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Key Messages
· Blind and partially sighted (BPS) people have the right to equal access to products and services under the Equality Act 2010 (4)
· Some 2 million potential BPS UK shoppers could benefit from improvements to retail accessibility, in-store and online (1, 2)
· Despite the law, and sound business motives to be inclusive, BPS people still face barriers to selecting and buying what they need
· Many staple products and services, physically and online, are difficult or time-consuming to acquire for those with low or no vision e.g., clothes and groceries
· This gulf in customer experience, while often unintended, can have huge time implications on the task of shopping that most take for granted, causing real impact on quality of life long-term

What we know 
VI sector research shows BPS people are statistically less likely to go out than their sighted peers (5, 6). It logically follows that they are also less likely to benefit from shopping experiences and the rich product choice it provides, because it can involve so many obstacles and delays.

We Are Purple research shows 75% of Disabled people have walked away from shops because of poor customer service or general inaccessibility (7) and it is safe to assume that BPS people specifically have had similar experiences to this broader data pool.

Ongoing delivery with retailers by Sight Loss councils reveals that even basic visual impairment awareness training for any service provider can positively affect standards, while factoring such knowledge into accessibility policies can meaningfully sustain them.

Matching this with accessible digital provision can have a disproportionately positive effect on BPS shoppers, as it removes the logistical challenge often posed by turning up in person.

Retailers using available web access guidance for such things as colour contrast and graphic labelling can widen options for BPS people and thereby enlarge their customer bases.

Verbal product descriptions online can allow some BPS people to select items without touching them, but this is a matter of customer choice and not a reason to dodge reasonable adjustments in store.

Businesses are missing out on the so-called Purple Pound. We Are Purple estimate the total value of disabled people’s spending power in the UK to be £275 billion in 2020 (7), shared among some 13 million people. Of these, 2 million have visual impairments (1, 2).

What we believe
BPS customers should receive assistance from staff in any shop to find products, changing rooms, checkouts and exits as reasonable adjustments. such assistance should be part of any staff training.

Large retailers should have help points where BPS people may request assistance and waiting time should be kept to a minimum as a matter of company policy.  this facility should be promoted online.

Larger chains should always provide one secure, accessible payment terminal minimum, either with a tactile keypad or speech output, which all staff can operate and explain.

Major retailers should be ready to consult the sector and BPS people to learn good customer service practice. Such service for BPS people should be compulsory in staff accessibility training. 

Nobody should be refused help because of perceived risks arising from a disability or because of objections to assistance dogs.

Digital access should always be at the forefront of web and app design to guarantee an equal experience online. Part of such an experience should include verbal descriptions of products, or alt text labels for graphics as a minimum. 

What we do 
Campaign for change nationally, alongside local awareness raising via Sight Loss Councils, with the latter using the influence of volunteers with lived experience to lobby for improved service delivery and accessibility.
Offer more visual impairment awareness training when requested via our Sight Loss Councils volunteer members, so shop staff can offer more confident and sensitive customer service to BPS people.

Offer resources online by way of extra staff guidance, with a commitment to add new materials or signpost as appropriate
Influence national agencies (regulators, unions, trade associations) as to how they address this issue within the broad retail sector.

References
(1) [bookmark: _Hlk109309803][bookmark: _Hlk132359805]For up to date information on the demographics of sight loss, follow this link to the RNIB’s Knowledge and Research Hub.
(2) More detailed, searchable  breakdowns of sight loss demographics is also available from the RNIB’s Sight Loss Data Tool.
(3) Visit this page of the Sight Loss Councils Website to download our Retailers guide which contains tips on all of the practical assistance points listed here.
(4) For more on reasonable adjustments under the Equality Act 2010, visit these Legislation.gov.uk pages.
(5) Guide Dogs Let's Open Doors report (azureedge.net)
(6) VI Lives Report , a research partnership between Thomas Pocklington Trust, Guide Dogs UK and RNIB
(7) Click here for We Are Purple stats and general information on The Purple Pound 
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