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Marketing and Audience Development 
 
 

Many organisations and their marketing departments may be nervous about 

targeting publicity at disabled people because: 

 

 They’re not sure that it’s appropriate to identify disabled people as a 

specific audience 

 They think it’s difficult / expensive 

 They’re not sure they could cope if lots of disabled people suddenly 

started attending events 

 

There are the four components that make up the marketing mix and for each 

element the organisation should check for barriers, for example: 

 

1. What is it?  

Is the product is irrelevant or even offensive to disabled people, or are 

assumptions being made about what disabled people want to do (for 

example, a theatre where only the pantomime is Sign Language 

interpreted once a year) 

 

2. Where is it?  

Does the venue present barriers such as steps, inaccessible toilets, or is 

it difficult to reach by public transport? 

 

3. How much is it?  

Is it too expensive for someone living on benefits or someone who 

needs to bring a PA? 
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4. How can we attract people to it? 

Is the event is being promoted in places where disabled people are not  

likely to come across it? Are communication strategies accessible and 

effective? 

 

For marketing to be effective, the marketing department (or person!) 

needs to have some say in other aspects of decision-making, since 

marketing does not exist in a vacuum. 

 
Accessible information 
 

1. In generic material try to write information in plain language. It is 

clearer for everyone. Keep your sentences short and do not use over-

complicated words. 

2. As a creative organisation, you should not compromise your creative 

or descriptive approach. The challenge is to make what you write 

interesting and accessible. It can be done! 

3. In some circumstances, you may choose to produce an Easy-Read 

version of more complex material. Make it visually interesting and do 

not patronise the reader. It should aspire to be as good a standard as 

the longer, more detailed and complex material. 

 

Print 

1. Use text at 14 point (12 point is the absolute minimum). Many Blind 

and partially sighted people will require a point size of 18+. If in 

doubt, ask. 
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2. Avoid italics, serif or ‘handwritten’ fonts or capitals for long, 

continuous text. 

3. Contrast between colours and text should be at least 25%. 

4. Use colour contrasts creatively! Light and dark shades of blue for 

example, or shades from different colour palettes work well. 

5. Avoid putting text over images, unless you use a gradient or a semi-

transparent layer between the text and the image to ‘smooth’ the 

image.  

6. Close-set type can be daunting. Leave space between paragraphs and 

keep your paragraphs short. 

7. Don’t cram the page – keep it clear and simple. 

8. Avoid glossy papers (they reflect too much light), low paper weights 

(because text can show through), and paper folds that obscure text. 

9. PDFs are often incompatible with screenreader software and 

therefore may be inaccessible to Blind and partially sighted people.  

Provide an alternative to this format. 

 

 Working with Designers and Web Developers 

1. Marketing materials cannot be all things to all people, but interesting 

and visually creative design does not have to be sacrificed for 

readability. 

2. If your marketing doesn’t communicate to everybody, then it is not 

good design. 

3. A good designer will see the creative challenge in making your 

marketing and website both attractive and accessible. 
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A choice of formats 

1. Invite people to ask for them – don’t make it sound like a chore. Say 

“please ask us for this information in alternative formats” rather than 

“this information is available in alternative formats upon request”. 

2. Know the different formats you can supply, and how long it will take 

to produce them. Find some suppliers such as printing companies 

that can produce your brochures or flyers in Braille format and media 

companies that can convert text into audio or video files.  

3. Find out their costs in advance to plan this into your budgeting and 

marketing. Keep some funds available for these alternative formats. 

4. Don’t assume ‘alternative formats’ always means Braille. A BSL video 

or an audio format is just as likely. 

5. Think of additional benefits of alternative formats. It can help venues 

to reach wider audiences. Audio brochures are accessible for blind 

and partially sighted people and people with learning disabilities, but 

can also be used to reach a podcast audience. 

 

Online 

1. Write in plain language, and keep your paragraphs really short – two 

or three lines are enough. 

2. Use images of your work. For each image provide a text alternative 

that describes the picture, which will assist with screenreader 

software and make your material more accessible to Blind and 

partially sighted people.  

3. Include subtitles for online video materials.  
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4. Use meaningful links. Imagine the link appears on its own at the top of 

the page – will people know where they will go / what they will get if 

they ‘Click here’? Make the whole sentence the link by saying “Click 

here for more information about accessible marketing” or “Click here 

for more details of our next exhibition”. Check that your existing links 

are descriptive. 

5. Turn off the sound, and check whether audio content is still available 

through text equivalent. 

6. WC3’s Web Accessibility Initiative (WAI) is an accessibility standard for 

website, allowing you to achieve an A, AA or AAA rating. For more 

information, click here to visit their website: www.w3.org/WAI 

(language translated versions available). 

 
 
 
 
 
 
 
 
 

 
For more Information Contact: 

 
Shape 

Deane House Studios 
27 Greenwood Place 

London, NW5 1LB 
Telephone: 020 7424 7347 (direct) 

 
Email: training@shapearts.org.uk 

Website: www.shapearts.org.uk 
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