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Allow access to front row seats during meeting sessions.

Have a staff member or volunteer available to sit with participants and
describe the presentations, if desired.

Offer papers, agendas or other print materials in alternative formats such
as large print or braille.

Make available for close examination large print copies of
transparencies, PowerPoint presentations or slides.

Check for adjustable lighting in the meeting room. Dimming the

ceiling lights can increase the contrast—and thus the visibility—of
audiovisual materials.

Use sharply contrasting colors and large print for materials, maps, books,
signs, menus, forms and displays.

Have each person state their name before speaking so that participants
who are blind or have low vision can track the course of the conversation
during question and answer periods and facilitated group discussions.

For People who are Deaf or Hard-of-Hearing

Allow preferred seating for those who wish it, usually in front of the
speaker and interpreter. Preferred seating should be away from heating
and air conditioning units, hallways and other noisy areas.

Keep lights bright in the area where the presenter and interpreter stand.
Keep lights on the interpreters during PowerPoint, video or other

visual presentations.

Check that window coverings are adjustable to reduce or remove glare.
Arrange seats in a circle for small discussion groups.

Provide captioning, CART (Computer Aided Realtime Translation) or
qualified, professional interpreters.

Set up an assistive listening system and check that it functions properly
before the presentation starts.

Several site visits may be necessary prior to an event. Keep in mind that with
continued communication and education, organizations will achieve the goal of
accessible, barrier-free conferences and meetings for all individuals.
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RESOURCES

PLANNING ACCESSIBLE MEETINGS

Independent Living Centers
To find the Independent living center closest to you, contact:
www.ilusa.com/links/ilcenters.htm

“Planning Accessible Conferences and Meetings: An ERIC/OSEP
Information Brief for Conference Planners”
http://www.hoagiesgifted.org/eric/e735.html

“A Guide to Planning Accessible Meetings”

by June Isaacson Kailes and Darrell Jones

ILRU (Independent Living Research Utilization) Program
2323 South Shepherd, Suite 1000

Houston, TX 77019

(713) 520-0232 voice/TTY

(713) 520-5785 fax

www.ILRU.org

ACCESSIBLE LODGING

“Accommodating All Guests”

The American Hotel & Lodging Association

1201 New York Avenue NW, Suite 600

Washington, D.C. 20005-3931

(202) 289-3100 voice

(202) 289-3199 fax
www.universaldesign.com/information/hospitality.php

“Common ADA Problems at Newly Constructed Lodging
Facilities”

“Five Steps to Make New Lodging Facilities Comply with the ADA”
“Americans with Disabilities Act Checklist for New Lodging
Facilities”

Disability Rights Section

Civil Rights Division

U.S. Department of Justice

950 Pennsylvania Avenue NW

Washington, D.C. 20530

(800) 514-0301 voice

(800) 514-0383 TTY

(202) 307-1197 fax

www.ada.gov/publicat.htm



Meetings, Panels, Lectures and Conferences 143

PRODUCING BRAILLE MATERIALS AND TACTILE MAPS

Braille Institute of America
741 North Vermont Street
Los Angeles, CA 90029
(800) 272-4553 voice

(323) 663-0867 fax
www.brailleinstitute.org

American Printing House for the Blind
P.O. Box 6085

Louisville, KY 40206-0085

(800) 223-1839 voice

(502) 899-2274 fax

info@aph.org

www.aph.org



Arts for All Gallery, Altanta, GA: Visual artist Marquetta Johnson with her work

photo by VSA arts staff.



CHAPTER 8

Training for Staff, Board
Members, Volunteers
and Constituents

A cultural organization’s most important accessibility asset is its people—
staff, board members, volunteers and constituents (including applicants and
grantees). The time and energy invested in training people to understand
and accommodate those with disabilities can make the difference between
simply fulfilling legal obligations and providing a truly welcoming experience
for everyone.

The goal of any training program is to better educate participants on how
to be more inclusive—to be comfortable involving individuals with disabilities
in their activities.

Always include people with disabilities when developing and delivering
training programs (i.e., members of the accessibility advisory committee)
because such first-hand learning increases awareness and encourages
cooperation. Individuals with disabilities add a valuable perspective, can
recount experiences they have had as staff, participants or visitors, and
demonstrate effective techniques to increase accessibility. Be sure to
leave enough time for questions and discussion.

Trainings should model accessibility. Hold trainings in accessible spaces,
provide handouts in large print, have a sample in braille, be sure videos are
captioned and/or audio described, and provide sign language interpreters
so that people can experience accessibility.

“l like to begin awareness talks with my ABCs of Art and Accessibility.
Full inclusion means providing access for Artists, Administrators and
Audience members; this happens by building Bridges, not Barriers,
with Co-operation, Communication, and Creativity.”

Pamela Walker, artist, administrator and audience member
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Provide anyone unable to attend training with training materials and keep
them abreast of the organization’s accessibility efforts. Offer training on a
regular basis to accommodate newcomers and to provide a refresher on the
basics and information about new services.

Components of an Effective
Training Program

The following are eight key components that should be included in every
effective training program or workshop.

1) The Organization’s Commitment to Accessibility
and Etiquette

Discuss the organization’s commitment to providing superb service by
treating all people with courtesy and attentiveness while complying with the
Americans with Disabilities Act, Section 504 of the Rehabilitation Act and
applicable state and local laws.

Offer general tips on courteous behavior and good customer service.

People with disabilities themselves are the most effective in covering such

issues, including:

» See the person, not the disability. Don’t “talk down.”

* Speak directly to the individual, not to a companion or an interpreter.

* Treat adults as adults. Be considerate. A person with a disability may
take extra time to say or do things.

* Relax. Do not worry about using common expressions such as “See you
later” or “I've got to run.”

“Maybe it’s high time that people with disabilities, the artists of the
world, tell it like it is, about how our lives impact all of humanity, how
we improve the fabric of society, how we contribute to our economy,
how we are a part of our families and our communities.”

John D. Kemp, lawyer and former CEO and President of VSA arts
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2) Define “People with Disabilities”

Discuss what the word “disability” means and how people don’t always
conform to stereotypes. Many disabilities are hidden, invisible and not easily
detected. People with disabilities range from the person who has difficulty
walking great distances to the person who uses a wheelchair; one who is
blind and uses a guide dog to the person who cannot adjust quickly to
changes in lighting conditions; someone who has age-related mild hearing
loss to the person who is congenitally deaf.

3) Needs of Older Adults

While older individuals may not need
specific assistance, they can benefit
by others understanding their needs.
Aspects of the organization and its
facility may be frustrating for older
people, such as:
e The distance one has to walk
from the car or front door to
one’s seat.
* Finding one’s way around a L
large and confusing building.
* Lack of a place to sit with armrests while waiting.
* Poorly lit areas or floor levels that change unexpectedly.

4) Language

Talk about the importance of language and its power to include or exclude.
People with disabilities want to be viewed with respect and dignity like
anyone else. Insist upon language that promotes inclusion. Equip staff
and volunteers with appropriate “people first” language information.

Keep in mind that there are regional differences regarding acceptable
use of language. Members of the cultural organization’s accessibility
advisory committee can advise and talk about politically correct language
in the community.

5) Communication

Recommend good communication practices such as the following:

* Give the individual your complete attention.

* Always introduce yourself by name and say that you work for the
organization and in what capacity (e.qg., staff, docent, volunteer, usher
or tour guide).
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* Always face the individual. Never carry on a conversation while standing
behind someone or turn away from someone while speaking.

» Speak clearly and distinctly but do not exaggerate or shout.

* Give clear and concise directions.

» Be flexible with language. If the person does not understand, rephrase
the statement using simpler words.

Usher Escorting Patron

For example,

6) Offering Assistance

Talk about the important responsibility of offering assistance.
Never be afraid to ask someone, “May | assist you?” If the offer
for assistance is accepted, ask the person, “How may | assist
you?” or “What can | do to assist you?” Most people will
appreciate the offer, while others may neither need nor want
assistance. Nevertheless, the offer to assist is never wrong.

Do not insist if help is refused.

If a person states a need, trust their explanation and respond
respectfully. An individual’s safety and comfort are always
important considerations.

Discuss with staff and volunteers what is appropriate in
assisting people with disabilities. The law prescribes some of
this and the organization’s policies should dictate the remainder.

a theater might direct its front-of-house staff and volunteer

ushers to follow specific guidelines in assisting patrons with disabilities,

such as:

DO Hold or stabilize wheelchairs DON'T Lift or carry people.
while patrons transfer to a
conventional seat.

DO Push peoples’ wheelchairs to DON'T Accompany them into the
the restroom if requested. toilet area.

DO Assist a patron in purchasing DON'T Feed or administer
beverages or getting to a water medication.
fountain if requested.

DO Help people to be comfortable. DON’'T Do anything to jeopardize

your own or patrons’ safety.
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7) Describe and Demonstrate Services and Auxiliary Aids

Describe and demonstrate all available accommodations, including

services and auxiliary aids. Never assume that staff, volunteers, ushers

and docents know what services and accommodations are available or

how they work. If the organization uses multiple facilities, be specific as to
which accommodations are available (and where) in which facilities. Discuss
not only what is provided, but what a patron or visitor with a disability may
bring with them, such as different types of equipment and service animals.

8) How to Respond to Emergencies

Staff and volunteers should know the organization’s procedures for
evacuating the building and handling medical emergencies.

For example, a museum might direct its security staff and docents to follow

specific guidelines during emergencies, such as:

* Do not make physical contact with any visitors, even if the intention is to
calm them. They may find even solicitous physical contact frightening or
disorienting.

* Be considerate of all individuals but do not allow inappropriate behavior.

* In the event of a medical emergency, injury or visible iliness, call for
trained medical personnel. Unless the situation is life threatening, do
not attempt to render first aid and do not move the ill or injured
person unless the environment is life threatening.

» Take necessary steps to accommodate medical personnel (i.e., clear
theater aisle and turn on house lights so they may safely evacuate
the person).

* Know where all accessible emergency exits are located and be prepared
to evacuate people from the building calmly and safely.

Producing an Accessibility Conference
or Workshop

With regard to arts and humanities service organizations, access issues
should become an integral agenda item of your conferences, workshops,
seminars and orientations. For example, include someone with a disability to
discuss: access issues on an audience development panel, universal design
on a facilities panel or audio description in a media presentation. Having
cultural administrators who conduct accessible programs present their
success stories is highly effective. Presenters should include the planning
process, funding, marketing as well as any problems and successes they
experienced.
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Think about what an accessibility workshop at a conference should include:

The focus of all access education should be inclusion: integrating older

adults and people with disabilities into the cultural mainstream for full
and equal participation.

The workshop/conference itself should be a model of an accessible
meeting.

Although the meeting may be condensed into a one-day workshop, these

activities should be presented over a two-day period for best results.

The agenda for a conference or workshop on accessibility should be
comprehensive. The following is a sample agenda:

1) Opening Remarks (10 minutes) by a key member of your organization
(director, chairman, board member).

3)

Opening Panel (45 minutes) chaired by board member:

“Access from the Artists’ or Humanities Scholars’ and/or

Cultural Administrators’ Perspective”

At least three panelists with disabilities and older adults who are artists,
scholars or administrators of a cultural organization:

What the arts or the humanities mean to them.

Examples of their personal experiences in gaining access to the
humanities or arts (both positive and negative experiences).

Their advice to cultural administrators on how to better serve people
with their particular needs.

Panel (45 minutes)
“The Americans with Disabilities Act and Section 504”

A speaker (i.e., lawyer) presents an overview of the laws translated
into how they apply to cultural groups, including rented/donated
space, touring and other relevant subjects. (15-20 minutes)

A cultural administrator discusses his/her organization’s access
policies and grievance procedures and (if applicable) experience in
resolving a grievance or formal complaint. (10 minutes)

Questions and answers. (15 minutes)

Speakers at Luncheon and Dinner (20 to 30 minutes for each
presentation)

One speaker per meal who may be an artist, humanities scholar, head of
a cultural organization or a board member who is actively engaged in
access issues; or a performance by professional artist(s) with disabilities.
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5) Concurrent panel sessions (1-1/2 hours for each concurrent segment;

6)

2 to 4 panels for each time-slot)

The number, topics covered and frequency of panels will depend on the

length of your conference. Each panel should include no more than three

speakers and at least one panelist with a disability. Question and
discussion time must also be included in each session. Suggested
topics are:

+  “Making Access a Reality”: discussion of policy, access advisory
committee, public affairs and marketing issues.

+  “Education and Outreach”: model programs that reach and include
people with various disabilities.

+  “Access: It's More than a Ramp”: designing for increased access
through the self-evaluation process.

« “Universal Design”: the concept of going beyond minimum standards
and making access features an integral part of all design, including
programs and facilities.

+ “Adapting Existing Facilities and Historic Preservation Issues.”

* “How to Hold an Access Training Workshop.”

+ “Technologies that Advance Accessibility” (i.e., audio description,
captioning, assistive listening systems).

+ “Resources for Change”: funding opportunities (i.e., Community
Development Block Grants) and organizations that provide technical
assistance on accessibility (i.e., Independent Living Centers,

VSA arts).

Closing Session “Planning for the Future” (one hour)

In the closing session, participants discuss “where do we go from here,”
and “what is needed to do it?” This valuable session will help your
organization identify next steps, and ways that you may work together
to advance access in your community.
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RESOURCES

EXAMPLES OF TRAINING TOOLS

“Be Yourself. Say Hello!”

by Eleanor Rubin and Maureen Albano
Please call or email The Museum of Fine Arts, Boston, to request a
copy of this resource.

Museum of Fine Arts, Boston

Avenue of the Arts

465 Huntington Avenue

Boston, MA 02115-5523

(617) 369-3302 voice

(617) 267-9703 TTY

access@mfa.org

www.mfa.org

“Train Your Staff”

A component of an accessibility guide called “A Step By Step Guide To
Accessible Arts In California”

National Arts and Disability Center

University of California Los Angeles, Semel Institute

760 Westwood Plaza, Suite 67-467

Los Angeles, CA 90095-1759

(310) 794-1141 voice

(310) 794-1143 fax

http://nadc.ucla.edu/10steps.cfm

“Disability Etiquette Handbook”

The City of San Antonio Texas Planning Department and the Disability
Advisory Committee

www.sanantonio.gov/ada

“Ten Commandments of Etiquette for Communicating with People
with Disabilities”

UCP National (aka United Cerebral Palsy)

1660 L Street, NW, Suite 700

Washington, D.C. 20036

(800) 872-5827 voice

(202) 973-7197 TTY

(202) 776-0414 fax

info@ucp.org
www.ucp.org/ucp_generaldoc.cfm/1/9/6573/6573-6573/190






Tygress Heart Shakespeare Company, Portland, OR: “Twelfth Night” with
Michael Fisher, Julie Gebron interpreting

photo by Jamie Bosworth



CHAPTER 9

Audience Development
And Marketing

For most people, the decision to participate in cultural events is effortless;
decide to go, then go. Potential patrons and visitors with disabilities must
have that same choice or freedom to choose. This handbook’s goal is to
guide cultural administrators toward planning for inclusion so that people
with disabilities can be full participants wherever they go for arts and
cultural activities.

Another barrier to inclusion is attitude. If an organization does not communicate
a welcoming environment to its community, the community’s perception of the
organization will not be positive.

Invite, Welcome and Respect

To develop any new audience, cultural organizations should take four essential
steps:

1. Invite

2. Welcome

3. Respect

4. Repeat the process.

“We consider inclusive environments an opportunity for audience
building and better constituency service. The New York State Council

on the Arts formed an access advisory committee of staff, council
members and people from the field (including artists with disabilities)
to help us develop a three-year plan that would enhance the usability

of the arts for all New Yorkers. We asked our arts organizations to tell

us what they had already done and what they thought they needed to do.
We also asked them how we could help. The most frequent request from
the field was for information and resources. As a result we added a
section on universal planning and accessibility to our Web site; we
instituted an e-mail address you can use to receive information on
accessibility; we began a regular column on accessibility in FYI; and

we convened 17 workshops on accessibility around the state.”

Nicolette B. Clarke, Executive Director, New York State Council on the Arts
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Build relationships outside the office and at the potential patron’s or visitor's
own premises. From there, develop a network of interested individuals and
groups, then bring them into the organization’s space and involve them in its
activities. Go beyond legal obligations and think about the benefits and
advantages of exemplary accessibility.

Ignoring potential audiences does not make good sense. Accessibility allows
organizations to tap new audiences and to keep established audiences longer.

Develop trust and win the confidence of potential patrons and visitors who have
disabilities so that they will become and continue to be part of the organization’s
audience. Invest time and energy building the organization’s credibility. Commit
to becoming a cultural organization that is welcoming and inclusive. Remember
that audience development requires persistence, consistency, patience and
time.

Basic Strategies and Tools for Marketing
Accessibility

* Use the cultural organization’s regular advertising and marketing
materials to promote accessibility.

» Target specific groups. ldentify organizations that provide services or
work with people with disabilities and educate these groups about the
cultural organization’s programs.

* Be sure that communication instruments are fully accessible, including
Web site and print materials.

* Include accessibility information in all marketing materials from
brochures and posters to television and radio ads to Web sites and
e-mail and listservs (e-mail-based mailing lists). Include as much
detailed information as possible or at a minimum, always include
a basic accessibility statement. For example:

BZED

* Promote accessible features and programs with detailed, welcoming
information. For example:

“Krannert Center is nationally known as a leader in accessibility
because of our wide range of services. Krannert Center offers
wheelchair and easy access seating in all theatres, plus usher
assistance in getting from the parking lot to your seats. Infrared
hearing amplification systems also are available in all four theatres.
We will gladly arrange for a sign-language interpreter for any
performance, and the ticket office can be reached by TTY for patrons

“The Kentucky Center for the
Performing Arts welcomes
patrons with disabilities.”
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who are deaf, hard-of-hearing or speech impaired. For patrons who
are visually impaired, we provide large print or braille programs plus
audiotaped versions of our calendars and brochures. Three weeks
advance notification for accommodations is requested. For more
information call our patron services manager at (217) 333-9716 or
(217) 333-9714 (TTY).”

* Do not overlook the powerful tool of “word of mouth” advertising.
Promote accessibility through the staff and volunteers who have contact
with the public—receptionists, docents, tour guides, speakers,
information center workers, ticket sellers, house managers, ushers,
board members and even other audience members.

* Launch a full-scale effort to inform existing and potential audiences,
visitors, patrons and participants. Let them know that the program
and facility are accessible and that the organization welcomes the
patronage and involvement of people with disabilities.

Targeting a Specific Population or Group

Begin by involving people from the target group in the cultural organization’s
efforts. They will provide the accessibility coordinator with advice,
recommendations and introductions to members of the local community. Target
agencies and organizations that are by and for people with disabilities with
information they can share with their constituents. For example, when
captioning is provided for a lecture, notify the local Self Help for Hard of Hearing
People (SHHH) organization or a similar organization.

* Compile mailing and e-mail lists of local service agencies, organizations
by and for people with disabilities, schools, membership groups and
social clubs.

* Search the Internet and the phone book for organizations and programs
for people with disabilities. Obtain recommendations and referrals from
accessibility advisory committee members.

* Use access symbols or pictograms that have meaning to people the
organization wishes to attract as shorthand to indicate that accessible
accommodations and services are available. Be advised that using these
symbols promises accessibility to an organization’s facilities and programs.

* Create an information fact sheet, brochure, booklet or an accessibility
map of the entire facility and all programs, accessibility features,
services, accommodations, policies, procedures and how to take
advantage of the accessibility features.

* Circulate accessibility information to everyone in the organization—
include it in new employee packages and distribute to all staff,
volunteers, docents, interns, directors, designers, performers and
to patrons and visitors.

e Show up, support and be a visible presence in the community. Have the
organization’s staff invited to speak at meetings, conferences and events;
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set up booths and displays; and distribute literature. Be proactive. Do not
just wait for people with disabilities to seek out the organization.

* Learn from the concerns and issues that people bring to the organization’s
attention. Do not make promises the organization cannot keep. Do not be
afraid to say you do not know, but always be ready to find out.

And, finally, do it all again, and again and again. Audience development
requires persistence, consistency, patience and time.

Useful Tools

Writing and Speaking about People with Disabilities and
Older Adults

Always refer to a person first, rather than a disability; this emphasizes a
person’s worth and abilities. Vocabularies change constantly, but the following
five “Never Uses” are here to stay.

* Never use the word “handicapped”; the word is “disability.”

* Never use a disability as an adjective. It is not a blind writer, but a writer
who is blind. Focus on the person, not the disability.

* Never use “special”; this separates the individual from the group. For
example, information is not required regarding the “special needs of the
group,” but “needs of the group.”

* Never use euphemisms, such as “physically challenged” or
“handicapable.” These are condescending.

* Never use 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.

Affirmative Negative
People with disabilities The handicapped
A disability The impaired
The disabled
The unfortunate
Person without disabilities Able bodied
Non-disabled person Normal person
(This implies a person with a disability is
not normal.)
Person who is blind The blind

Person who is partially sighted
or has low vision

Person who is deaf The deaf or deaf mute
Person who is hard-of-hearing Suffers a hearing loss
(“Suffers” dramatizes a disability.)
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Affirmative

Negative

Person who uses a wheelchair
Person with limited mobility

Wheelchair bound

Confined or restricted to a wheelchair
(People use wheelchairs for mobility
and freedom.)

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 with mental retardation

The retarded

Person with learning disabilities

The learning disabled

Older person
Older adult
Mature adult

The aged
The elderly
Senior citizen

Person of short stature
Little people

Disability Access Symbols

The 12 symbols at right may be used to promote and
publicize accessibility of places, programs and other
activities for people with various disabilities. These
symbols help advertise access services to customers,
audiences, staff and other targeted populations.

Language accompanying the symbols should focus
on the accommodation or service, not on who uses
it. For example, “Ramped Entrance” may accompany
the wheelchair symbol. This is important because

individuals with wheelchairs use ramps, but so do : : |,))))
people with baby strollers and luggage. Language ‘

that fosters dignity is important, too. For example,

Dwarf or Midget
Diminutive person

& 9

by

Accessible Print {18 pt. or Larger} Sign Languags Interprated

oC e

Open Captioni L —

Large
Print

* @
Braille

Brallle Valume Cantrol Telephone

“‘Reserved Parking” or “Accessible Parking” may be
used with the wheelchair symbol to indicate parking
spaces designated for people with disabilities.
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Closed Captioning

la} for Individuals Who
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How to Communicate a Disability-Friendly Message

The following questionnaire should be easy to pass after reading this chapter. The
following is adapted and used with permission from The Solutions Marketing Group
SMG, 2334 South Rolfe Street, Arlington, VA 22202, www.disability-marketing.com.

While people with disabilities may require the use of an auxiliary aid or
accommodation for independence, they also purchase the same products and
want the same experiences as non-disabled consumers. Statistics indicate that
organizations that include people with disabilities in their ads attract more people
with disabilities and sell more products. They also get positive feedback from both
people with and without disabilities.

Q. If an organization includes people with disabilities in general market ads,
there’s no need to advertise in disability specific publications or Web sites.
0 True [ False

A. False: Including people with disabilities in general market advertising is a

first step in creating a disability-friendly message. However, an organization
solidifies its credibility by making an investment in the disability community.

This is accomplished by advertising in publications, Web sites and by sponsoring
and attending conferences that are targeted at people with disabilities. Targeted
ads must demonstrate that an organization understands the needs of people
with disabilities.

Q. What must an organization do to effectively serve people with disabilities?

0 A. Conduct disability awareness and customer service training sessions
for employees.

0 B.Wait until a lawsuit has been filed by a person or disability organization.

0 C. None of the above.

A. Organizations must perfect their internal as well as external operations. Equip
employees to serve people with disabilities effectively. Provide training so
employees develop familiarity when interacting with people with disabilities.

Q. An organization should test market approaches and events, programs and
services to people with disabilities.
1 True [ False

A. True: When creating new marketing approaches and programs, always include
people with different disabilities within the development team. They are most
familiar with their needs, uses for a program or service and the possibility for
multiple applications by people with different disabilities. An organization that is
serious about pursuing people with disabilities should never make marketing or
program development decisions without testing the marketing approach and
obtaining input to shape the strategy.
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RESOURCES

TOOLS FOR MARKETING

The Disability Access Symbols Project

This site has the access symbols which can be downloaded in different
formats.

Graphic Artists Guild Foundation

32 Broadway, Suite 1114

New York, NY 10004

(212) 791-3400 voice

(202) 791-0333 fax

president@gag.org
www.graphicartistsguild.org/resources/disability-access-symbols/

“Guidelines for Writing and Reporting About People with
Disabilities”

RTC/IL Publications

University of Kansas

1000 Sunnyside Avenue #4089
Lawrence, KS 66045-7555
(785) 864-4095 voice

(785) 864-0706 TTY

(785) 864-5063 fax
rtcil@ku.edu
www.rtcil.org/products



Arena Stage, Washington, DC: “The Miracle Worker” with Shira Grabelsky and
Kelly C. McAndrew

photo by Stan Barouh
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Accessibility is a Work
In Progress

Accessibility is and should be a work in progress. Routinely review and
evaluate services, accommodations and physical access. With rapid changes
in technology as well as the changes within the disability community, what
was acceptable and worked fine yesterday may not be the best an
organization can do today.

If something isn’t working, for example, no one is using the braille self-guided
tour scripts to the art gallery, then evaluate and determine why. Does the
content have broad appeal to the audience that the organization is trying to
reach? In this example, there may not be a large audience of people who
read braille and who are interested in abstract two-dimensional visual art.
The organization may want to shift resources to touch tours of outdoor
sculptures or provide the self-guided script in large print. Work with

advocacy groups or an accessibility advisory committee to establish and
re-establish priorities.

How large or small is the community in the organization’s region? For
example, the area may have a very small population of individuals who

are deaf and use sign language, but a large population of people who are
hard-of-hearing. Is the organization offering an accommodation that doesn’t
suit or meet the needs of people with disabilities in its area? Don’t be afraid to
customize services or provide various options to suit the audience, community
and region. What works in Cleveland doesn’t always work in St. Louis.

There may be some simple explanation for why an accommodation isn’t
successful. For example, an organization decides to offer a discount ticket
program on Thursday evenings to draw in older adults. The organization
tried this for a while, but it didn’t seem to have the desired results. If they
had gotten input from an advisory committee the organization would have
learned that transportation wasn’t available on Thursday evenings in their
area and many older people as well as other individuals with vision loss
may not drive at night.

Keep an eye on changing technologies. Twenty years ago only a few
companies provided FM assistive listening systems; now there are numerous
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resources for this equipment. The equipment has also improved. Some

examples of ways in which technology has changed include:

* Infrared assistive listening systems originally had only one channel for
transmission and now there are multi-channel systems.

* For years the only way to open a door was to grab it and pull. Now there
are electronic door openers that are activated by pushing a button or
walking in front of an electronic sensor.

* Not too many years ago the idea that a computer could talk, read aloud,
or respond to its user’s voice was completely alien—not so today. Many
new technologies can be used to improve or enhance accessibility.

Most important, remember to check with people in the community to find out
about changing attitudes. When the 1973 Rehabilitation Act, Section 504,
was first implemented, people who used wheelchairs rarely objected to
entering through a side or back entrance. Simply getting inside was the
goal. Now, more than a decade after the Americans with Disabilities Act

was passed, just “getting in” is no longer acceptable. People want to enter
by the same door as everyone else; second-class citizenship is no longer
acceptable. These changes in attitude mean that cultural organizations must
be ready to make changes in accessibility, policies and procedures to meet
the current expectations of the community.

The Core Principles of Accessibility

» Access to cultural programs is a federal law and a legal requirement
of Section 504 of the Rehabilitation Act and the Americans with
Disabilities Act.

» Access is an organizational asset and must be integrated into all facets
and activities, from day-to-day operations to long-range goals and
objectives.

* Access accommodations and services must be given a high priority and
earmarked in the budget process.

» Access has economic benefits because people with disabilities and older
adults are a significant part of the population and they constitute a large
potential market for the arts and the humanities.

* Access is a social issue. People with disabilities are included in the
definition of “diversity.” Promoting diversity and inclusion ensures broader
access to the arts for all people.

» Access is a civil right. Assuring equal opportunity for everyone is a
fundamental starting point for all accessibility efforts.

“An experience that’s rich and meaningful for participants who have
disabilities will almost certainly be rich and meaningful for others, but
the reverse isn’t necessarily true.”

John Slatin, Institute for Technology and Learning, University of Texas at
Austin, Austin, TX
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1973:

1975:

1976:

1977:

1981:

1984:

1988:

1989:

1990:

1990:

The Rehabilitation Act prohibits discrimination on the basis of disability in
programs conducted by federal agencies, in federal employment and the
employment practices of federal contractors. Most importantly, Section 504
forbids discrimination against people with disabilities in any activity or
program that receives federal financial assistance. The Secretary of Health
Education and Welfare (HEW) did not issue regulations implementing
Section 504 until April 28, 1977.

The Education for All Handicapped Children Act (EAHC) establishes the right
of children with disabilities to an integrated public school education. In 1990
it is amended and renamed the Individuals with Disabilities Act (IDEA).

The fight by disability rights activists for accessible transportation starts with
the Transbus group and continues with the organization of American Disabled
for Accessible Public Transit (ADAPT) in 1983.

Disability rights activists in 10 cities demonstrate and occupy the offices of
the Department of Health Education and Welfare (HEW) to force issuance
of regulations implementing Section 504 of the Rehabilitation Act. The
demonstrations galvanize the disability community nationwide. On April 28,
the regulations are signed.

The Disability Rights Education and Defense Fund (DREDF) and the
Disability Rights Center respond to the threat to amend or revoke regulations
implementing Section 504 and the EAHC with intensive lobbying and
grassroots efforts. After three years, attempts to revoke or amend the
regulations are dropped.

The Voting Accessibility for the Elderly and Handicapped Act mandates that
polling places be accessible or that ways be found to enable elderly and
people with disabilities to exercise their right to vote.

Deaf students at Gallaudet University, Washington, DC, shut down and
occupy the campus demanding selection of a deaf president. The Board
of Trustees capitulate and announce the University’s first deaf president.

The Congress and Senate take up the reintroduced second draft of the
Americans with Disabilities Act (ADA). Disability organizations across the
country advocate on behalf of ADA.

Hundreds of people with disabilities come to the nation’s capital in support
of the ADA. ADAPT activists occupy the Capitol rotunda and are arrested.

Americans with disabilities gain their full civil rights in the Americans with
Disabilities Act (ADA), which prohibits discrimination on the basis of disability
in employment, state and local government, public accommodations,
commercial facilities, transportation and telecommunications.
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