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1	Executive	summary		
	
The goal of this strategy is to create digital video assets that will enable users with 
disabilities, carers and support organisations to communicate effective job readiness 
information to individuals on the pathway towards employment.  
 
The strategy will address the crossover between online and offline tools that are required for 
communicating job readiness information. The objective is to develop three individually 
themed, one minute videos that clearly and concisely present digital perspectives of disability 
user’s abilities to provide: 
 

• Access, consume, digest relevant job readiness information; 
• Use specific disability friendly visual language, symbols and colouring; 
• Overcome hindrances of accessibility technology affordances issues, limitations 

impressed upon disabilities users when using digital technology; 
• Provide accessibility tips, tricks and navigations;  
• Present, construct and revealing disability identity within the context of online 

networking. 
 
The digital videos produced as part of this digital strategy will be hosted on the Annecto 
YouTube channel. The YouTube platform provides user friendly evaluation and sharing 
capabilities across the Web and to other social media channels. This will also provide 
insightful analytical measurements into the effectiveness of the outcomes created as part of 
this digital strategy. 
 
The term accessibility users will be adopted throughout this strategy, to make reference to 
users with disabilities who use online and offline digital tools, platforms, social media and 
the Internet.  
 
The focus of the strategy will be contained to non-verbal accessibility users. This is due to the 
limitation of the assessment scope. It is however recognised that there are multiple 
opportunities to increase inclusion into future workplaces via the use of digital tools and 
online resources.   
 
The key resources consulted in the development of this strategy include: 

• NIDS framework and policies  
• Not-for-profit orgainsations with a focus on disability employment services  
• Consultancy with internal staff from Annecto  
• Academic and Web research to inform the approach undertaken 
• Audience insights gathered from government departments and surveys   
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2	Planning		
	
Digital technologies, tools and social media provide people with disabilities many 
opportunities to access information, build and develop social networks and connections in the 
context of job readiness. This includes opportunities and hindrances associated with 
accessibility issues, user navigations, technological affordances, the gathering of information 
and using social media. The most common issues identified during the research performed in 
developing this strategy was disjointed and decentralised information was not targeted 
specifically towards an audiences of accessibility users. 
 
The goal of this strategy is to develop opportunities for employment and social networking 
capabilities of accessibility users within the domain of job readiness. This strategy uses 
Annecto, a disability support organisation as a case study and the orgainsations existing 
digital assets. The findings can be applied to other disability support organisations and 
contexts more broadly. The goal will identify effective ways to use existing digital tools and 
create highly visual, consumable and targeted content towards accessibility users. 
 
2.1	Background		
 
Annecto is a community inclusion organisation providing services for people with disabilities 
catering towards ‘inclusivity for all’ and ‘tailoring services and links to networks and 
organisations in the community’ (Annecto 2016). The focus of the organisation seeks to 
develop ‘individual outcomes’ and ‘community inclusion indicators’. Founded in Yarraville 
Victoria, the organisation operates from the David House, and also Northern and Western 
Melbourne metropolitan, regional Victoria, Sydney and regional NSW areas. The 
organisation maintains over 300 diverse partnerships links between community, business and 
government sectors. The orgnaisations objective is to increase connections between people, 
individuals, groups, networks, and organisations (Annecto.org.au). This independent not-for-
profit organisation is supported by the Federal Government and Victorian and NSW State 
Governments (Annecto disability brochure 2015).  
 
2.2	Theory	summary		
 
Globalisation assists in framing the connections and activities that occur from a technological 
perspective, within this theory social media logic defines the opportunities and hindrances 
occurring for users within digital ecologies. Globalsation has enabled new and multiplied 
social networks and activities across political, economic, cultural and geographic boundaries 
(Steger 2009, p.14). This extension of ‘social relations, activities and interdependencies’ has 
facilitated non-government organisations, such as Annecto to more easily exchange 
information, build connections, engage with other organisations and clients and evolve more 
broadly. Within this framework digital technologies, including social media (Facebook, 
LinkedIn, YouTube, browsers and search engines) allow information and communication 
consumption and exchange to occur across an expansive networked ecosystem that makes 
use of the affordances of Web technologies (van Dijck and Poell 2013, p. 5). From the 
perspective of accessibility users, digital tools and the Web present many opportunities, in 
addition to hindrances and obstacles in terms of accessibility, identity, relevance and 
information consumption issues.  
                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                    



  Mark J Wilson s3582258 
                                                                                                                                                           COMM2665: A3 

6 

This digital communications strategy requires users to robustly challenge technology 
affordances (web, hardware and social media) and mould the technologies affordance to 
adapt and respond to accessibility users specific requirements. Castell (2010, p.xxx) presents 
the conceptualisation of mass-self communication that provides users opportunities to reach 
global audiences via multimodal, peer-to-peer networks and free open source software. As 
this concept suggest, mass-self communication presents accessibility users opportunities to 
build social networks and gain education, training and employment opportunities. However, 
information and message meaning may need to be reinterpreted and translated and or 
moulded to specific users. Digital technologies and communications networks facilitate 
interactivity where meaning is ‘not determined by content and effect of its messaging (Castell 
2010, p. xxxi). This questions the place of self-productions to provide unlimited opportunities 
for diversity and ‘communication flows that construct meaning in people’s minds’. From the 
perspective of accessibility users, meaning constructs are highly advantageous, in terms of 
anchoring identity and building social networks. Facilitated by programmability elements that 
provide vast potential to benefit disability users. Human agency helps to navigate the 
programmability via contributions, resistances to code instructions, and adjustments to 
policies (van Dijck and Poell 2013, p . 5). Viewed through the lens of accessibility, 
challenges, evaluation and bypassing of digital tools programmability are necessary to carter 
for an individualised online experience.  
 
Benefits of digital Web tools and social media more broadly provide affordances such as 
simple publishing capabilities, including content such as photos and video enhancing social 
inclusion for accessibility users. Social media assists in reducing individuals with disabilities 
social isolation, occurring through sharing and online engagements that assist to develop 
confidence and self-esteem (Caton and Chapman, 2016, parra. 31). This also includes 
explorations of identify, access to social networks and health information. However, ‘2014 
report estimates 2.55 million (13.9%) Australians living in poverty, including low-income 
consumers facing financial barriers in getting connected and staying connected to essential 
broadband services’ (ACCAN 2016). Overcoming affordability barriers to connectivity to the 
Internet places considerable constraint on establishing broader ‘social, economic, and 
community participations’ for accessibility users. This is an important consideration when 
applying this strategy, fundamental access to hardware and Internet service may not be 
readily available. 
 
Social media has facilitated important changes for individuals with disabilities providing 
greater accessibilities through varying affordances of “text, image, sound and multimedia” 
(Hunsinger and Senft, 2013). However, significant inclusions to achieve greater engagements 
are required to develop and enhance accessibility users experience. Specific areas of usability 
issues include the limitations of help pages targeted towards accessibility users, mouse 
navigations, keyboard only navigation, navigation issues and “interface inaccessibilites” 
(Hunsinger and Senft, 2013). This further highlights the need for “accessibility design” to be 
drawn into focus, enhancing usability, and raising questions about the long-term obstacles 
preventing greater usability. Social media platforms such as Skype, Facebook, YouTube and 
Instagram have enabled “inclusions, supports and connections” enhanced interactions, at the 
same time reducing difficulties that may be experienced in everyday interactions (Hemsley 
and Murray 2015). Therefore, this strategy will seek to identify social media affordances that 
seem natural, instinctive and provide user-friendly experience and that improve greater online 
engagements.    
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The direction of the strategy will employ visual based social media as a means to enhance 
greater participations. Evidence has identified YouTube as a platform adequately 
representing disability groups, via its affordances of visual elements, inter-platform sharing 
capability, comments and acceptance of diverse community structures (Ellis 2014, p.485). 
“Cognitive, communication and literacy difficulties” are the root cause preventing users with 
disabilities fluid expression online (Caton and Chapman 2016, parra.31). As a consequence 
video, photos and tagging content is a key communication approach to be employed within 
the strategy enhancing and supporting users to gain job readiness skills. 
 
2.	3	Project	analysis		
 
The videos produced will be succinctly aligned to the the introduction of the National 
Disability Insurance Scheme (NDIS) in July 2016. This will provide opportunities to 
individuals with disabilities to enter into the workforce with funded workplace supports. The 
NDIS policy framework (2015) states: 
 

1. Linkages and Capacity Building (ILC) within the NDIS: Stream One: provides 
opportunities to ‘support, promote independence and enhance capacity to self-
navigate service systems’ (p.9). This includes:    

• web based supports  
• information sharing  
• face-to-face information support (p.10). 

 
2. Understanding accessibility users digital skills, capabilities and limitations within the 

context of achieving ‘inclusivity for people with a disability in areas such as: 
• Employment and education  
• Communication and website accessibility’ (p.11).    

 
3. Stream three: assists in creating personal networks connecting people with disabilities 

to employment opportunities (p.12). 
 
The strategy will therefore equip and enable job seekers with disabilities job readiness skills. 
The three one minute videos will be produced addressing the project requirements. The video 
themes will include: 1) Web support and information 2) Communication and accessibility, 
and 3) Networking.  

 
2.4	Informing	appropriate	digital	technology	
 
Analysis of Annecto’s existing social media, Facebook, YouTube and LinkedIn accounts has 
identified the organsiation YouTube channels as the most appropriate channel to host these 
videos. It has an established viewing audience with 6 subscribers and approximately 1113 
views. Currently the YouTube channel sits as an isolated presence without any formal nodes 
or links back to the organisation website or other social media platforms. Linking to 
YouTube videos assists to highlight the complexities of messages. (Disability Employment 
Australia 2015). Further analysis identified that the existing video content includes a high 
standard of produced content; however, this is not targeted towards an accessibility user 
audience and is instead often focussed towards corporate, rather than everyday users. Small 
font size text is currently used on video titles; there are no subtitles (unless enabled by the 
users after three clicks) and Overstream is not utilised within existing videos.   
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Other social media channels metrics include: 

• Website Annecto.org.au 
• Facebook: 1,100 likes  
• Twitter: 476 followers, 396 likes  

 
Website: 

• ‘What we do page’ and ‘my support’ pages both make mention of employment 
readiness, however do not contain any specific information, hyperlinks or examples 

• No information or hyperlinks contained about computer skills or training  
• No specific information is continued on the website or YouTube that is relevant to job 

readiness or employment  
 
Opportunities to enhance the existing website content and producing specific targeted videos 
to extend these areas have been identified as part of this strategy.  
 

3.	Strategy		
 
This digital strategy will produce highly focussed and targeted content to be hosted on 
Annecto’s YouTube channel http://www.youtube.com/user/annectonetwork. The videos will 
be promoted via tweets on the Twitter account @AnnectoNetwork and embedded into the 
‘My Support’ http://www.annecto.org.au/what-we-do/my-support webpage, under a new 
heading titled: ‘Job Readiness’. This content will be framed around the organisations 
objective of providing services to individuals with disabilities, ‘continued use or development 
skills…connecting online and using computers’ (Annecto 2016). The strategy will strengthen 
the existing platforms by driving focussed and targeted content within the theme of 
accessibility.  
	
3.1	Recommendations		
 
The orgainstations current resourcing present challenges to developing content specifically 
focussed towards accessibility users. The strategy recommends developing a staff training 
module that outlines producing Web content that is accessibility focussed. Enhancing 
existing published YouTube content by incorporating subtitles and increasing the font size of 
text and the inclusion of hyperlinks within video description. The development of an ongoing 
framework for all future web and social media content that clearly states and defines 
accessibility centric objectives, including:  

1. Overstream on all published video content  
2. Linking nodes to other social media channels: YouTube links back to Twitter, 

Facebook and website accounts and vice-versa  
3. Inclusion of hyperlinks in video descriptions and wherever possible  
4. Building networking partnership for job readiness that includes links to other 

employment focussed orgainsations  
5. Providing video examples wherever possible demonstrating the lived experience of 

users with disabilities  
6. Increasing YouTube subscriptions to other disability orgainsations  
7. Developing a partnership with an organisation that can provide hardware accessibility 

constraints that prevent access to using digital tools. 
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3.1.1	Key	messages		
 
The key message will promote job readiness information to accessibility users, carers and 
support workers. Three one minute videos will contain the key message of:  
 

• Web support and information  
• Communication and accessibility 
• Networking. 

 
Each video will be presented as a short, sharp moving infographic and convey information 
communicate using single words and symbols. The content will be overlayed with positive 
background music and a mix of male and female voiceovers. Each video will use Overstream 
to add subtitles in large bold text to accompany each video.  
 
3.1.2	Content	outline		
	
The Web support and information video will detail online support (organisations and 
individuals) that provide information on job readiness, such as: 
 

• Job Access National Disability Recruitment Disability employment services 
(Centrelink) http://www.jobaccess.gov.au/    

• Australian Government’s National Disability Coordination Officer (NDCO) Region 
12:Western Melbourne http://www.ndcovictoria.net.au/region-12		 

• Officer (NDCO) Region 12:Western Melbourne mailto:gary.kerridge@deakin.edu.au	
• Work Focus Australia http://www.workfocus.com/about-us.aspx  
• MyWork: Employment Services, St Laurence experience life 

http://www.stlaurence.org.au/services/jobactive-and-disability-employment-services/   
• Enabled employment, run by people with a disability for people with disabilities 

https://www.enabledemployment.com/businesses 
• Australian Network on Disability http://www.and.org.au/ 

 
 
The communication and accessibility video will present information about the importance of 
maintaining and accessing an email address, social media and hardware daily. Key messaging 
will also include: 
 

• Self-awareness  
• Know your skills  
• Personal qualities to offer employer 
• Up-to-date resume  
• Being an active job hunter  
• Networks (IMCV 2016) 

 
The networking video will present tips on using the networking tool LinkedIn, giving 
accessibility information about building a profile for a job seeker with disabilities. The video 
will also explain other networking advice about finding jobs which may not be advertised and 
suggests contacting friends, family, students, teachers and lecturers, neighbours and people in 
local areas while looking for work (IMVC 2016). 
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3.1.3	Style	guide	
	

The style will be fun and engaging using a pastel colour plate as a base. This will use a base 
RGB: FF8B11 (orange) colouring. This will be vibrant and engaging to the viewer. Visual 
elements will contain consistent double spaced font, using a Chalkboard Bold font. Swatches 
here provide examples of the font against the background.  

 

 

 
(Paletton.com, 2016) 
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Web support and information video content and style guide example will include the hand 
reaching in from below into the frame and pressing play on the video. 
 

 
    (FreePik, 2016) 

Communication and accessibility video content and style guide example will use animations 
to be tested using focus groups and one-on-one interviews determining the most effective 
symbols to use throughout the content.  
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Networking video content and style guide example will include the text and LinkedIn 
symbols slide inwards from the outside of the frame.  
 

 
                  (ShutterStock, 2016) 
	
3.2	Audience		
	
The target audience includes disability clients accessing the Annecto service. This also 
extends to include carers and staff. The secondary audience includes stakeholders of other 
disability employment services throughout Australia. Data analysis illustrates opportunities to 
reach the target audience. Unemployment (9.5% men, 9.3% women), underemployment 
(32.4%) and workforce participation have become a national priority. It is estimated that 
people between the ages of “15 and 64 years with disability have both lower participation 
(53%) and higher unemployment rates (9.4%)” (Australian Network on Disability, 2016). 
Nationally this is an extensive audience and within the state of Victoria, insights can be 
drawn from Labour Force participations: 
 

• In 2012, 2.2 million Australians with a disability aged 15-64 years of working-age 
• People with disability made up 10 per cent of the total Australian workforce 

(Jobaccess 2016). 
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3.2.1	Audience	Specifics		
 
The audience is defined here in specific terms and the primary target identified here is 
between the age range of 15 to 34, who are not employed or looking for work. Connections 
can be drawn from the theory framework that outlined digital visual communications as the 
most effective medium to reach this audience group.   

 
                  (abs.gov.au, 2012) 
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3.2.2	Audience	social	&	cultural	networks		
 
The situated audience can be contextualised as wanting to be heard, accepted and given equal 
opportunities for employment. This is best described in the audiences own words: “… hiring 
people with disabilities who don’t want to be treated different to everyone else, we just want 
to be treated fair and equal” (Disability Employment Australia 2012). The cultural landscape 
prevents broader acceptance of accessibility users in employment contexts. “Our society is 
afraid and not willing to admit that they’re afraid…we’re just like you, we just need more 
time” (NSW Council for intellectual Disabilities 2015). Social and cultural anchoring is 
required to ensure that skilled labour is matched with employment opportunities and 
pathways.  
 
3.3	Technology		
 
Utilisation of Annecto’s existing media ecology including Web presence and social media 
tool suite will be tactically deployed to distribute the strategies content. This will use 
YouTube affordances such as automated captions, self-captioning, accessible YouTube 
players and mobile app (Media Access Australia 2012). Some technology specifics include:      
	

• YouTube: post video to existing channel, descriptions, Overstream, hyperlinks, 
shareability; 

• Website: edits to existing webpage using HTLM, CSS, FTP and embedding videos;  
• Twitter: promote videos and website update via Tweets. 

 
Offline resources using visual based non-electronic communication aids will enable 
messaging to be clearly communicated (Scope, 2016). Using object symbols, tangible 
symbols (use of physical object combined with two dimensional text and imagery) method 
will ensure that the symbols used are meaningful for the individual (Scope Victoria 2011). 
Visual aids are powerful communication tools that use objects and symbols that will assist to 
build meaning into the strategy.  
 
3.3.1	Tools		
 
Developing video editing skills will be required to create the videos using digital software 
applications. These tools include: 
 

• Adobe Photoshop  
• Adobe Illustrator  
• Adobe After Effects 
• Vector image stock site free vectors: Freepik.com  
• Overstream (subtitles and comments customisation) 
• Object symbol creation, laminators, photocopying 

 
3.3.2	Strategic	use	/	best	practice		
	
Strategic use and best practice to reach the target audience will be achieved by tagging the 
video on YouTube with the intention of increasing (Search Engine Optimisation) SEO. 
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Engagement with individuals and groups using the twitter ‘@’ symbol will assist in reaching 
social networking connections. Using hashtags to promote assist with filtering and searching. 
 
3.3.3	Key	actions	/	reactions	/	evaluations		
 
Each action attempts to foster greater participations for individuals with disabilities who seek 
to develop new skills to attain employment. Reactions will include the ease of which 
information can be access. Other reactions include enhanced user navigations, understanding 
of the technologies affordances (and its limitations) and appropriate publishing mediums, 
platforms and aids to assist accessibility users.  
 
The success of the strategy can be measured via the effective mechanism of metrics gathered 
via monitoring social media sites to measure user engagements with the newly created 
content. Web traffic will be conducted by outsourcing to Google analytics services, that will 
provide reporting on web traffic. Focus groups and one-on-one interviews will be performed 
to evaluate the effectiveness of the content. These assessments will ensure the improvements 
are implemented as a result of responding to user feedback.  

4.1	Evaluation	/	feedback	/	Key	performance	indicators		
 
YouTube contains mechanisms enabling real-time evaluations to be performed via its 
extensive range of tracking functionality that are contained within the platform. These 
include: 1) Comments section 2) Number of views tracked 3) Thumbs up ‘I like this’ and 
down “I dislike this’ indicators. These real-time evaluation mechanisms will provide insights 
into the success of the digital strategy.    
 
Key Performance Indicators (KPIs) will be measured via YouTube’s analytics functionality. 
Tracking audience activity will occur via the ‘range overview’ that provides insights into the 
specific activity of users while watching the videos. The table depicts KPIs to measure the 
effectiveness of each individual video 
 

Audience KPI’s 
YouTube (per video) 
Number of views  100 
Watch time 45 seconds 
Average view duration 30 seconds 
Likes 10 
Dislikes 0 
Comments  5 
Shares 10 
Videos in playlists  5 
Subscribers 5 
Top geographies Victoria 
Gender views 50% 50% 
Traffic sources, direct, YouTube search, suggested  
videos, other 

Direct 
 

Playback locations via desktop, mobile device,  
embedded within website or app.  

Mobile device 
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Twitter (per Tweet) 
Likes  5 
Retweets 10 

 
4.3	Plan	for	evaluation	feedback	
 
The commitment will be to improve the existing digital ecology of Annecto’s web and social 
media assets. The evaluation process will identify ways to improve future engagement across 
the organisations online channels and social networks. This will occur by conducting pro-
active feedback sessions that will gather data for future strategic directions. These sessions 
will gather both positive and negative feedback and then incorporate this into future content. 
The focus will be to create digital content that is consumable, digestible and targeted towards 
accessibility users. 
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