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I N C L U S I V E  E X P E R I E N C E

What is Digital Accessibility?

The process of ensuring digital products (primarily 

websites) are accessible to those with disabilities.

At a very high-level this entails continuous analysis 

of digital products, to remove any digital barriers 

detected.



Important Acronyms:

a11y » Accessibility

ADA » Americans with Disabilities Act

WCAG » Web Content Accessibility Guidelines

W3C » World Wide Web Consortium



• Internationally recognized guidelines, published and maintained by 

W3C

• WCAG outlines specific success criteria which are designed to 

remove digital barriers for individuals with disabilities

• In short, they’re the ‘Gold Standard’ of digital accessibility.

What Are the Web Content Accessibility Guidelines 
(WCAG)?



• Any technology used by individuals with disabilities in order to 

perform functions that might otherwise be difficult or impossible.

• Some examples include:

• Screen readers

• Screen magnifiers

• Speech input devices

What Are Assistive Technologies?





• The current version of WCAG is 2.2 – which was finalized by 

W3C on October 5th 2023.

• Each version of WCAG is built “on top” or previous versions.

• As an example, WCAG 2.2 introduced 9 NEW success criteria, 

which were not outlined in WCAG 2.1

Web Content Accessibility Guidelines (WCAG) 
Versions



• Level A is the minimum level of conformance.

• Level AA includes all Level A and AA success criteria.

• Level AAA is the highest possible level and includes all 

Level A, AA, and AAA success criteria. 

Web Content Accessibility Guidelines (WCAG) 
Conformance Levels









Rewards / Benefits

The Carrot & The Stick

Punishment / Ramifications



Digital accessibility is the right thing to 
do

• It’s altruistic – EVERYONE should be able to 

utilize the internet with minimal barriers.

• Efforts help ensure your digital products can be 

utilized by individuals of all ages and abilities.

The

Carrot



Digital accessibility increases your 
potential customer / visitor base

• 1 in 4 adults in the Untied States have some type 

of disability (CDC 2024)

• Travelers with disabilities take an average of 3.3 

leisure trips per year (State of the American 

Traveler 2023)

• Travelers with disabilities are more likely to utilize 

online resources for trip planning than all other 

travelers (State of the American Traveler 2023)

The

Carrot



Digital Accessibility + SEO

• Digital accessibility and SEO have a symbiotic 
relationship

• Examples include:

• Alternative (alt text) for images

• Properly nested heading structure

The

Carrot



Digital accessibility has substantial 
SEO benefits

• Example: Alternative (alt) text for images 

• Allows search engines to properly index imagesThe

Carrot



Digital accessibility has substantial 
SEO benefits

• Example: Nested heading structure

• Allows search engines to accurately crawl web 

pages 
The

Carrot



L e t ’ s  T a l k  A b o u t

The Curb-Cut
Effect



By prioritizing digital 
accessibility, you’re 
creating a better user 
experience for ALL

T h e  C u r b - C u t  E f f e c t



Example of the curb-cut effect in web 
development

• Prime example with websites is color contrast 

requirements.

• Designed to benefit those who are color blind and/or 

have low vision

• Color contrast requirements also benefit:

• Users with low quality monitors

• Users relying on devices with smaller screen sizes

• Older users with deteriorating eyesight

The

Carrot



THE CARROT OF DIGITAL 
ACCESSIBILITY FOCUSES 
ON THE PEOPLE BEHIND 

THE MISSION



Digital accessibility is a legal 
requirement (under the ADA)

• Prioritizing digital accessibility reduces your 

legal risk.

• You reduce your legal risk by conforming to the 

Web Content Accessibility Guidelines (WCAG)

The

Stick



• WCAG are guidelines, not formal law. However, WCAG is cited on 

the ADA website.

• WCAG is referenced in both existing federal and state legislation.

• Section 508 (federal) references WCAG 2.0 AA

• California and Colorado’s state legislation references WCAG 2.1 

AA

The Legal Landscape of Digital Accessibility



The Legal History of Digital Accessibility:

» 1990: The ADA is signed into law

» 1991: The first website goes live on the 
world wide web

» 1994: The World Wide Web Consortium 
(W3C) is founded

» 1996: The DOJ takes the “position” that 
the ADA applies to web content - without 
providing guidelines of what makes a 
website accessible



The Legal History of Digital Accessibility:

» 1999: The Web Content Accessibility 
Guidelines (WCAG 1.0) is introduced by 
W3C

» 2008: WCAG 2.0 is introduced by W3C

» 2017: Lawsuits against websites begin to 
rise (Winn-Dixie lawsuit)

» 2018: WCAG 2.1 is introduced by W3C

» 2023: WCAG 2.2 is introduced by W3C 



THE STICK OF DIGITAL 
ACCESSIBILITY FOCUSES 
ON LEGAL & FINANCIAL 

REPERCUSSIONS

How to Get Started



• 97% of the digital accessibility lawsuits filed were against desktop websites.

• Mobile websites only accounted for 3%

• Over 40% of the lawsuits filed at the federal level were against businesses / 

organizations with previous lawsuits.

• The vast majority of lawsuits were against businesses with an annual 

revenue under $25 million.

Digital Accessibility Lawsuits in 2024 (United States)

2024 UsableNet Report



L e t ’ s  D i s c u s s

How to Approach
Digital Accessibility



Work with your web provider, internal 
digital team, and/or a 3rd party 
provider:

• Analyze your website to detect accessibility 

issues (WCAG 2.2 AA violations).

• Then conduct prioritized remediations to 

resolve these issues.

How to

Detect &
Remediate



Through a combination of automated 
scans and manual user testing

• PHASE #1: Automated scans look for code / 

structure-based issues based on the WCAG 

2.2 AA success criteria​.

• PHASE #2: Manual user testing consists of 

testing your website relying on keyboard 

navigation and/or assistive technologies.

How to Analyze

Your
Website



Potential providers for automated 
scans:

How to Analyze

Your
Website





When conducting remediations, 
ensure you’re following a prioritized 
approach

• Priority #1: Component based remediations

• Priority #2: Homepage remediations

• Priority #3: Template based remediations​

• Priority #4: Individual remediations

How to Prioritize

A11y
Efforts



Digital accessibility extends beyond 
websites

• Avoid PDF documents (such as menus) on 

your website.

• Substantial accessibility concerns

• Lack of SEO benefits

• If you must use PDFs, test for accessibility with 

Adobe Acrobat.

Accessible 

PDFs





L e t ’ s  R e v i e w

Actionable First 
Steps



Create and publish an accessibility 
statement on your website

• Conveys your organization's commitment to 

digital accessibility

• Provides contact information in case users 

encounter a digital barrier

• Use the W3C statement generator

• To be linked in the footer of your website

Actionable

First
Step





Add captions to video-based content 
used on your website

• YouTube and Vimeo support automatic 

captioning (powered by AI)

• Edit the automatic captions provided to ensure 

there’s proper punctuation

Actionable

First
Step



• Digital accessibility is an ongoing initiative

• Modern websites are incredibly dynamic

• Accessibility guidelines change over time

• It's best to address new accessibility issues as they arise, to 

continue to facilitate the best user experience possible for those 

with disabilities​.

Digital Accessibility should be viewed as a process, not 
a project



• “Fully ADA Compliant”

• “Meets WCAG 2.2 AA Conformance”

• “In an effort to progress toward satisfying WCAG 2.2 AA      

conformance” 

When it comes to digital accessibility, never speak in 
absolutes



Holistic Approach: 
Content + Website 
Optimizations

N o r t h  M y r t l e  B e a c h ’ s  E f f o r t s



N o r t h  M y r t l e  B e a c h

• Custom content geared towards 

travelers with disabilities.

• Content is housed in a ‘hub’ 

which is linked in the main 

navigation.

Custom Content
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