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“Our organization welcomes all audiences, including people with
disabilities, older adults, and veterans. If you need accommodations,
please contact X at Y email and Z phone number.”

Every organization should have a statement of accessibility and contact
information on how to request an accommodation

NEA guide on how to communicate with or about people with
disabilities in Design for Accessibility
http://www.dhs.gov/sites/default/files/publications/guide-interacting-
with-people-who-have-disabilties_09-26-13.pdf
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Successful Accessibility

Strategy
Include people with Strategy
disabilities in program .

development.
* Keep an open mind.

* Do not assume one size fits
all.

* Define why this market
needs your services.

* Become involved with
community organizations
that focus on disability
related issues.

Informing and advertising to
the public about the
accessibility of your facility,
program or services should
be included in your
organization’s overall public
relations strategy and
targeted to specific groups.



Sans symbols



Where to
Start

Use feedback from focus groups to determine
best way to distribute.

Create policies that protect your patrons, but
allow sharing mailing lists across access and
arts organizations.

Create your own Access brochure.

Make sure your website is accessible to all
patrons.



Market your accessibility
Don’t hide the

To board members
Patrons
Media

Community

information, put it
where the rest of the
facility information is.
Bookings are often
made by friends, family
or employers. Headings
such as “special
facilities” or
“compliance
requirements” are
meaningless and
demeaning.

Provide enough detalil



Look for potential barriers
anything that would make it
difficult for someone with a
disability to read, see, hear or
understand.

For example:

e Someone with vision loss may
not see a sign or be able to
read a printed brochure.

o If they can’t hear the narrator, Ba rriers

someone with hearing loss
might not understand a video.

e Text-heavy reports may be
hard for someone with a
learning disability to
understand.



Personalize your approach

A personal invitation is powerful!
Send invitations through disability organizations.
Work to avoid non-personal mass mailings.

Conduct focus groups and recruit access advisory
committee members through your patron base and
local disability social groups and organizations.

Develop a database of interested patrons.



Symbols



What to make accessible

What information does your organization create and how do
you interact with your customers and employees? Consider
things like:

brochures or catalogues

reports and memos

menus

signs

emergency plans

surveys or comment cards

website

email

telephone

meetings

presentations

announcements



Access Marketing

List what you offer
* Use photos of people

Access visible on . L etees
showing disabilities

website

. .  Personal stories
Website accessible

: e c M nd Gr
Marketing material in eet and Greets

different formats * Include media for

access in your budget

* Attend and exhibit at
conferences for people
with disabilities

Use symbols



The Message

* Show people of all abilities in the ads!
— With the focus on them, not their disability or equipment
— Don’t devalue participation by using inappropriate settings
or perspectives
* Language
* Where and how you present it
— Does it look like an afterthought?
— Is it too small

— Do your symbols have descriptions?

— Present specifically what you offer; i.e.
* Ramped entrances

e Accessible parking
* Audio description



Mixed
Messages



The importance of
language

* People First Language
e Cultural shifts occurring

— Acceptable wording is generally the most inclusive and
positive.

— Florida Disabled Outdoors Association enriches
lives through accessible inclusive recreation for all.

— Words no longer in use “special”, “mentally retarded”,
“handicapped”, “crippled”, “deaf and dumb”, “spastic”,
“victim of/suffers from/afflicted with” birth defect,
congenital defect, deformity



Francine Andersen

When in doubt, you can’t go wrong taking a People-first language approach.

Remember to always describe the ACCOMODATION/service being provided, as
opposed to describing the disability. For example:

“Accessible seating” as opposed to “disabled seating”

“Accessible parking” as opposed to “wheelchair parking”

“Accessible bathroom” as opposed to “handicapped bathroom”
“Sensory-friendly programs” as opposed to “autism-friendly programs”

A wonderful sentiment often quoted by inclusion expert Beth Gordon that |
always keep in mind is: “People may not remember exactly what you did, or what
you said, but they will always remember how you made them feel.” — Maya
Angelou

Chief of Arts Education
Miami-Dade County Department of Cultural Affairs



Athletes



Avoid describing disability in medical terms

Describing a person’s disability in terms of a medical
‘condition” —

* such as epilepsy, polio, paraplegia, blindness,
schizophrenia or autism

 — focuses attention on the disability rather than on
the person as an individual. These terms also suggest
sickness and imperfection and reinforce negative
assumptions and stereotypes about people with a
disability.



Military Culture

Vets and Kilimanjaro



Phillip A. Collazo, MSEd., CYT

A World without Labels

“The labels that describe us do not necessarily define us.”



Existing Formats
How to Make Accessible

Printed or electronic document
— Read the document out loud or explain it
Make a large print version

— Create a structured electronic file — a file using pre-set headings, styles, and
lists — so people can read it with their Assistive devices, like screen readers. You
can also use it to produce other accessible formats.

Technical or complicated information
— Use common words instead of jargon
— Break text into shorter sentences and paragraphs
— Use graphics to add meaning
Graphic
— Include a written or verbal description
Sign
— Use larger text, simple pictograms, strong color contrast, and/or tactile elements
— Verbal or audio

— Make it visual — write it on a piece of paper, put it in an email or on a digital
screen

Video
— Transcriptions
— Alternative formats, ASL



Existing Formats
How to Make Accessible

 Video
— Add subtitles and/or video descriptions
— Provide a transcript
— Consider an in-person presentation or conversation
+ Telephone Use text-based technology such as email, texting or instant messaging

— Use technologies designed for the hard of hearing like a teletypewriter (TTY) or a telephone
relay service

* Presentation
— Share a copy of your presentation materials (e.g. PowerPoint slides or transcript)
— Hire a sign language interpreter
— CART Services
— Using a microphone (which also allows for audio amplifiers when available.)



Alternative Marketing Materials/

Methods

* Large Print /Black and white
 ASL video advertisements
e Braille



What if | can’t make it accessible

Some information is extremely difficult or impossible to alter and
still convey the same meaning. For example, comprehensive
charts may be unconvertible. If you can’t make it accessible,
explain why and provide a summary of the information instead.

Can I charge a fee for making it accessible?

No. If you provide information for free, you must make it
accessible for free. If you charge peopie for the information, you

cannot charge more for the accessible version.

Once requested, you must provide accessible information as soon
as possible. How quickly you can provide it may depend on the
amount of information, its complexity and the format requested,
combined with your organization’s resources. In some cases, you
may be able to provide accessible formats instantly. In other
cases, it may take longer.



Web5|te Tips when Uploading Collateral

Materials are not download as a picture- but in a format that can be read!
— Browsealoud is available to ensure that all pages can be read out loud to any
visitor
— All pictures have an alternative text description

— There is an easy to use text-resizer on all pages for those with JavaScript enabled
on their computers. Our stylesheets allow for text resizing using the View — Text
Size option in the browser toolbar for those who do not have JavaScript enabled.

— Materials can be viewed using a variety of color schemes ensuring it can be used
by visitors who find the existing color scheme hard to read

— Use Plain English in all written content

— Only use tables where there is a need to represent normally tabulated content i.e
timetables

— The materials can be navigated without the use of a mouse
— A non-serif font is used for easier readability
— Using all-capitals for emphasis is confusing

— Use a hierarchy of heading markups i.e an <h1> tag for main headings, <h2> for
secondary headings etc which makes it easier for screen readers to work out the
structure of a page

— Check that your site can be viewed in a logical order when all styling is turned off

— If there is an instance when our site does not meet the need of a specific disabled
user group we will make changes to our current content, wherever appropriate, so
that we can become more inclusive to a wider audience.



Kennedy Center



Join the Florida Division of Cultural Affairs in partnership with VSA Florida for

SUCCESSFULLY ACCESSIBLE

A LUNCH HOUR WEBINAR SERIES

This series of webinars will help arts and cultural organizations to successfully design,
create and implement accessible programming, events and environments for their
patrons. Each session will include DCA staff and guests who can provide information
and experience on the importance of making the arts accessible to all Floridians. There
will be time for questions and answers.

JOIN US ON THE FOURTH WEDNESDAY OF EVERY MONTH THROUGH JUNE:

January 22 1 2:00pm - Engaging Audiences & Patrons through Accessibiity
Symbols

February 26", 12:00pm — Making Your Marketing Materials Accessible
March 26" 1 2:00pm - Making Your Online Marketing Accessible

April 23 41 2:00pm - Thinking Outside the Box: Partnering & Funding for
Accessibility Efforts

May 27" 1 2:00pm - Inclusive Tourism and Tourism Marketing of Accessibility
June 25™ 1 2:00pm — Accessibility and New Audiences:. Marketing Locally

Each session’s resources and transcripts will be made available online after each webinar at
florida-arts.org/resources/accessibility.




