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        Content for Everyone is a must-read for creative entrepreneurs looking to improve the usability and accessibility of their website, email, and social media content.

      

        

      
        With over a billion people living with some form of disability worldwide, it's more important than ever to make sure your content is accessible. In this easy-to-follow practical guide, you'll learn techniques to make your content more accessible without needing any in-depth technical knowledge. From adding meaningful alternative text to images, to choosing colors with enough contrast for easy readability, to adding captions to your videos and more, Content for Everyone has everything you need to reach a wider audience and improve the user experience for everyone.
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            INTRODUCTION: WHO WE ARE AND WHY WE WROTE THIS BOOK

          

        

      

    

    
      Educating companies around the world about web accessibility is the way we both spend most of our working days. We've worked together for over 10 years for a company called UsableNet, which was founded back in 2000.

      UsableNet’s first product was a tool to help web developers who used Macromedia Dreamweaver and Microsoft FrontPage make websites accessible. Michele was an early employee with UsableNet, and Jeff joined in 2011.

      Jeff is the Director of Accessibility Operations and is a Certified Professional in Accessibility Core Competencies (CPACC) by the International Association of Accessibility Professionals (IAAP). Michele is the Vice President of Delivery and Accessibility Operations and has an extensive background in web accessibility. In our roles, we consult with companies large and small from around the world on their efforts to make their websites, apps, and other digital properties accessible.

      This book came about because Jeff is also an author and podcaster. Since 2009 he's published gay romances and young adult fiction featuring LGBTQ+ characters, and in 2015 Jeff and his husband created the Big Gay Fiction Podcast.

      As he created websites for these endeavors, he did everything he could to make the sites accessible with the limited technical skills he had. There’s a difference between knowing what needs to be done and knowing how to do it.

      As he visited the websites of other creatives, he saw little consideration for the barriers these sites present for people in the disabled community. The oversight likely wasn't deliberate but more a case of not knowing what to do and how to do it.

      In passing, Jeff mentioned to Michele that he was considering writing a book on accessible content designed for creatives who are primarily creating digital content on their own—whether it’s a website, social media post, podcast, email newsletter, or other digital content. In short order, it became a project to do together.

      There are many things that you, as a creative entrepreneur, can do with limited technical know-how to make your content available for everyone.

      Our goal is to keep this book simple, as we’re assuming that you're not a web developer but someone who knows how to use the website, social media, and email platforms you've chosen.

      We want to help you make your content more accessible using the tools you have available. We’ll also provide some additional guidance in case you are able to work with a developer or designer on your website and content.

      At times, we’ll discuss the legal aspects of web and digital accessibility. Please be advised that we are not attorneys and are not providing legal advice in this book or on the Content for Everyone website. We are simply providing information that’s based on our experience in this field.

      Thanks for picking this book up and doing your part to make content accessible and usable for everyone, or in other words becoming more inclusive.

    

  


  
    
      
        
          
            WHY ACCESSIBLE CONTENT MATTERS

          

        

      

    

    
      Because it is the right thing to do!

      It also helps you get your message out to everyone, with no exceptions.

      Are you an author promoting your latest book?

      Are you a podcaster putting the word out about your show?

      Are you a painter or sculptor sharing your latest creation?

      Are you a musician showcasing a new song?

      No matter how you express your creativity and how you put that out into the world, your business relies on connecting with your current and future audiences so they can find out about what you’ve made and how they can get it.

      Accessibility is about being inclusive so that everyone who wants to interact with your content feels included because they can access it in the way that works best for them.

      In this day, with all the knowledge and technology that’s available, it should be commonplace to find that content is accessible. Sadly, that’s not the case. It’s more common than not to find inaccessible content.

      You can help change that by making sure what you put online is as accessible as possible and encouraging your friends and colleagues to do the same.

      Before we get into what you can do, let's review some statistics that help illustrate how important this is.

      
        
        By the Numbers

      

      

      Here are statistics about the known disabled population around the world:

      
        
          	
        United States: 61 million adults live with a disability. That translates to roughly 1 in 4 U.S. adults.⁠1
      

      	
        Canada: 6 million, or 22% of Canadians aged 15 and over.⁠2
      

      	
        United Kingdom: 14.6 million, or 22% of adults.⁠3
      

      	
        European Union: Approximately 100 million, or 20% of adults.⁠4
      

      	
        Worldwide: More than 1 billion, or approximately 15% of the world’s population, live with some form of disability.⁠5
      

      

      

      Regardless of the country or region, between 15 and 25 percent of the population lives with some form of disability.

      These numbers do not include people who have a temporary impairment. Consider someone who broke their wrist and can’t use a mouse. They might have to navigate their computer with a keyboard only. Or someone who wears glasses and lost them. Until they got a new pair, they might need to use a screen reader or some type of screen magnification to engage with text.

      There are also situational impairments to consider. These are things that happen only in certain situations but can impact the ability to use digital content. For example, someone might need to activate captions to engage with a video if they’re in a crowded place and don’t have earphones for private listening. If someone is outside in the sun, glare might obscure their phone screen, so they might activate the phone’s screen reader to help them read text on the screen.

      Don’t forget there can also be episodic impairments. Consider how a migraine, severe arthritis, vertigo, or other types of flare-ups can impact how someone interacts with the world and digital content.

      The number of people with disabilities also increases as the population ages simply because as people age, they are more likely to become disabled.

      Internet users are also older than ever before, especially since the COVID-19 pandemic forced many activities online, and therefore seniors have had to become more web-savvy. Now the internet is widely used by all ages to have easier access to goods, services, and content.

      As these disability statistics explain, there are many people who may not be able to interact with the content you're creating. If your website and digital communications aren't created with accessibility in mind, you might not be connecting with someone who would love your creations.

      
        
        Four Primary Disability Types

      

      

      One of the major myths we routinely debunk is that accessible content means that it’s available to blind people who navigate with screen readers. While people who are blind and visually impaired are among the groups to consider, it is not the largest.

      Here are the four primary disability types, and the percentage of adults in the U.S. who live with the disability.⁠6

      Mobility: This is the largest group at 11.1%. Mobility impairments include cerebral palsy, muscle and joint conditions such as arthritis, and paralysis to name a few.

      You may not think that a mobility impairment can cause trouble using a website; however, consider severe arthritis that might prevent someone from being able to hold and use a mouse or to tap on a screen accurately.

      Cognitive: This is the next largest group at 10.9% of the U.S. adult population. Cognitive impairments include autism, any issues with text, math, or visual processing, and attention deficit hyperactivity disorder (ADHD) to name a few.

      Things that can be difficult for people in this group include anything on a site that moves automatically—a carousel, a video, an animation—because it could be a distraction. Someone with dyslexia might have trouble if you’re using fancy, curly fonts as it may be more difficult for them to identify the words.

      Auditory: Some form of hearing loss is present in 5.7% of the population. This group is key for anyone creating audio content as you must make it available in another format—transcripts and/or captions—so anyone can consume and enjoy it.

      Visual: This group is 4.9%. Blindness, low vision, color blindness, and other forms of vision loss impact the way people perceive content. For the blind, screen readers—including text-to-speech tools and braille monitors—allow them to navigate digital content.

      For those with vision loss, they rely on content being displayed with proper color contrast and that color isn’t the only way important information is presented, among other things.

      Of course, it’s quite possible that people may have more than one disability, such as someone who may have low vision and ADHD or someone who may have hearing loss along with tremors in their hands.

      The possible combinations are numerous, and in each case how someone navigates websites could be different, so it’s important to consider content accessibility from that understanding as well.

      In addition, there may be members of your audience who use alternative ways to access content because it works best for them. For example, while screen readers are primarily used by those who have visual impairments, someone with dyslexia may use one as they’re visually reading text on the screen to help ensure they understand. Someone who has no hearing loss may read a podcast transcript rather than listen to the show because they may comprehend better when reading rather than listening.

      The information we give you in the “Practical Guide” section takes these scenarios into account. You’ll find that we indicate how each type of impairment benefits from accessible content.

    

  


  
    
      
        
          
            ACCESSING CONTENT ON THE WEB

          

        

      

    

    
      It’s no surprise there are many ways to access digital content through a website, an app, social media, and email. Think about the technology you own and how you use it. The most common items include:

      
        
          	
        A desktop or laptop computer that is navigated with a mouse, trackpad, or another pointing device.
      

      	
        A tablet, which is navigated by tapping and swiping the screen.
      

      	
        A mobile phone, which is also interacted with by tapping and swiping.
      

      

      

      In addition, there’s also assistive technology that can be used to interact with the digital content. “Assistive technology” is a term often used to describe anything that is used to increase, maintain, or improve the functional capabilities of the person using the technology.⁠1 Assistive technology helps people who have difficulty moving, speaking, typing, writing, remembering, pointing, seeing, hearing, learning, and so on. Different disabilities require different assistive technologies.

      Most computers, tablets, and phones, especially ones using a recent version of the operating system, have assistive technology options built into them that can be configured and used as needed.

      Examples of this include:

      Screen reader: A text-to-voice technology that can read the on-screen text, read announcements that pop up on screen, and provide descriptions of visual content such as images.

      Zoom: Adjusts the size of what’s on the screen.

      Display features: Allows the user to invert and adjust colors (such as “dark mode”), improve color contrast, reduce motion, help the user find the mouse pointer, and differentiate elements without the use of color.

      Screen flash: Used to indicate an audio alert.

      Convert to mono: Plays stereo audio as mono to help users with hearing impairments.

      Voice control: Allows controlling the device with voice commands.

      Controller customizations: Adjusts the mouse, keyboard, and other controllers to behave in the best way for the user.

      We encourage you to explore the accessibility settings on the devices you use so that you can understand what it means to use them. You’ll typically find them in the general settings for your computer, tablet, or mobile phone. Within settings these are usually labeled as “Accessibility,” “Accessibility Features,” or “Ease of Access.” Some of these features take time to learn how to use efficiently, but they are useful to know so you understand the accessibility of your website and the content you’re posting across the web.

      How well assistive technology works can be impacted by the structure of your website and the content you publish, as well as your content in emails and social media posts.

      
        
        Different People, Different Approaches to Content

      

      

      Everyone has unique preferences for accessing digital content, which include choices like the device used, the software and apps, the platforms they interact with, and other variables. For people with disabilities, they may use additional technologies as we noted, and how they access—and if they access—content can be impacted by how that content is presented.

      We spoke with four people to help you understand how the choices you make when you create content can affect how it’s accessed. Keep in mind, each of these people represents a unique example. While their experiences may be the same as others, there may also be differences.

      
        
        Joe DiNero

      

      

      We work with Joe at UsableNet where he is the lead of the user testing team that tests websites and mobile apps for accessibility. He’s also an assistive technology specialist at Helen Keller Services for the Blind, a nonprofit organization that offers a wide range of services and programs for people of all ages who are blind or have vision impairments. As part of his work with Helen Keller Services, Joe teaches people who are blind or visually impaired how to use assistive technology to aid them in becoming more independent.

      Joe is legally blind, having lost his sight as an adult. While he still has some vision, he relies on a screen reader when using websites, apps, and reading email. He’s a big music fan, keeping up with bands on their websites, and he also moderates several Facebook groups that focus on music.

      Joe told us about what affects his ability to interact with and consume content effectively.

      Headings: “I can’t tell you how many sites where you get to the home page and there is a ton of material on the page but not one heading on it,” Joe says. “That takes away one of my main navigation tools.”

      While you may have bold text that’s designed to designate a heading, that will only be available to someone visually engaging with the site. Unless headings are created correctly, they won’t be available to assistive technology like a screen reader.

      Links and interactive elements that are not labeled well: Links that are not labeled, such as those with linked images, or a page that is full of “click here” links make navigation more of a challenge. In those instances, Joe says he then must read through all the content to determine where the links will go, rather than getting the information from the link itself.

      Keyboard interactions: Being able to operate buttons, links, and other components can be a significant barrier, especially to purchasing something.

      “This happens a lot with smaller sites,” he says. “The product pages sometimes don’t have buttons that interact well with the keyboard, and so it can be difficult to purchase something.”

      Alternative text for images: It’s important, especially when making a purchasing choice, that there’s alternative text to describe the image and its function within the context of the page so that people who can’t see the image understand what they’re buying.

      Another area for alternative text is if there is text that’s part of an image. “If someone’s got a review of their concert in an image, the alt text becomes very important. If it just says ‘image of text’ [or there’s no alternative text or it’s wrong], that doesn’t really do a lot for me.”

      Alternative text for images is important on social media as well. “With the Facebook groups I moderate, you’ll get the posts that say, ‘today on my playlist is this…’ and it’s three images that are all album
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