‘Universal Design Toolkit for Customer Engagement’ for the tourism 

sector 

 The ‘Universal Design Toolkit for Customer Engagement’ for the energy 

sector 

There are four (colour-coded) sections in each of the Toolkits: 

 The Business case and Overview 

The Business Case and Overview outlines the value of applying Universal 

Design in customer engagements. Additionally it focuses on the ‘bottom 

line’ benefits for the businesses. 

 Written Communication 

Written Communication provides guidance on communicating with 

customers using written communication; providing guidance on a range 

of topics from formatting and writing guidelines, to form and signage 

design. 

 Face-to-Face, Telephone and Video Communication 

Face-to-Face, Telephone and Video Communication provides guidance 

on communicating with customers verbally and awareness around non-

verbal behaviour (specifically body language). 

 Electronic and Web-based Communication 

Electronic and Web Based Communication provides guidance to authors 

and editors who write web content, designers and developers of web 

content as well as guidance to end users on topics including social media, 

SMS messaging and emailing. 
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Figure 8: The four sections of the tourism Toolkit 

 

 

7.2 Toolkit structure 

The structure of the Toolkit sections are as follows: 

1. Introduction: is a one page overview of the Toolkit section; specifically 

a definition of Universal Design and an outline of the benefits of applying 

the Toolkit. 

2. Good practice guidance: Practical guidance is broken down into 

chapters on specific topics. The guidance provided is supported by visual 

illustrations of good and bad practice examples of customer 

engagements. (See Figure 7 below). 
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Figure 9: Practical guidance supported by visual examples 

 

3. Checklists: this is a summarised version of the key learning and practical 

guidance from each chapter. (See Figure 8 below). 

4. Test your knowledge: this is a set of multiple-choice questions to test 

the service provider’s understanding of the content and what they have 

learnt. (See Figure 9 below). 

       Figure 10: Checklists           Figure 11: Test your knowledge 

    

 

  



Universal Design Toolkit for Customer Engagement: Research Report 

40 

 

5. Communication design: this is a set of questions to guide service 

providers in designing and developing new products and services. 

Figure 10: Communication Design  
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8. Recommendations 

The following recommendations were made based on the research process 

undertaken in the development of the Universal Design Toolkits for the tourism 

and energy sectors. 

 The impact of the Toolkits should be captured; both in relation to the 

tourism industry and energy sector. This could be particularly interesting 

from the perspective of micro and small tourism businesses (as almost 

94% of European tourism companies employ less than 10 employees). 24 

Unless tourism and energy see the tangible value of Universal Design, 

they will not apply it in their business. 

 Businesses need to be introduced to the value of the Toolkits and the 

impact they can have. If businesses are not aware that the Toolkits are in 

existence, they will not be used. The challenge this poses is how to reach 

their target market.  

In the majority of cases the main beneficiaries of these Toolkits are micro 

and small businesses that engage with customers – as many of the larger 

organisations already have established processes in place. Awareness 

needs to be raised around the Irish Standard, SWiFT and the 

corresponding Toolkits. Additionally the adoption of Universal Design in 

customer engagement needs to be driven from the top of organisations 

(such as Managing Directors) down. This could be achieved by: 

 Presenting the Toolkit at tourism and energy conferences, events, 

workshops and programmes. 

 Sending businesses a brochure on the Toolkits and the Irish 

Standard/SWiFT -identifying where it can be downloaded. 

 Select champions who could pave the way in the adoption of the 

Toolkit and illustrating the impact it can have. 

                                         

 

24 Norm APME. Making standards better for SMEs. Available from: 

[http://www.normapme.eu/en/page/42/tourism]. (Accessed 14/2/13). 
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 The Business case and overview section should be updated with statistics 

and case stories from local Irish businesses who have applied the good 

practice guidance in the Toolkit. 

 This should include real visual examples of before and after 

businesses have applied the Toolkit. For example, before and after 

samples of: 

 Menus 

 Bills 

 Websites 

 The Toolkits should be expanded to cater for additional industries – the 

good practice guidance provided in the Toolkit would equally beneficial 

to all businesses and organisations that work with customers. 
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9. Terms and Definitions 

Toolkit 

An assembly of tools and resources based on methods and specifications. 

 

Universal Design  

1. means the design and composition of an environment so that it may be 

accessed, understood and used - 

i. to the greatest practicable extent, 

ii. in the most independent and natural manner possible, 

iii. in the widest possible range of situations, and 

iv. without the need for adaptation, modification, assistive devices or 

specialised solutions, by persons of any age or size or having any 

particular physical, sensory, mental health or intellectual ability or 

disability, and 

2. means, in relation to electronic systems, any electronics-based process of 

creating products, services or systems so that they may be used by any 

person. 

[Source: Disability Act 2005] 

 

Customer engagement 

The combination of the multiple interactions that happen between service 

provider and customer. They can be customer led or provider led and can 

happen on or off line. 

 

Customer service 

Customer service is the provision of service to customers before, during and 

after a purchase. A series of activities designed to enhance the level of customer 

satisfaction.  
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11.  Annex 1 

11.1 Stakeholder Consultation: Interview Participants 

The Stakeholder Consultations were undertaken with the following energy and 

tourism stakeholders, and organisations representing end user groups: 

Tourism and Energy organisations and businesses 

 Adventure Islands, Co.Mayo 

 Adventure West, Co.Mayo 

 Airtricity 

 Blackfield Surfing School, Co.Mayo 

 Clew Bay Bike Hire, Co.Mayo 

 Clew Bay Hotel, Co.Mayo 

 Clew Bay Ridding School, Co.Mayo 

 Delphi Resort, Co.Mayo 

 Electricity Supply Board (ESB) 

 Fáilte Ireland 

 Irish Hotels Federation (IHF) 

 Restaurants Association of Ireland (RAI) 

 The Arts Council 

 Vintners Federation Ireland 

 Westport Woods Hotel, Co.Mayo 

 

Organisations representing end user groups 

 Age & Opportunity   

 Centre for Independent Living (CIL) 

 DeafHear 

 Irish Society for Autism 

 Little People of Ireland (LPI) 

 MS Ireland 

 National Council of the Blind Ireland (NCBI)  

 National Council of the Blind Ireland (NCBI) – CFIT  
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11.2 Stakeholder Consultation questions set 

Tourism and Energy Stakeholders Question Set 

1. From your knowledge and experience what are the main problems 

customers’ experience?  

a. In reading written communication (bills/leaflets) 

b. In communicating with staff over the phone or face-to-face 

c. In communicating through email, website, social media etc. 

2. Do you or your employees/members to the best of your knowledge use 

any particular documents or resources to provide Universal Design 

guidance for customer engagement? (i.e. guidance on written, verbal, web 

and electronic communication) 

3. What information would you find most useful for your business? (For 

example, information on how to engage with your customers better over 

the phone). 

4. How would you like the information presented? (For example, using 

pictures, using bullet points, in quiz/activity format etc.). 

5. Do you have any preferred format for the Toolkit to be most useful to 

your business? (For example online or as a booklet). 

6. Would you use a Toolkit like this? 

7. Would you/your members/employees find a resource like this useful? 

8. Can you give an example in your business sector of good Universal 

Design customer engagement?  
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Customer user group question set 

1. What problems/barriers if any have you or your members experienced 

when engaging with businesses in either the tourism or energy sectors? 

What were the problems in relation to: 

a) Written communication  

b) Phone and face-to-face communication 

c) Web and electronic communication  

 

2. What do you think could make your or your members’ experience 

better when engaging with the tourism and energy sectors? 

What do you think could make your or your members’ experience 

better In relation to: 

a) Written communication  

b) Phone and face-to-face communication 

c) Web and electronic communication  

 

3. Are there any particular examples of organisations in the tourism and 

energy sectors that you feel provides good Universal Design customer 

engagement that is that is easy to use, access and understand for all 

customers? 
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12   Annex 2 

The Masterclass Workshops were attended by the following energy and tourism 

stakeholders, graphic and web-design consultancies and customer user groups: 

Customer user groups 

 Age & Opportunity 

 DeafHear 

 Down Syndrome Ireland 

 Irish Polish Society  

 MS Ireland 

 National Adult Literacy Agency (NALA) 

 National Council of the Blind Ireland (NCBI) / CFIT 

Tourism and energy stakeholders 

 Airtricity 

 Arts Council 

 Bus Eireann 

 Commission for Energy Regulation (CER) 

 Dublin Bus  

 Dublin City Council 

 Energia 

 Equality Authority 

 Electricity Supply Board (ESB) 

 Fáilte Ireland  

 Irish Hospitality Institute 

 MCI 

Graphic and web-design consultancies  

 Design Factory 

 Persona Branding & Design 

 pTools  

 RedDog 
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Micro and small tourism businesses 

 Adventure Islands  

 Adventure West  

 Blackfield Surfing School  

 Clew Bay Bike Hire  

 Clew Bay Hotel  

 Clew Bay Ridding School  

 Delphi Resort  

 Westport Woods Hotel 

Please note that several representatives attended from some of the 

stakeholders listed above. In addition the workshops were attended by four 

representatives from the NDA and Centre for Excellence in Universal Design 

(CEUD). 

 

 




