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John Clarkson

Business Case for Inclusive Design 

Section heading

Design

• A coffee pot for use on 
airlines

• Highly functional
• Highly usable

Good design responds to need Good design responds to diversity

• An injector for daily   
use by all ages

• Highly functional
• Highly desirable

Good design adds value

Source: Design Council (2005)

Understanding people
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Understanding people

60 Million
UK Population

47+
Half Adults

17%
Disabled

14%
Arthritis

15%
Hearing Impairment

3%
Visual Impairment

18%
Children

23%
Grandparents

1 in 10
Left Handed

8% Men
0.4% Women

Colour Blind

6%
Asthma

2.5%
Diabetes

50 : 50
Gender

Understanding people

Understanding people

It is normal to be different • Most populations are ageing rapidly

Population change

% Increase 1990-2050
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Source: US Census Bureau (www.census.gov)

• Variation of capability

Population change
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Age Band
Source: UK Office National Statistics

“ Inclusive design is the design of mainstream products 
and/or services that are accessible to, and usable by, as 
many people as reasonably possible …

… without the need for special adaptation or specialised 
design ”

Population change

Source: BS 7000 Part 6, Guide to Managing Product Development



3

Section heading

People

Does it really matter?

Does it really matter?

Potential Support Ratio (PSR) is the ratio of the number of 
15-64 year olds who could support one person 65+

• In 1950 the 
PSR was 12:1

Does it really matter?

• In 2000 the 
PSR was 9:1

• In 2050 the 
PSR will be 4:1

Does it really matter?

Independent living goes from being 
an aspiration to an imperative

• In 2050 for the
developed world
it will be 2:1

Does it really matter?
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Packaging Packaging

Things have got complex

• Simplicity on its own is not enough
• Products must first be accessible

Tesco access website

• Minimal use of 
graphics

• More than 25,000 
new customers 
generated

Understanding design

Product Experience
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Inclusive design = better design

Section heading

Users
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Real users Personas

Personas Personas

Personas Model of interaction

• Interacting with 
products and/or 
services involves 
three main stages: 
sensing, thinking 
and acting
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Model of interaction

• Vision
• Hearing
• Communication
• Intellectual functioning
• Locomotion
• Reach and stretch
• Dexterity

Variation of accommodative ability

Mean

Upper limit

Lower limit

Age (Years)
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A matter of life and death? A matter of brand identity?

Vision impairment simulator Vision impairment simulator
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Frequency (Hertz)
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Variation of hearing ability

speech

Hearing impairment simulator

Variation of cognitive capability
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Verbal IQ

Performance IQ

Excessive cognitive demand?

jar

Variation of grip strength
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Grip strength 
Endurance

Grip strength

Dexterity impairment simulator
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It’s not all bad news…

4.4
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• Satisfaction with life overall by age

Source: British Household Survey (4 waves from 1996 to 2000)

Section heading

Inclusive Design

Simple and stylish Model of interaction

• Products and/or 
services make 
demands on people’s 
capabilities

• If the demands exceed 
these capabilities, 
exclusion or difficulty 
may arise

Exclusion analysis

Current product

Exclusion analysis

Current product 
(~4.0m adults 
excluded in GB)
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Exclusion analysis

New concept 
(~2.1m adults 
excluded in GB)

Better design = good business

Understanding business

Section heading

Resources

Able-bodied users

Fully 
Able

Moderately     
Able

Partially 
Able

Minimally               
Able

Extreme users

Fully 
Able

Moderately     
Able

Partially 
Able

Minimally               
Able

Boundary users

Fully 
Able

Moderately     
Able

Partially 
Able

Minimally               
Able
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Personas

Fully 
Able

Moderately     
Able

Partially 
Able

Minimally               
Able

Fully 
Able

Moderately     
Able

Partially 
Able

Minimally               
Able

Personas

Vision simulator

Fully 
Able

Moderately     
Able

Partially 
Able

Minimally               
Able

Vision simulator

Fully 
Able

Moderately     
Able

Partially 
Able

Minimally               
Able

Reach and stretch simulator

Fully 
Able

Moderately     
Able

Partially 
Able

Minimally               
Able

Dexterity simulator

Fully 
Able

Moderately     
Able

Partially 
Able

Minimally               
Able
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Capability data

Fully 
Able

Moderately     
Able

Partially 
Able

Minimally               
Able

Demand assessment

Low 
demand

High 
demand

Calculator Reference material

Section heading

Workshop

Introduction to personas
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Introduction to personas Introduction to assessment

Introduction to assessment Section heading

Summary

Understanding people

It is normal to be different

Understanding design

Product Experience
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Inclusive design = better design
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Better design = good business

Understanding business


