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Community Care

Access Beyond Compliance 

1. Be open to more than one perspective. We need 

to hold spaces for multiple disabilities and 

intersecting identities. 

2. Put disabled people above compliance. No 

amount of certificates will ever compare to lived 

experience and collaborative problem solving. If 

someone says it doesn’t work for them, trust them.

3. Embrace mistakes. It’s a journey, not a destination. 

We must always adapt our techniques and learn 

new practices as technology and society change.
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Working Through an 

Inaccessible Post
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Social Handles and Usernames

Not all social media platforms display handles in PascalCase or camelCase. PascalCase capitalizes the 

first letter of each word. While camelCase capitalizes the second, third or fourth word. The first word 

remains lower case. Some platforms such as Instagram force all lowercase for usernames. We work around 

this by creating accessible usernames.

Create an Accessible Handle

Separate the words in your account name 

with characters so that screen readers 

can differentiate words. Below are three 

examples.

• Underscore: social_handle

• Dash: social-handle

• Period: social .handle

Consistency Across Platforms

Try to make your account names the same 

across all social media platforms if possible. 

This makes it easier for people to remember 

your handle. Example:

• facebook.com/social_handle

• instagram.com/social_handle

• twitter.com/social_handle
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Contrast Ratios and 

Colour Blindness

WebAIM Contrast Checker was used to test the 

ratio of the colours used. Green to Yellow failed 

at 1.58:1 and Green to Hot Pink failed at 2.63:1.

Colour Contrast Compliance

Web Content Accessibility Guidelines [WCAG] 

2.0 level AA requires a contrast ratio of at 

least 4.5:1 for normal text and 3:1 for large text. 

WCAG 2.1 requires a contrast ratio of at least 

3:1 for graphics and user interface components.

WCAG Level AAA requires a contrast ratio of at 

least 7:1 for normal text and 4.5:1 for large text.

Normal text is anything under 14 points bold or 18 

points regular. Large text is anything 14 points bold 

or 18 points regualar and above. Graphics and User 

Interface [UI] Components are shapes and elements 

such as form input borders.

This information was copied from the WebAIM Contrast 

Checker website. 

https://webaim.org/resources/contrastchecker/
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Colour Blindness Simulator

Coblindor Colour Blindness Simulator was used to test Green, Yellow and Hot Pink across multiple 

blindness levels. Colour contrast accessibility is about the actual hue value differences, not opposite ends 

of the colour wheel. The greater the contrast, the more accessible for the levels of colour blindness.

https://www.color-blindness.com/coblis-color-blindness-simulator/
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Contrast and Colour Blindness 

Summary

• Test the ratio of two colours. Minimum 

AA compliance and AAA when you can. 

Be careful of high contrasts that it causes 

headaches. For example, instead of black 

and yellow, do light yellow and dark grey.

• Consider the colour relationships across 

levels of blindness. Making sure the palette 

works across levels. As a base, test your 

design in black and white to see if the hue 

values have enough contrast.

• Never rely on colour alone to convey a 

message. For example, green won’t always 

appear as green and red won’t always appear 

as red. We can’t use that as a pass-fail 

elements alone. You would need to add a 

check mark or an X for added context.
Above is the inaccessible post in greyscale, with a failed 

contrast ratio that makes it hard to read.
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Typography and 

Readability

Header text is stacked and hard to read. The 

characters are similar. C’s are closed off, and 

might appear as O’s from far away. Body text is 

small with tight kerning and line height.

Inaccessible to have multiple elements within 

a full paragraph. Using bold, italic, and different 

stroke weights within text can make it very hard 

to read or follow.

Typography is subjective. It depends on the 

purpose, amount of text, and emotion. Playful 

with headers. Body is stricter with accessibility. 

Comic Sans is a notorious example for emotion. 

Some Autistic people associate it with being 

treated like children. Yet to others, it’s very 

accessible and makes things easy to read.

Guides for Better Typography

• Use larger font sizes. Minimum 12 points 

for body. Break text onto multiple images. 

Increase header sizes in increments from 

the base size for hierarchy.

• Minimum spacing for the WCAG. Line height 

1.5 times the font size. Paragraphs 2 times 

the font size. Word spacing 0.16 times and 

letter spacing 0.12 times the font size.

• Add breathing room. Don’t be afraid to 

explore. Play with one element, not all.
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Typeface Readability Test

How do we know if a typeface is readable or not? Especially for body copy, because this is where we do 

not want to give people headaches. There’s a readability test we can do. Type the following sequence when 

searching for a typeface:

B 8 C O 0 c o 1 I L l i |

This is a good way to check out individual character distinctions. 

This typeface is Atkinson Hyperlegible created by the Braille Institute. The 8 is differentiated from the B 

by having the top of the 8 a smaller size. The capital C and the O, while similar in width, the C cuts off at 

a big enough space. if you were to blur this, you could tell that there’s a definite gap. The 0 uses the slash 

through it and a slightly thinner width. 

A good readability test is to squint and go further away from your screen, or blur it. It might give you a 

better idea of how much kerning to use as well because each typeface is built different. Example, I had a 

client where we were using Poppins for headers. The 0.12 kerning size was too much because the typeface 

already had a naturally wide kerning level.

Use your better judgement.

https://brailleinstitute.org/freefont
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Authentic and 

Representative Graphics

Generic clip art taken from Wikipedia Commons 

used for the inaccessible post example.

This doesn’t represent the theme of social 

media accessibility. It also misrepresents 

disability in general. Not everyone uses a 

wheelchair.

The community is not a monolith. There 

are many forms of disability from physical, 

cognitive, visible to invisible. As well as 

intersecting identities besides disability.

Suggestions for Graphics

Find graphics that actually represent disability. 

Do so by hiring disabled artists. That way you 

can actually support the community.

Search for inclusive series. Adobe Stock has 

been improving their vector art when you 

search for disability. Disabled and Here is a 

great stock image and illustration campaign 

created by Black, Indigenous, people of colour 

with disabilities.

At the very least make sure it’s relevant to 

the specific accessibility you’re addressing. 

For example, if a post is about how to include 

captions for people who are Deaf or Hard of 

Hearing, don’t use a wheelchair symbol.

Consider personality traits and individuality of 

a person. Include intersections of race, gender, 

sexuality, age, size, and disability.

https://stock.adobe.com/sk/vectors
https://affecttheverb.com/disabledandhere/
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Alt Text and Image Descriptions

Before we even get into the inaccessibility of the post, let me break down the differences. These are two 

different elements, and shouldn’t be copied or used interchangeably. For social media accessibility you 

need both, because alt text can sometimes not be read out by screen readers.

Alt Text

Alt text is coded into the image itself. In HTML, 

it’s quite literally the alt tag. Below is a coded 

example:

<img src=“file .jpg” alt=“insert text” />

When we apply alt text to social media post 

setting, it shows up in the image tag in code. 

Good to keep short and under 150 characters.

Not all screen readers pick this up. It depends 

on the markup of the app itself. Which is one of 

the reasons we do image descriptions.

Image Descriptions

Sometimes called visual descriptions, IDs, 

or accessibility. These go into the caption of 

your post and describe the post with more 

detail than alt text does. We get into detail 

and inclusive elements. Start from the most 

relevant content to the background elements 

and specifics.

Also good for people who process information 

easier by reading rather than visualizing. They 

can pick up on context that might get missed. It 

also translates into other languages, if the app 

has that capability.
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Inaccessible Example

Above is a screen shot from the Facebook 

desktop auto-generated alternative text option. 

It suggested to use:

May be an image of text .

That doesn’t describe anything. Never rely on 

auto generated alt text. Social AI programming 

do not accurately describe images.

Always double check to see if it’s correct.

Below is a screen shot of the poorly written 

image description in the inaccessible example.

This is inaccessible for many reasons. For 

one, writing “image of accessibility with text” 

doesn’t actually describe the text to screen 

reading devices.

Since this is an image description, it also 

doesn’t include any of the elements that make 

it unique from the alt text. It didn’t include what 

the graphic was, the layout or colours.

It also uses inaccessible writing for Access-

Ability written as one word with different casing.
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Tips for Writing Descriptions

• Image descriptions go in the caption, not the comments. If they are long, then pin them at the top. If 

you don’t pin it, a screen reader could get lost through hundreds of comments just to try to get to the 

image description. 

• Never assume race or gender, but include it in your descriptions. Many Blind users won’t know the 

ethnicity of a person. If you don’t know the gender or the race of the person you are describing, stick to 

gender neutral terms. And note skin tone instead.

• Focus on the purpose of the visual first. What is the information you are conveying in this post? If you’re 

doing an advertisement for a shirt, then describe the details of the shirt rather than the background. 

• Write out all text elements or you note placeholder text. Your alt text should be all the text. Then image 

description should be all the text plus descriptions of supporting elements. 

• Write in a style that’s comfortable. Descriptions can be short, blunt, very descriptive, expressive, 

creative, long. The writing style doesn’t matter. Keep practicing! The more you write them, the more 

comfortable you will be with the techniques.



15

Captions, Emojis, and 

Hashtags

The above example shows different 

inaccessible elements that are normally found 

in post captions.

Inaccessible Elements

• “Don’t you just love when people don’t make 

accessible content?” Uses sarcasm without 

noting it. People may not pick up on context. 

• Too many emojis and characters. Reads: “[X] 

[wheelchair symbol] accessible [wheelchair 

symbol] [X]… No [white skin clapping hands] 

caption [white skin clapping hands] needed 

[white skin clapping hands]… Asterisk, 

asterisk, asterisk, asterisk”.

• Hard to read. Over-styled using italics, bold, 

uppercase, and lowercase. Hashtags do not 

use camelCase or PascalCase.

• Language. Emphasizes “ability not disability”. 

This can be hurtful to the community, not 

allowing people to embrace disability. But 

it is highly subjective and personal. Don’t 

be afraid to say the word disability, whether 

identity or person first.
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Applying the 

Techniques for an 

Accessible Post



17

Fixed Post Image

Social Handle and Username 

Changed to social [underscore] handle. Now be 

read from screen readers easier. 

Colour Contrast 

• Blue against white header. 3.5:1 contrast, AA 

pass for large text [header is 32 points].

• Blue against black text. 5.97:1 contrast, AA 

pass. Light blue banner against black. 9.5:1 

contrast, AAA pass [great for small font].

Typography and Readability

• Header 32 points in Myriad Pro uppercase. 

Subjective “fail” choosing one element to 

play with. Increased kerning. Character 

distinction for capital I and L. 

• Body 12 points with 18 points line height in 

Atkinson Hyperlegible. Bold emphasize only. 

Character distinction with a readable font.

• Footer text 8 points to have a small “fail” 

element. Improved with horizontal layout and 

higher contrast. 
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Authentic Representation

Inclusive graphic from a disabled artist [in 

this case from a project by Jessica Oddi for 

a client]. Actually of a person, with individual 

traits and disabilities.

Alt Text

Custom alternative text:

Accessibility . We must design with disabled 

people, not just for them . Social media 

access is a basic human right . At social 

underscore handle . Wheelchair, user art .

Kept basic, for just the text. Leaving the art 

description for the ID in the caption. Spelled 

out “underscore” for screen readers. Tip: write 

out pronunciation of words and characters when 

needed. Example, “Oddi” gets pronounced 

wrong, so I spell out “Oh-dee” in alt text.

Fixed Post Caption

Image Description

Included in the caption, at the bottom to go 

into further detail with the entire graphic.
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ID: Text graphic . Accessibility . We must 

design with disabled people, not just for 

them . Social media access is a  basic 

human right . Bottom tag: [at] social 

[underscore] handle .

Vector art . A non-binary Asian person in 

a power wheelchair, holding a coffee with 

a straw . Their hair is in a bun with shaved 

sides . They have piercings, a trach tube, 

and a red outfit . A yellow purse hangs from 

the side of their chair .

Starts from the most relevant to details of the 

vector graphic. Affirms identity. We need to 

celebrate race, ethnicity, gender, sexuality, 

pronouns, age, and size in descriptions.

Captions, Emojis, and Hashtags

• “Don’t you just love when people don’t 

make their content accessible? /Sarcasm” 

Notes that sarcasm is being used. Further 

examples: “/Joking”, “/Rant”. “/Frustrated”. 

• Reduced emojis to two. Grouped them 

together at the end of a paragraph, rather 

than mid sentence.

• Easy to read. Removed all emphasis. Broke 

up paragraphs with returns instead of 

symbols. Used PascalCase for hashtags.

• Inclusive language. The post itself talks 

about “designing with disabled people not 

just for them”. The image description uses 

gender and identity-affirming language. 

The hashtags use the word “disability” and 

“SayTheWord”, which is a social campaign to 

embrace identity.
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Additional 

Practices
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Content Notices and 

Trigger Warnings

If your post has any sensitive material provide a 

warning. If someone doesn’t have the capacity 

to deal with a topic, it gives them the option to 

skip it completely. Example:

Content Warning: Ableism, Medical Trauma

Platforms with carousal images [Instagram] put 

the warning on the first slide and in the caption 

before your content. That way someone isn’t 

faced with the image right away.

Platforms without carousals [Facebook] put the 

warning in the caption before the content. Nest 

sensitive images in the comments rather than 

posting the image. Write a warning comment, 

then reply to that comment with the sensitive 

image and description.

Accessible Censoring

Don’t censor a word using an asterisk or special 

characters. It is inaccessible to screen reading 

devices that would read out every character. 

Instead, space out the letters. Screen readers 

will spell out the word, and it won’t get flagged 

by the algorithm.

• Inaccessible: sh*t

• Accessible: s h i t

Video and Audio

Example of an accessible reel posted on 

Instagram. Including open captions, described 

audio, and a transcript in the caption.

Link to Instagram Reel

https://www.instagram.com/reel/CKemZItFXVJ/?utm_source=ig_web_copy_link
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Accessible Notes from the Video

• Described Audio: I used my voice to 

describe the situation. When you have 

captions on a video with no audio, people 

with no or low vision wouldn’t get context.

• Captions: Platforms such as Facebook, 

YouTube, and Twitter allow for closed 

captions. Which is uploading a separate 

SRT [subtitles] file. Instagram doesn’t allow 

for closed captions. Never rely on the auto-

generated captions, they are not accurate. 

For this video I had to use open captions by 

burning them in the video using Descript.

• Transcript: Open captions are not accessible 

to screen readers, so I provide a transcript 

of the video in my caption. Future tip: 

provide a description of the video before 

starting the transcript. It could describe the 

person and scene of the video, if you didn’t 

add it in as an audio description.

Making a Video

First I recorded my video on my phone. I 

wanted a silent video, so I recorded my audio 

for the description separately.

I opened up Descript on my desktop computer 

and I uploaded all the files. It will automatically 

create a transcript for you. Once it’s done go 

back and fix any errors. 
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I create fancy captions for Instagram. If you’re 

using closed captions, skip this stage.

Highlight where you want the captions. Click the 

plus icon. A pop up asks, “What would you like 

to insert?” Search for fancy captions.

A purple box shows up on the timeline and on 

the transcript. To the right you can edit the 

caption style. You can change the layout, font 

size, alignment, opacity, fill, and stroke.

When you’re done your video. Click export. File 

export options: text, subtitles, and video.

Text is a TXT file of the transcript. Copy and 

paste it into your caption. Subtitles is the file 

you would upload for platforms that use closed 

caption. Note, if you used Fancy Captions, don’t 

do the Subtitles download. Video is the actual 

video file.
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Platform-

Specific Work 

Around
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Adding Audio 

to Instagram 

Stories

There is no way of providing alt 

text when sharing posts, text, 

and images on stories. So they 

are not accessible to screen 

readers.

We must add audio and 

captions, so at the very least, 

Blind users can hear the 

content. To do this, I use two 

apps on my Android device. 

T2S [Talk to Speech] and 

YouCut video editor. Any video 

app will work, as long as it 

allows for audio files. You can 

record your own voice instead 

of using Talk to Speech.

1. Share a post, or create a 

story. Download the image. 

Second icon from the top bar.

2. First we’re going to use the 

T2S app to create our audio 

description. Then the YouCut 

Video Editor app to make our 

video story.

3. Type the audio description 

in the T2S app. Press play to 

have it read out loud. Correct 

pronunciation errors by using 

phonetic spelling. When you’re 

happy with it, click the three 

dots in the top corner.

4. Save, Export as Audio File, 

MP3 format. This saves the 

audio file to your phone.

https://app-t2s.web.app/
https://play.google.com/store/apps/details?id=com.camerasideas.trimmer&hl=en_CA&gl=US
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5. Open YouCut: New Project.

6. Upload the story image.

7. Select music. Upload the 

audio file from T2S.

8. First, drag the image time 

line to match the length of the 

audio yellow bar. Second, click 

save. Third, a dialogue box will 

pop up, and press save.
9. Open Instagram, and select 

the new YouCut video to your 

stories from your gallery.
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10. Add in your original tags.

11. Place the tag over the old 

one in the image. And send or 

post your story.

Congratulations, your stories 

now have audio descriptions!
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Further Research

I’m not on all social media platforms. I do the best I can with the ones I’m on. I’ve actually shared a ton 

of resources at the end of this deck that go into the basic accessibility improvements and tutorials for 

most social media platforms, as well as all the tools I use. Because we have to be aware in this industry of 

advocacy burnout.

Another great way to get further research is to follow disabled people, follow accessibility advocates, and 

follow those hashtags on your social media platform. It’s a great way to keep up to date with the latest 

practices and bugs. Everything I’ve learned that I have shared with you today was because either a friend 

told me, a colleague posted about it, or I looked it up and figured out what the standards were.

Don’t be afraid to do your research.
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Resources



30

Contrast Ratio and 

Colour Blindness

• Web Content Accessibility Guidelines 2.1 AA 

and AAA compliancies.

• WebAIM Contrast Checker to test the 

contrast ratio of two colours.

• Accessible Brand Colors by Use All Five to 

test multiple swatches at once.

• Coblis Color Blindness Simulator to upload 

images and test with varying levels of colour 

blindness [you can save the files].

• Colour Name & Hue tool to name colour 

swatches [great for people who are colour 

blind and need to know the name of a hue].

Typography and 

Readability

• Web Content Accessibility Guidelines 2.1 for 

text spacing.

• Google Fonts for typefaces [type in 

B8CO0co1ILli| in the sentence field].

• Myopia Vision Simulator to get an idea of 

the amount of blur to use when testing a 

typeface.

• We’re All Human typography and layout for 

inclusive design.

• What Makes a Typeface Accessible by Gareth 

Ford Williams.

• Katherine Hegarty [mentioned in the 

presentation on Slide 12].

https://www.w3.org/TR/WCAG21/#contrast-minimum
https://webaim.org/resources/contrastchecker/
https://abc.useallfive.com/
https://www.color-blindness.com/coblis-color-blindness-simulator/
https://www.color-blindness.com/color-name-hue/
https://www.w3.org/TR/WCAG21/#text-spacing
https://fonts.google.com/
https://coopervision.com/myopia-simulator
https://wereallhuman.uno/index.html#typography
https://medium.com/the-readability-group/a-guide-to-understanding-what-makes-a-typeface-accessible-and-how-to-make-informed-decisions-9e5c0b9040a0
https://www.instagram.com/katherine.hegarty/?hl=en
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Authentic and 

Representative Graphics

• Disabled and Here a disability-led stock 

image and interview series celebrating 

disabled Black, Indigenous, people of color 

[BIPOC].

• Disability Inclusive Stock Photography by 

Disability:IN.

• Adobe Stock vectors [search disability].

• Disabled Made Content open source list of 

disabled people who freelance in creative or 

accessible spaces [to hire disabled artists].

• Black Disabled Creatives by Jillian Mercado 

[to hire disabled artists].

Alt Text and Image 

Descriptions

• Tips on Writing Descriptions by Jessica 

Oddi.

• Higher Priestess on Instagram [search 

through posts about Alt Text and Image 

Descriptions for plenty of tips].

• Veronica with Four Eyes from Alt Text tips to 

more with vision loss.

• How to Write Alt Text/Image Descriptions by 

Veroniica [Perkins eLearning].

• How to write an image description by Alex 

Chen on UX Collective.

• Haben Girma [mentioned in the presentation 

on Slide 18]

https://affecttheverb.com/disabledandhere/
https://disabilityin.org/resource/disability-stock-photography/
https://stock.adobe.com/sk/vectors
https://docs.google.com/document/d/15k4cjxs4_kDjTPL-jm7NXHqWbOkOpFQJFfV13Sr0jEo/
https://blackdisabledcreatives.com/
https://www.jessicaoddi.com/resources/writing-descriptions
https://www.instagram.com/higher_priestess/?hl=en
https://veroniiiica.com/categories/
https://www.perkinselearning.org/technology/blog/how-write-alt-text-and-image-descriptions-visually-impaired#:~:text=Alt%20text%20gives%20the%20user,floor%20and%20it's%20orange%20juice.
https://uxdesign.cc/how-to-write-an-image-description-2f30d3bf5546
https://habengirma.com/


32

Tools for Accessible 

Captions

• Hemingway Editor marks reading level and if 

sentences are hard to read.

• tone tags / indicators by @ranlaugh with a 

master list of abbreviations.

• Make Your Hashtags Accessible by the 

Bureau of Internet Accessibility.

• VoiceMaker a desktop platform to test your 

captions [mobile turn on VoiceOver on 

iPhones or TalkBack on Android].

• I am Disabled: On Identity-First Versus 

People-First Language by Cara Liebowitz on 

the body is not an apology [for thoughts on 

language].

Content Notes, Warnings 

and Censoring

• Trigger Warnings, Content Notes by Kaija 

Rayne [explanation and list of examples].

• Don’t use flashing lights by Access Guide.

• Accessible bowdlerization by Strong 

Language [screen reader censored content].

Video and Audio

• Descript [used to create my accessible reel].

• Making Audio and Video Media Accessible

by W3C Media.

• Creating Accessible Videos Washington U.

• Accessibility Tools and Apps by Mabely Q.

https://hemingwayapp.com/
https://tonetags.carrd.co/
https://twitter.com/ranlaugh
https://www.boia.org/blog/make-your-hashtags-accessible
https://voicemaker.in/
https://support.apple.com/en-ca/guide/iphone/iph3e2e415f/ios
https://support.google.com/accessibility/android/answer/6007100?hl=en
https://thebodyisnotanapology.com/magazine/i-am-disabled-on-identity-first-versus-people-first-language/
https://kaijarayne.com/trigger-warnings-content-warnings-content-notes-an-explanation-and-list/
https://www.accessguide.io/guide/flashing-lights
https://stronglang.wordpress.com/2015/04/28/accessible-bowdlerization/
https://www.descript.com/
https://www.w3.org/WAI/media/av/
https://www.washington.edu/accessibility/videos/
https://www.mabelyq.com/accessibility-tools-apps
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Instagram and Social 

Media Accessibility

• Adding Audio to IGTV Stories by Jessica 

Oddi [links to an old Instagram video I 

posted, note I still cannot pin comments on 

Instagram].

• Accessibility Instagram Help Center.

• How to Make Instagram Stories Accessible

for Low Vision Users by Veroniica.

• How to Add Alt Text to Instagram Photos by 

Access Now.

• Tips for making social media accessible by 

Ryerson University.

Facebook and Live Video 

Accessibility

• Accessibility Facebook Help Center.

• How to Add Alt Text to Facebook Photos by 

Access Now.

• Facebook Accessibility by AMI.

• Accessibility Toolkit for Facebook Live by the 

Minnesota Government.

• Facebook: Accessible Images and Posts by 

Explore Access.

• Facebook: Accessible Videos by Explore 

Access.

https://www.instagram.com/tv/CNqdzfLnOh-/?utm_source=ig_web_copy_link
https://help.instagram.com/308605337351503
https://veroniiiica.com/2020/05/27/how-to-make-instagram-stories-accessible-for-low-vision-users/
https://accessnow.com/blog/how-to-add-alt-text-to-instagram-photos/
https://www.ryerson.ca/accessibility/guides-resources/social-media/
https://www.facebook.com/help/273947702950567
https://accessnow.com/blog/how-to-add-alt-text-to-facebook-photos/
https://www.ami.ca/facebook-accessibility
https://mn.gov/mnit/media/blog/?id=38-310440
https://exploreaccess.org/social-media/facebook-images/
https://exploreaccess.org/social-media/facebook-videos/
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.

Twitter and TikTok 

Accessibility

• Twitter Accessibility user [at] TwitterA11y and 

#DisabilityTwitter

• Accessibility features of Twitter by Twitter 

Help Center.

• Twitter: Accessible Tweeting by Explore 

Access.

• Improving Your Tweet Accessibility by Adrian 

Roselli.

• Accessibility TikTok Help Center.

• TikTok Accessibility: Captions and Other Best 

Practices by 3 Play Media.

• Improving TikTok’s Accessibility by Nadia 

Karizat.

LinkedIn and YouTube 

Accessibility

• LinkedIn Accessibility [more of a statement 

than a resource].

• Becoming Accessible [LinkedIn] by the 

Bureau of Internet Accessibility.

• LinkedIn and Accessibility by Explore 

Access.

• YouTube Accessibility by AMI.

• Accessibility features supported on YouTube

by University Information Technology 

Services.by AFB.

https://twitter.com/TwitterA11y?ref_src=twsrc%5Egoogle%7Ctwcamp%5Eserp%7Ctwgr%5Eauthor
https://twitter.com/hashtag/disabilitytwitter
https://help.twitter.com/en/using-twitter/accessibility-features
https://exploreaccess.org/social-media/twitter/
https://adrianroselli.com/2018/01/improving-your-tweet-accessibility.html
https://www.tiktok.com/accessibility/
https://www.3playmedia.com/blog/best-practices-tiktok-accessibility/
https://nkarizat.medium.com/improving-tiktoks-accessibility-d914c254a350
https://www.linkedin.com/accessibility
https://www.boia.org/blog/becoming-more-accessible-on-linkedin-tips-for-improving-your-reach
https://exploreaccess.org/social-media/linkedin/
https://www.ami.ca/youtube-accessibility
https://kb.iu.edu/d/azip
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Disability 

Advocacy and 

More Resources

Jessica Oddi [dot] com [slash] resources

https://jessicaoddi.com/resources
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