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Guidance on Public Information and Marketing 
 
For patrons and visitors with disabilities the option to participate in a cultural 
event should be based on choice and not limited by lack of access. 
 
Evaluate your organizations marketing plan to see that it promotes your accessibility. 
 
Central to your outreach, public information, and marketing is communicating to the 
public about the accessibility of your facility, program and services.  
 
Informing the public about the accessibility of your facility and programs is one way to 
communicate to people with disabilities that they are welcome. 
 
The use of appropriate terminology and disability etiquette communicates respect 
and a positive attitude that is welcoming to people with disabilities. 
 
In addition to physical access to programs, auxiliary aids and services provides 
effective communication and makes programs accessible and enjoyable to 
everyone. 
 
Plan to provide an opportunity for a patron or visitor with a disability to request 
the auxiliary aid or service that suits their needs. For example, not all persons who 
are blind use Braille as their primary form of communication. Whereas one person who 
is blind might request a Braille program, someone else may prefer an audiotape. 
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Ensure that your staff is trained as to the location, usage and maintenance of 
auxiliary aids such as assistive listening devices in order that they are available and in 
good working order when requested.  
 
Modify your marketing plan as needed improvements or accessibility projects are 
completed to inform and advertise your organizations accessibility. 
 
Web sites should also contain information about the accessibility of arts and 
humanities facilities and programs. Accessible Web site design benefits everyone. 
Sites are easier to navigate and information is easy to locate.  
 
Use your advisory committee to assist you in your outreach to the disability 
community and provide recommendations on your marketing and publicity materials.  
 
See also:  Step 4: Creating an Advisory Group or Committee. 
 
 Design for Accessibility: A Cultural Administrator’s Handbook: Chapter 5    

(http://www.arts.gov/resources/Accessibility/DesignAccessibility/Chapter5.
pdf ) 

 
How to Write and Speak About People with Disabilities and Older 
Adults 
 
People with disabilities and older adults, like other underserved groups, are actively 
seeking full civil rights including participation in the arts as creators, audiences, staff, 
board members, panelists, volunteers, teachers and students. 
 
The way you portray people in what you write or say may enhance their dignity and 
promote positive attitudes.  For example, refer to a person first, rather than a 
disability; this emphasizes the person's worth and abilities. 
 
Politically correct vocabularies are constantly changing. . . but the following five 
"NEVER USERS" are here to stay! 
 
1. NEVER USE the word "handicapped"; the word is disability. 
 
2. NEVER USE a disability as an adjective.  It is not a blind actor, but an actor 

who is blind.  The focus should be on the person, NOT the disability. 
 
3. NEVER USE "special"; this separates the individual from the group.  You do not 

require information regarding "special needs of the group," but "needs of the 
group."  No "special" tours, but tours that include people with disabilities. 
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4. NEVER USE euphemisms, such as "physically challenged," "handi-capable," 
etc.; these suggest that barriers are good or that disabilities exist to build the 
person's character.  The person has a disability. 

 
5. NEVER USE "clumping" or labels:  "the disabled"; "the blind"; "the deaf"; 

"A.B.s" (able-bodied); "T.A.B.s" (temporarily able-bodied); or "normal."  
Labeling people is never acceptable.  Able-bodied is a relative, judgmental term.  
"Normal" is acceptable when applied to statistical norms and averages only. 

 
 

Affirmative 
 

Negative 
 
• People with disabilities 
• A disability 

 
• The handicapped 
• The impaired 
• The disabled 
• The unfortunate 

• Person without disabilities 
• Non-disabled person 
 

• Able bodied 
• Normal person 
• This implies a person with a disability is 

not normal. 
• Person who is blind 
• Person who is partially sighted 

or has low vision 

• The blind 

• Person who is deaf 
• Person who is hard-of-hearing 

• The deaf or deaf mute 
• Suffers a hearing loss 
• “Suffers" dramatizes a disability. 

• Person who uses a wheelchair 
• Person with limited mobility 
• People use wheelchairs for 

mobility and freedom 

• Wheelchair bound 
• Confined or restricted to a wheelchair 
• Cripple 

• Person who has muscular 
dystrophy 

• Person who has multiple 
sclerosis 

• Person who had polio 

• Stricken by MD 
• Afflicted by MS 
• Polio victim 
• “Stricken,” “afflicted,” and "victim," all 

imply helplessness, and emotionalize 
and sensationalize a person's disability.  

• Person who does not speak 
• Non Verbal 

• Dumb 
• Mute 

• Person with epilepsy 
• Person with a seizure disorder 

• Epileptic 

• Person with learning disabilities • The learning disabled 
• Older person 
• Older adult 
• Mature adult 

• The aged 
• The elderly 
• Senior citizen 
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Affirmative Negative 

• Person of short stature 
• Little people 

• Dwarf 
• Diminutive person 
• Midget 

• Person who lives in a nursing 
home or long-term care 
institution 

• Person who stays at home 
because of limited mobility, 
fragile health, etc. 

• The infirmed 
• The institutionalized 
• The homebound 

 
See also:  Step 4:  Create an Access Advisory Committee- “Guidance for Writing and 

Speaking about People with Disabilities and Older Adults”. 
 
Advertising Accessibility: Tips for Successful Marketing 
(Based on a checklist developed by Lisa Thorson/Very Special Arts Massachusetts, 
1990). 
 
Advertising the physical access of a facility, program, or meeting should be included in 
your organization's overall public relations strategy and targeted to specific groups. 
 
The following is applicable to all brochures, print ads, flyers, subscriptions, registration 
forms, and press releases: 
 
1. Note wheelchair accessibility by using the wheelchair symbol, which indicates 

access for people with limited mobility.  Use the symbol only if the facility and/or 
area is accessible to people using wheelchairs, including entrance, restrooms, 
assembly areas, etc. (See below : Tools for Effective Communication and 
Promotional Marketing Materials). 

 
2. If the entrance is accessible but restrooms are not, you can use the text  
 

• Wheelchair accessible entrance; inaccessible restrooms. 
 
3. For ticket orders and subscription series, indicate if wheelchair accessible or non-

step seating is available.  Include a floor plan with designated wheelchair-seating 
areas and the universal access symbol. 

 
4. Include the following on registration forms: 
 

Please check below any accommodations you may require, and return this form 
by [specify date]: 
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(Optional:  Include your phone number so that a member of our staff may contact 
you.) 

 
___ Wheelchair accessible seating 
___ Wheelchair accessible room 
___ Wheelchair accessible transportation 
___ Accessible parking 
___ Print materials provided in large type 
___ Print materials provided in Braille 
___ Print materials recorded on cassette tape 
___ Assistive listening system 
___ Sign language interpretation 
___ Computer-Assisted Note taking 
___ Oral interpretation 
___ Personal assistance 
___ Vegetarian meals 
___ Kosher meals 
Other (Please specify): ________________________________ 

 
5. If events are sign language interpreted, include the interpreting symbol on all 

announcements. 
 
6. When using access symbols, place them where general information is given 

about the organization or program.  The symbols should be displayed 
prominently.  Integrate symbols into the design of an ad, brochure, or flyer when 
possible.   

 
If your organization has display materials and literature available, you may want 
to include signage that informs people about the access information that is 
available. 
 

7. If access information or symbols are edited from ads, text, or press releases, 
follow up with the newspaper, magazine, or media outlet.  Let them know that 
access information is as important as the phone number or address of your 
organization. 

 
8. Using access symbols always works better than text that describes access. 
 
9. In all ads, include a phone number for more information about accessibility next 

to the symbols (if it is different from the general number for information). 
 
10. Include "TTY" and the symbol next to the number for deaf and hard of hearing 

people: 
• 555-1234 (TTY)  

 
 If the number is the same for general information:  
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• 555-1234 (Voice/TTY or V/TTY)  
 
11. If a TTY is not available:  

 
• 555-1234  (Voice only or V only) 
• You may indicate your state's relay system 800 phone number. 

 
12. If audio description and/or an assistive listening system is available, include the 

symbols for those, or this line of text: 
 

• Assistive listening system is available. 
• For more information contact 555-1234 (V/TTY).     
• Audio description is available. 
• For more information contact 555-1234 (V/TTY). 

 
Important Considerations 
 
1. Make sure that all box office personnel, ushers, and staff are familiar with your 

organization's overall physical access and access services. 
 
2. Language:  Use words that reflect dignity in reference to people with disabilities 

in flyers, press releases, radio and television ads, and live interviews that 
promote programs. 

 
Positive Example: (in radio spot) The Breed's Hill Theatre Company is 

wheelchair accessible.  Several performances are ASL 
interpreted.  For more information about performances 
contact 555-1234 Voice/TTY. 

   
Negative Example: The Breed's Hill Theatre Company is handicapped 

accessible and performances are interpreted for the deaf. 
 
3. Work with your public relations staff, advisory boards, and volunteers to do 

targeted advertising to older adults and people with disabilities.  Some resources 
include: 

  
• Newsletters that target people who are older and/or people with disabilities 
• Social service and community organizations that work with older adults 

and people with disabilities 
• Advocacy and recreational organizations whose membership is primarily 

made up of people with disabilities and their friends and families 
• Schools, colleges, and parent groups 
• Radio reading service 
• Radio or television shows 
• Web sites that advertise accessible events or services 
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Suggestions for Creating a Public Information and Outreach Checklist  
 
A Public Information and Outreach Access Checklist may combine the following 
sections of the “Arts and Humanities Accessibility Checklist” (See Step 6): 
 
Print Materials includes ways to make publicity brochures, programs, and other print 
materials available to people who cannot read traditional print. (“Arts and Humanities 
Accessibility Checklist” Section O) 
 
Marketing includes ways to reach and interest people with disabilities.  (“Arts and 
Humanities Accessibility Checklist” Section Q) 
 
Meetings includes considerations for assuring that a meeting site is fully accessible. 
(“Arts and Humanities Accessibility Checklist” Section P) 
 
Programs and Presentations includes the full range of communication techniques 
necessary to make presentations accessible. 
 
In addition, if food or drinks are being served, Food Service (“Arts and Humanities 
Accessibility Checklist” Section J) should be included.  Use Media (“Arts and 
Humanities Accessibility Checklist” Section P) if slides or other audio visuals will be 
presented.     
 
See also:  Promoting and Advertising Your Accessibility 

(http://nadc.ucla.edu/Promoting.htm) or a marketing and publicity 
checklist. 

 
 
Tools for Effective Communication in Promotional and Marketing 
Materials 
 
Writing and Reporting About People with Disabilities 
 
Guidelines for Reporting and Writing about People with Disabilities (2001) 
(http://www.lsi.ku.edu/lsi/internal/guidelines.html). are available from the on the 
Research and Training Center on Independent Living (RTC/IL) Web site:  These 
guidelines help you make better choices in terms of language and portrayal of people 
with disabilities.  Examples are provided of how to use appropriately utilize people first 
language as well as do’s and don’ts regarding the portrayal of people with disabilities.  
 
Disability Access Symbols 
The 12 following symbols developed by the Graphic Artist Guild may be used to 
promote and publicize accessibility of places, programs and other activities for people 
with various disabilities.  These symbols are intended to help you advertise your access 
services to customers, audiences, staff and other targeted publics. Advertisements, 
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newsletters, conference and program brochures, membership forms, building signage, 
floor plans and maps are examples of material that might display these symbols. You 
are encouraged to place these symbols next to the relevant information in all 
publications and media.  These symbols maybe downloaded on the Graphic Artist 
Guild’s Web site (http://www.gag.org/resources/das.php ) 
 

   
Access for individuals 
who are blind or have low 
vision. 
 

 
Assistive listening 
Systems 

 
Closed Captioning 

 
Access Print (18 pt. or 
larger) 
 

 
Sign Language 
Interpreted 

   
Audio Description  

 
Open Captioning  

 
Telephone Typewriter 
(TTY) 
 

  
Accessibility      

 
Braille  
 

 
Volume Control 
Telephone 

 
Information  
 

 
Producing Documents in Accessible Formats 
  
Printed materials can present a barrier to individuals with visual, cognitive or learning 
disabilities. Alternative formats such as Braille, large print, audiotape, or computer 
diskette are some of the available formats for making print accessible. All publications 
distributed by arts and humanities organizations should indicate the available alternative 
formats. 
 

Example: This publication is available in alternative formats upon request. 
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Example: We print materials in alternative media. You can get written material in 
Braille, audiocassette tape, or enlarged print form. 
 
Example: This document is available online, in print, large print, Braille or on 
cassette tape.  

 
A Guide to Making Documents Accessible to People Who Are Blind or Visually 
Impaired (http://www.acb.org/accessible-formats.html), published by the American 
Council of the Blind  
1155 15th St. NW, Suite 1004  
Washington, DC 20005  
Phone: (202) 467-5081  
Fax: (202) 467-5085  
Internet: http://www.acb.org  
Email: info@acb.org.  
Description: This document is available online, in regular print, large print, Braille, or on 
cassette tape.  
 
Association of Science Technology Centers 
Accessible Practices, Print Material: Large Print 
(http://www.astc.org/resource/access/pmlp.htm) 
Contains guidance on how to produce material in large print.   
Internet:  http://www.astc.org  
 
National Center for the Dissemination of Disability Research 
NCDDR guidelines for User-Friendly Materials and Alternate Formats 
(http://www.ncddr.org/du/products/ufm/ufm.html)  
This document reviews strategies for disseminating alternative formats to increase the 
accessibility of information.  
Internet:  http://www.ncddr.org  
 
 
Manuscripts, Signage and Labeling 
 
Example of Poor Signage/Labeling: 
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••    
 
 
 
Can you read the above?  Many will find it illegible.  Attractive lettering is not always 
legible and even harder to read when poor lighting is a factor (e.g., in exhibit areas, 
lobbies, and dim theaters).  As you can see, it is important to keep the following factors 
in mind when creating signage: 

 
• Paper: Use pale paper with dark lettering for high contrast (a minimum of 

70% contrast). 
 

• Font Style: Sans serif or simple serif fonts are best (italic lettering may be 
hard to read). 

 
• Font Size: Twelve point is standard for manuscripts (small lettering can strain 

the eyes) and eighteen point is the minimum for labeling and signage. 
 
Example of Good Type Presentation: 
 
 
Subscriber Benefits 

• Special Savings for all performances 
• Reserved Seating in the best available seats 
• First Renewal Options for choice seats 
• Ticket Exchange Privileges for other performances 
• Convenient Free Parking in front of the theater 

 
Services and Facilities 

• Physical Accessibility.  The theater features accessible 
parking, entrances, restrooms, telephones, and seating. 

• Listening System.  Theatergoers may enjoy the free 
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infrared listening system from any seat. 
• Audio Description.  Audience members may enjoy free 

broadcast descriptions of the action. 
 
 
Accessible Web Design 
 
In the age of computers, the Internet has become one of the most effective marketing 
and publicity tools for cultural organizations.  Many arts and humanities organization 
have developed Web sites to highlight and publicize their programs and projects.  
Websites also serve as a great outreach and communication tool.   It opens the doors to 
different communities to be involved in the arts and humanities, such as person who 
lives in a nursing home or long-term care institution or person who stays at home 
because of limited mobility, fragile health, etc.   Thus, it is imperative that all arts 
organizations Web sites be made accessible to audiences and artists of all abilities.   
 

 
Designing Accessible Web Pages for the Internet 
There many resources you can use to design an accessible Web site or to add 
accessibility features to an existing Web site.  The following are some resources you 
can use. 
 
W3C has also developed web accessibility guidelines.  These guidelines explain how to 
make Web content accessible to people with disabilities. The guidelines are intended 
for all Web content developers (page authors and site designers) and for developers 
of authoring tools.  To view the guidelines go to their Web site at:  
(http://www.w3.org/TR/WCAG10/) 

 
Designing Accessible Web Pages for the Internet is an annotated bibliography 
produced by the National Arts and Disability Center 
(http://www.nadc.ucla.edu/dawpi.htm).  The bibliography contains information on the 
following topics: Why Make a Web Site Accessible; How to Create an Accessible Web 
Site, Evaluating Your Sites Accessibility; Access in Action: Examples from the Arts. 
Included are examples of accessible arts sites. 
 
The Association of Science-Technology Centers has a useful web resource about 
making Web sites accessible on their page Accessible Practices:  Web Page Design 
(http://www.astc.org/resource/access/webdesign.htm). 
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Best Practices --  Marketing and Publicity  
 
 
Example:  Hospital Audiences, Inc.  produces an online 

Accessibility and Senior Discount Searchable Database of New York City 
(http://www.hospaud.org/database/intro.htm#). The accessibility for each 
facility is detailed with descriptions of its physical access [i.e., box office, 
seating, restrooms, parking] and the auxiliary aids and services provided. 
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Best Practices- Audience Information Letter 
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(Boston Symphony Orchestra cont…) 
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(Boston Symphony Orchestra cont…) 
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(Boston Symphony Orchestra cont…) 
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(Boston Symphony Orchestra cont…) 
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