
Welcome to the 
Town Hall
3 December 2025
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Agenda
● Introduction to accessible advertising (10 minutes)

● Best in class: A look at the most accessible UK Christmas 
ads from the RNIB (10 minutes)

● How Diageo are reaching 100% accessible ads by 2030 (10 
minutes)

● Case study: Belgian broadcasters share how they prepped 
for the European Accessibility Act (10 minutes)

● Channel4 captions mandate (10 minutes)
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An intro

More effective ads
with accessibility



We’re independent multi-
disciplinary experts that 
drive responsible growth.
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Michelle Yeadon Emily Roberts



Why?
Greater reach

Greater understanding

Greater effectiveness

Growing legislation

Growing adoption
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Why?
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Greater reach

Greater understanding

Greater effectiveness

Growing legislation

Growing adoption

6Sources: 1 European Council, 2 RNID, 3 RNIB, 4 ADHDaware

1 in 4
people have a 

disability1

In the UK:

1 in 3 adults are d/Deaf, have hearing loss 
or tinnitus.2

3% of people are blind or partially 
sighted.3

15% of people have a neurodiverse 
condition.4
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Why?
Greater reach

Greater understanding

Greater effectiveness

Growing legislation

Growing adoption
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Subtitles 
(captions)

1 in 2 people use them most of 
the time.1

3 in 4 viewers often watch video 
content on mute.6

Sources: 1 Preply US 2 ExtremeReach 2025



Why?
Greater reach

Greater understanding

Greater effectiveness

Growing legislation

Growing adoption
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+ Positivity towards brands

+ Brand cut through

+ Brand consideration

Sources: Differentology, Ipsos John Lewis 2022 Christmas Ad
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Why?
Greater reach

Greater understanding

Greater effectiveness

Growing legislation

Growing adoption

11Source: Extreme Reach 2025: 650k assets, 11.8m deliveries, 100+ countries



There are many types of access barriers

Permanent

Temporary

Situational

Visual Auditory Speech Motor Cognitive Neuro

Blind

Cataract

Distracted 
driver

Deaf

Ear infection

Bartending

Non-verbal

Laryngitis

Unfamiliar 
accent

Upper limb 
difference

Arm injury

Holding a 
baby

Brain injury

Concussion

Depression

Dyslexia

Stimming

Sensory 
overload

Source: Adapted from a Microsoft infographic 12



Any accessible 
feature

Audio 
description

Closed 
captioning

Market

0.5%100%Canada

4%32%Ireland

1.5%30%UK

0.2%18%United States

0%16%Australia

0.4%10%Japan

3%9%France

10%Global

Still, few creative assets have accessibility features

13Source: Extreme Reach 2025: 650k assets, 11.8m deliveries, 100+ countries



3 common media access features

Captions
(subtitles) Alt text

A brief text description of 
visuals, often read aloud by a 
screen reader.

Audio description

Voiceover narration that is 
played in parallel to the ad's 
main audio track describing 
the on-screen visuals.

Text displayed at the bottom 
of the screen that transcribe 
the on-screen dialogue and 
key sounds or music. 
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Captions

‘Closed’ captions are turned on 
and off by consumers.

‘Open’ captions are ‘baked in’ or 
‘burnt in,’ meaning the text is 
permanently on screen.

Common barriers: Creative 
teams don’t know the difference 
between open and closed and 
aren’t familiar with how to do 
make good captions.
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Alt text

It can be hidden: A screen reader 
will read the text aloud to 
someone using assistive tech.

It can be visible: This text can be 
included in social media post copy 
for everyone.

Common barriers: Creative teams 
don’t know this feature exists and 
don’t realise this needs to be just 
as creative as other content 
messaging.
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Audio description

It’s turned on and off by 
consumers, most commonly 
available for linear TV. An extra 
voiceover inserted between the 
dialogue describes the on-screen 
visuals.

Common barriers: Most people 
don’t know this exists, and 
creative teams don’t leave room 
in the main script for audio 
description to be added. 
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Captions
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Audio Description

Cost (£/$): Low to mid 
hundreds
Includes transcription and synching

Time: 1 day
Includes transcription and synching

Cost (£/$): Mid 
hundreds
Voice recording costs vary
Clearance fees excluded

Time: 4 days
Includes clearance and clocking

Alt Text

Cost (£/$): Under a 
hundred

Time: <1 day

Surprise: Costs are low and timings are short



Barriers exist along the whole value chain
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Brief Strategy Creative Delivery

Lack of
awareness / buy-in

Lack of
skill / tools Lack of

consistency Lack of
compliance process

Lack of
media capability
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The Ad Accessibility Network All Ads Accessible to All

Our strategies

1. High-level advocacy: Make the case for 
change to key decision-makers

2. Education and actionable training: 
Provide for practitioners throughout the 
value chain

3. Provide standards: Make 
implementation easy and ideally the 
default

4. Measure progress: levels of technical 
enablement and buy-side adoption
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Our growing activities as a network

2023

2025

2024

• Build steering group
• Establish UK broadcast 

taskforce and French 
taskforce

• Define scope of 
activities

• Set goals

• Identify barriers
• Collate evidence and support 

for business cases
• Measure media capability 

and advertiser adoption
• Launch educational material
• Launch digital taskforce
• Launch town hall events

• Amplify educational material with a 
more developed comms plan

• Collate more resources to bolster 
educational material

• Expand remit of digital taskforce
• Involve more publishers in digital 

taskforce
• Expand involvement to more 

markets
• Tailor educational material for more 

markets
• Engage other markets



Resources available at our hub

1. Champion - Make your business case and get buy-in.

2. Pilot - Start with a pilot campaign.

3. Collaborate - Involve external partners to support you.

4. Roadmap - Build a roadmap to deliver it.

5. Motivate - Incentivise your teams to deliver results.

6. Measure - Track your progress and work to improve.

Visit
adaccessibility.orgIn collaboration with:
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Thank you
Please contact michelley@responsiblem.com or 

emily@responsiblem.com
who coordinate the network

when you’re ready to get involved.
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Public

’Tis the season for accessible ads: audio-led 
storytelling done right

Duration: 10 minutes

Facilitator: Sonali Rai (RNIB)



Public

2025 
Christmas

“This advert doesn’t say 
‘Asda’ anywhere, the only clue 
is the word “rollback,” which 
some people might recognise. 
It’s clear that it’s a Christmas 
advert because of the singing 
and festive sounds, but it’s not 
easy to tell what’s being 
advertised or what’s 
happening. The main 
message seems to be about 
saving money, but overall, it’s 
quite hard to take much away 
from it apart from it being 
cheerful and Christmassy.”

AD user



Public

2025 
Christmas
“The Sainsburys one 

doesn’t seem to have 

much space for AD, and I 

could follow it ok but right 

at the start it would have 

been helpful to know who 

the other character is, 

apart from the little girl 

and the BFG.”



Public

2025 
Christmas

“John Lewis, has the 

AD and I think it’s 

pretty good, especially 

the audio ducking, you 

can hear the music and 

sounds clearly even 

with the AD running.”



Public

Key conclusions

• Audio track plays a critical role in the experience. Context, Brand, and Benefits should be 

stated clearly and as early as possible in the audio track.

• Colour and contrast: use good colour contract. Check WCAG requirements for colour contrast.

• Bold and prominent text: larger and bolder on screen. 

• Easy to process frames: decluttered, simple sets, familiar and recognisable elements.

• Easy to process flow:  editing with few cuts. 

• Ensure the elements that consumers can HEAR & “SEE” are easy to process when combined. 

For example: 

• Smooth, balanced PACE: not too fast, nor too slow. 

• Visual & verbal synchronisation: Speed of the audio track needs to match what’s is on 

screen, as well as clearly and prominently articulate the brand and benefit.



How to invite and include 
everyone in the celebrations
Sarah Fleury
Progressive Marketing Co-Lead
Global Head of Digital, Baileys



Our purpose is to
celebrate life, every 
day, everywhere for 

everyone.

So, we must be 
inclusive of disability 
across our marketing.



Diageo Progressive Marketing

PILLAR 1 
Creative 
excellence

Creating work that step 
changes Progressive 
representation

PILLAR  2 
Closing 
the gap

Drive and accelerate inclusion 
and diversity in our creative 
agencies and production 
partners

Shaping the progressive 
media landscape of 
tomorrow

PILLAR 4
Innovation 
& Design

An explosion of creativity by
including those previously 
excluded from our category 
and from the creative industry

PILLAR 3 
Media –
Change the context



Our Accessible Marketing Ambition

Diageo aims to make 

100%
of our campaigns accessible by 2030.

* starting with captions, alt text/image descriptions and audio 
descriptions



WHAT DO YOU SEE?
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FRO M  [ I MAGE  D ESCR I PT I O NS]  

TO  [D ELI C I O US  DES CRI PT I O NS ]



WE DO US 

EYES CLOSED/EYES OPEN
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Thank you


