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Presentation Notes
 
3M is committed to ensuring digital accessibility for people with disabilities. We are continually improving the user experience for everyone and applying the relevant accessibility standards.

Web Content Accessibility Guidelines (WCAG) 2.1 define how to make Web content more accessible to people with disabilities. Accessibility involves a wide range of disabilities, including visual, auditory, physical, speech, cognitive, language, learning, and neurological disabilities. Although these guidelines cover a wide range of issues, they are not able to address the needs of people with all types, degrees, and combinations of disability. These guidelines also make Web content more usable by older individuals with changing abilities due to aging and often improve usability for users in general.

WCAG 2.1 is developed through the W3C process in cooperation with individuals and organizations around the world, with a goal of providing a shared standard for Web content accessibility that meets the needs of individuals, organizations, and governments internationally. It is designed to apply broadly to different Web technologies now and in the future, and to be testable with a combination of automated testing and human evaluation. 
 
3M has chosen the WCAG 2.1 Level AA standard for accessibility compliance. 
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Presenter
Presentation Notes
Many of the accessibility issues that need to be addressed are handled at a corporate level – items like the 3M theme, header and footer, DPLs, CSS and most non-DPL functionality like product selectors and calculators. 
 
This playbook is intended to cover accessibility concerns NOT handled by the corporate team, accessibility issues that each business group is responsible for implementing. This playbook was developed for marketers, content creators, developers and vendors of 3M.
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3M Digital Accessibility Playbook
Introduction

3M has made a commitment to accessibility and considers it a factor in every decision 
related to our digital properties, whether it be a website, social media site OR a mobile app. 
Accessibility is not only a potential legal issue, it is the right thing to do for our customers 
and staff.

While the amount of work that needs to be done for accessibility for a company the size of 
3M is nearly overwhelming, we are charged with developing and delivering an accessible 
website that will move us toward compliance and help ensure a uniform and consistent 
digital experience for all visitors to 3M digital properties. 

We can all do a part to help make 3M digital properties accessible to everyone.
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Objective

To develop globally accessible digital properties 
for users with disabilities that will allow these users 
to have the same experience as every other user.
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3M Digital Accessibility Playbook
Classifications

Sight Hearing Motor-skills Cognitive

Tester is blind or has 
extremely low vision, 
making it difficult or 
impossible to encounter the 
visual aspects of web pages 
without a screen reader, 
screen magnifier, and/or a 
braille display.

Tester is deaf or hard of 
hearing, making it difficult 
or impossible to 
encounter the audio 
aspects of web pages.

Tester may lack all ability 
to use handheld devices, 
making the physical 
navigation of web pages 
difficult. May use devices 
such as eye trackers, 
speech recognition 
software, or modified 
keyboards or mouse.

A cognitive-related disability 
may take the following forms: 
intellectual/developmental 
and learning disabilities; 
traumatic brain injury, stroke, 
neurological, psychiatric or 
seizure disorders; may also 
encompass memory 
impairment and chronic 
memory diseases.

Presenter
Presentation Notes
Sight-related - tests with screen reader, screen magnifier or braille display
Tester is blind or has extremely low vision, making it difficult or impossible to encounter the visual aspects of web pages without a screen reader, screen magnifier, and/or a braille display. 

Hearing-related – tests with standard keyboard and mouse
Tester is deaf or hard of hearing, making it difficult or impossible to encounter the audio aspects of web pages. 

Motor skill-related – tests with non-handheld pointer
Tester may lack all ability to use handheld devices, making the physical navigation of web pages difficult. May use devices such as eye trackers, speech recognition software, or modified keyboards or mouse. 

Cognitive-related – tests with standard keyboard and mouse
A cognitive-related disability may take the following forms: intellectual/developmental and learning disabilities; traumatic brain injury, stroke, neurological, psychiatric or seizure disorders; may also encompass memory impairment and chronic memory diseases 
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3M Digital Accessibility Playbook
The Standard – WCAG 2.1 Level AA

All external-facing web properties must conform to WCAG 2.1 Level AA compliance, or to 
the accessibility standards required by applicable local law if such law dictates a more 
stringent level of compliance. 

This includes but may not be limited to 3M websites, bCom, social media content, blogs, 
mobile apps and vendor hosted /created websites on behalf of 3M. This also includes 
digital content created for posting on all such web properties, including photographs, 
videos and other collateral.
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3M Digital Accessibility Playbook
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Page titles are:
• Shown in the window title bar in some browsers

• Shown in browsers' tabs when there are multiple web pages open

• Shown in search engine results

• Used for browser bookmarks/favorites

• Read by screen readers

3M Digital Accessibility Playbook
Page Titles

Presenter
Presentation Notes
Good page titles are particularly important for orientation — to help people know where they are and move between pages open in their browser. The first thing screen readers say when the user goes to a different web page is the page title.

(In the web page markup they are the <title> within the <head>.)
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3M Digital Accessibility Playbook
Page Titles

Good page titles are particularly important for orientation — to help people know where 
they are and move between pages open in their browser. The first thing screen readers say 
when the user goes to a different web page is the page title.

Presenter
Presentation Notes
Good page titles are particularly important for orientation — to help people know where they are and move between pages open in their browser. The first thing screen readers say when the user goes to a different web page is the page title.

(In the web page markup they are the <title> within the <head>.)
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Headings
3M Digital Accessibility Playbook

Presenter
Presentation Notes
Web pages often have sections of information separated by visual headings, for example, heading text is bigger and bold. To make headings work for everyone, the headings need to be marked up. That way people can navigate to the headings — including people who cannot use a mouse and use only the keyboard, and people who use a screen reader. 
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• Heading Level 1 <h1>
• Heading Level 2 <h2>

• Heading Level 3 <h3>

• Heading Level 3 <h3>

• Heading Level 2 <h2>

• Heading Level 3 <h3>

• Heading Level 4 <h4>

• Heading Level 4 <h4>

• Heading Level 2 <h2>

3M Digital Accessibility Playbook
Headings

Presenter
Presentation Notes
Heading levels should have a meaningful hierarchy.
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3M Digital Accessibility Playbook
Headings

Presenter
Presentation Notes
Heading levels should have a meaningful hierarchy.
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What to check for:
• The page has a heading. In all pages there should be at least one heading.

• All text that looks like a heading is marked up as a heading.

• All text that is marked up as a heading is really a conceptual section heading.

• The heading hierarchy is meaningful. Ideally the page starts with an "h1" — which is usually similar to the page 
title — and does not skip levels; however, these are not absolute requirements.

3M Digital Accessibility Playbook
Headings

Presenter
Presentation Notes
Heading levels should have a meaningful hierarchy.
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Link Text
3M Digital Accessibility Playbook

Presenter
Presentation Notes
A text link should contain enough detail to allow for an understanding of the link’s purpose out of context. It should also be unique to the page and help users understand the destination before they click it. 
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3M Digital Accessibility Playbook
Link Text

A text link should contain enough detail to allow for an understanding of the link’s purpose out of context, while 
remaining concise. It should also be unique to the page and help users understand the destination before they click 
it. Do not use text links like “Learn more” or “Click here”. Be more descriptive with links like “Learn about Safety 
Products” or “View all Safety Products”. 

Presenter
Presentation Notes
Do not use text links like “Learn more” or “Click here”.
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Any links that open another document (PDF, Word, PowerPoint, etc.) must include both the
file size and the file type within the link:

Correct:

3M Global Accessibility Policy - 56k PDF

Incorrect:

3M Global Accessibility Policy 56k PDF

3M Digital Accessibility Playbook
Link Text

Presenter
Presentation Notes
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Color Contrast
3M Digital Accessibility Playbook

Presenter
Presentation Notes
Two items of concern regarding images – the Alt Tag and the use of text within images.
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3M Digital Accessibility Playbook
Color Contrast

Contrast is the measure of the difference in perceived luminance, or brightness between 
two colors. The brightness difference is generally expressed as a ratio ranging from 1:1 
(white text on a white background) to 21:1 (black text on a white background).

The visual representation of text and images of text must have a contrast ratio of at least 
4.5:1 for us to meet our WCAG 2.1 level AA compliance standards. This includes text on 
images, icons and buttons. It also includes colors used to convey information via diagrams 
or other types of images.

To test the color contrast you are using: https://webaim.org/resources/contrastchecker/

For more information and detail, please visit: https://webaim.org/articles/contrast/

https://webaim.org/resources/contrastchecker/
https://webaim.org/articles/contrast/
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3M Digital Accessibility Playbook

Presenter
Presentation Notes
Two items of concern regarding images – the Alt Tag and the use of text within images.
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Alt Tags

The purpose of the ALT TAG is to provide 
text alternatives for any non-text content so that it can 
be changed into other forms people need, such as large 
print, braille, speech, symbols or simpler language.

Presenter
Presentation Notes
What is an Alt Tag? (or Alt Text or Alt Descriptions)
The written copy that appears in place of an image on a webpage if the image fails to load on a user's screen. This text helps screen-reading tools describe images to visually impaired readers and allows search engines to better crawl and rank your website.
 
The purpose of the Alt Tag is to provide text alternatives for any non-text content so that it can be changed into other forms people need, such as large print, braille, speech, symbols or simpler language. The inclusion of the Alt Tag also aids in SEO.
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1. Adding alternative text to images is first and foremost a principle of web accessibility.
Visually impaired users using screen readers will be read an alt attribute to better
understand an on-page image.

2. Alt tags will be displayed in place of an image if an image file cannot be loaded.

3. Alt tags provide better image context/descriptions to search engine crawlers, helping
them to index an image properly.

3M Digital Accessibility Playbook
Alt Tags – why are they necessary?



22. All Rights Reserved.17 July 2020© 3M 3M Confidential.

3M Digital Accessibility Playbook

Requires Alt Tag

Alt Tags - Image types

Two image types

Decorative Informative

Leave Alt Tag empty

Presenter
Presentation Notes
There are two basic types of images on a website – decorative and informative. Decorative images include items like custom bullets, arrows, etc. These types of images should NOT have content in the alt tag – they should be left blank, alt=””. On the other hand, informative images (products, photos, hero images, etc.) require an alt tag.
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Accessibility remediation
Alt Tags

<img src=“901d3n94t3.png”
height=“150” width=“250”
alt=“3M Cubitron II Grinding Wheel 

78466-Q front and back”>

<img src=“901d3n94t3.png”
height=“150” width=“250”>

<img src=“901d3n94t3.png” 
height=“150” width=“250” alt=“”>

1. 2. 3.

Best Practice No Tag Empty Tag

Presenter
Presentation Notes
For informative images:
Describe the image and be specific, using both the image subject and context
Keep Text to less than 125 characters
Do not use words like “picture of” or “image of” to begin the description


https://www.3m.com/3M/en_US/company-us/all-3m-products/~/3M-Cubitron-II-Depressed-Center-Grinding-Wheel?N=5002385+3293223564&rt=rud
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Additional tips:

• Do NOT use images as text – neither search engines or screen readers can read the text 
within images.

• For assets that are coming from Celum, Our product catalogs use Marketplace Name for 
alt text on images.

What to check for:

• Every informative image has an alt tag with appropriate alternative text.

• Every decorative image has an empty Alt Tag (this is not the same as the tag being 
removed).

Digital Accessibility Playbook
Alt Tags – Additional Tips
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Video
3M Digital Accessibility Playbook

Presenter
Presentation Notes
The ability to convey the same information to all users through all forms of communication is essential to accessibility - this includes information conveyed through sound (audio) and through video formats. 
All videos and audio features that are a part of our website must be accessible to ensure that they reach all our users. 
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The ability to convey the same information to all users through all forms of communication 
is essential to accessibility - this includes information conveyed through sound (audio) and 
through video formats.

All videos and audio features that are a part of our website must be accessible to ensure 
that they reach all our users.

Digital Accessibility Playbook
Video Accessibility
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Three primary accessibility requirements for video:

Captions

• Text version of the
speech and sound

• Superimposed over
the video

• Required for AA
Compliance

Transcripts

• Text version of the
words spoken in a
video

• May include on-
screen text and
description of key
visual information

Video
Descriptions

• Narration describing
sounds and actions
of the video

• Separate audio track
• Required for AA

Compliance

Digital Accessibility
Video Accessibility

AAA
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Digital Accessibility Playbook
Video Requirements

All 3M videos must conform to the following requirements for accessibility: 

• All videos are required to have Closed Captions (text track) in the native language of the respective site and be 
in the SubRip Text (.srt) file format. Please refer to the Closed Captioning Guide for more details.

• All videos are required to have Descriptive Transcripts in the native language of the respective site and be in the 
plain text (.txt) file format. Please refer to the Descriptive Transcript Guide for more details.

• All videos are required to have Described Video in the native language of the respective site and be in the mp4 
(.mp4) file format. (Canada exempt). Please refer to the Described Video Guide for more details.

• If there are multiple languages, each language must have closed captions, a descriptive transcript and a 
described video.

• For videos, our players use Marketplace Name as the video name, and Description as the subheader description 
(not to be confused with the accessibility “described video" file).

• Please refer to the 3M Video Accessibility Policy to determine what is needed for your video.

https://skydrive3m.sharepoint.com/sites/corpRC0043/Documents/Forms/AllItems.aspx?id=%2Fsites%2FcorpRC0043%2FDocuments%2FDigital%20Compliance%2FUSAC%20%2D%20Closed%20Caption%20Guide%2Epdf&parent=%2Fsites%2FcorpRC0043%2FDocuments%2FDigital%20Compliance
https://skydrive3m.sharepoint.com/sites/corpRC0043/Documents/Forms/AllItems.aspx?id=%2Fsites%2FcorpRC0043%2FDocuments%2FDigital%20Compliance%2FUSAC%20%2D%20Descriptive%20Transcript%20Guide%2Epdf&parent=%2Fsites%2FcorpRC0043%2FDocuments%2FDigital%20Compliance
https://skydrive3m.sharepoint.com/sites/corpRC0043/Documents/Forms/AllItems.aspx?id=%2Fsites%2FcorpRC0043%2FDocuments%2FDigital%20Compliance%2FUSAC%20%2D%20Described%20Video%20Guide%2Epdf&parent=%2Fsites%2FcorpRC0043%2FDocuments%2FDigital%20Compliance
https://skydrive3m.sharepoint.com/sites/corpRC0043/Documents/Forms/AllItems.aspx?id=%2Fsites%2FcorpRC0043%2FDocuments%2FDigital%20Compliance%2FUSAC%20%2D%20Video%20Accessibility%20Policy%2Epdf&parent=%2Fsites%2FcorpRC0043%2FDocuments%2FDigital%20Compliance
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Digital Accessibility Playbook
3M Video Standards

This information applies to outside agencies providing video assets to 3M and internal 3M employees creating 
video assets that will be stored in CELUM and that will be syndicated to BrightCove or YouTube from CELUM. 

It is recommended as a best practice that videos used on YouTube and BrightCove be stored in CELUM for master 
and legal ownership purposes and then syndicated via the APIs to BrightCove and/or YouTube. 

Video
Codec: 2 pass H.264 
Frame rate: 30 
Key frame rate: 24 
Resolution: Wide screen 16:9 aspect ratio content: 1920 x 1080 pixels 
Bit rate: 17,000 (17Mbps) 
Container format: mp4

Audio
Codec: AAC-LC 
Bit rate: 192 kbps 
Sample rate: 44.1 kHz, stereo
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Digital Accessibility Playbook
Video Accessibility: Best Practices

When creating the video content:

• Use only high contrast colors

• Do not convey information using color alone

• Do not use patterned backgrounds etc.

• Do not include any flashing or flickering content

When inserting the video in the site in a particular way:

• Allow the user to skip over the video using the mouse only

• Allow the user to skip over the video using the keyboard only

• Ensure the site is functional and all content is available without the video

• Include information about how to access the video player

Presenter
Presentation Notes
https://www.accessibilityoz.com/factsheets/video/video-factsheet/
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Digital Accessibility Playbook
Video Accessibility: Captions

Video captions should:

• Appear at the same time as the sound they are captioning

• Ensure all important audio information has been captured

• Appear on the screen for enough time for them to be read

• Ensure the contrast between background and caption text color is sufficient

• Have no periods without captions

• Attribute speech to a particular speaker
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Digital Accessibility
Video Accessibility

Caption
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Digital Accessibility

Description

Video Accessibility: Best Practices

Caption

Presenter
Presentation Notes
https://players.brightcove.net/2635130879001/default_default/index.html?videoId=5652782088001
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3M Digital Accessibility Playbook
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Three primary accessibility requirements for video:
• Use headings

• Use lists

• Use meaningful hyperlinks

• Use Alt text for images

• Identify the language of the document

• Use tables wisely

• Export documents to PDF while preserving accessibility

Digital Accessibility Playbook
Documents
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Navigation
3M Digital Accessibility Playbook
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Digital Accessibility Playbook
Navigation

Navigation should be consistent throughout the experience. It is jarring for the navigation to  
change between pages. Screen readers and other assistive technologies rely on tab-style 
movement when visiting the page and inconsistent navigation prevents the user from easily 
understanding the structure of the site.

Best Practices:
• Limit the use of sub-navigation menu links to no more than 10 options to reduce the change of confusion

• Ensure that links in the navigation are labeled in a descriptive manner that is meaningful to the user
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Mobile
3M Digital Accessibility Playbook
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Three primary accessibility requirements for video:

Digital Accessibility Playbook
Mobile

3M requires that mobile applications meet the same accessibility requirements as our 
websites and conform to WCAG 2.1 Level AA.

Both Apple and Google have detailed documentation to guide developers with 
accessibility:
• Apple Accessibility Developer's Guide - https://developer.apple.com/accessibility/ios/

• Google Accessibility Developer’s - https://www.google.com/accessibility/for-developers/

https://developer.apple.com/accessibility/ios/
https://www.google.com/accessibility/for-developers/
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Digital Accessibility
Additional Resources on YouTube

Creating Accessible PowerPoint Presentations*
https://www.youtube.com/watch?v=yk0pvTeX5XA

Creating Accessible Word Documents*
https://www.youtube.com/watch?v=lWRaw7krQug

Creating an Accessible PDF with Adobe InDesign*
https://www.youtube.com/watch?v=Eiqw3rBWDWk

Creating Accessible PDFs with Adobe Acrobat Pro DC*
https://www.youtube.com/watch?v=ndNuOHeA4CI

How to check a PDF for Accessibility with Adobe Acrobat Pro DC*
https://helpx.adobe.com/acrobat/using/create-verify-pdf-accessibility.html

How to Create Captions and Subtitles with Adobe Premier Pro*
https://www.youtube.com/watch?v=GN6oNoG2Dew

Accessible graphs, charts and maps*
https://www.youtube.com/watch?v=9d_H78ZDQJU

*Please note that these videos are intended only to show how to use various authoring tools to make documents 
accessible. All documents must use 3M Branding Guidelines.

https://www.youtube.com/watch?v=yk0pvTeX5XA
https://www.youtube.com/watch?v=lWRaw7krQug
https://www.youtube.com/watch?v=Eiqw3rBWDWk
https://www.youtube.com/watch?v=ndNuOHeA4CI
https://helpx.adobe.com/acrobat/using/create-verify-pdf-accessibility.html
https://www.youtube.com/watch?v=GN6oNoG2Dew
https://www.youtube.com/watch?v=9d_H78ZDQJU
https://skydrive3m.sharepoint.com/sites/corprc0017
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3M Digital Accessibility Playbook



42. All Rights Reserved.17 July 2020© 3M 3M Confidential.

Digital Accessibility Playbook
Additional Resources

World Wide Web Consortium - https://www.w3.org/

Web Accessibility Initiative - https://www.w3.org/WAI/

Web Accessibility Guidelines (WCAG 2.1) -https://www.w3.org/TR/WCAG21/

Americans with Disabilities Act - https://www.ada.gov/

Mobile Accessibility and Apps - https://www.w3.org/WAI/standards-guidelines/mobile/

Levels of Conformance - https://www.w3.org/TR/UNDERSTANDING-WCAG20/conformance.html

European Commission - http://ec.europa.eu/ipg/standards/accessibility/index_en.htm

Rehabilitation Act of 1973 - Section 508 - https://www.section508.gov/

https://www.w3.org/
https://www.w3.org/WAI/
https://www.w3.org/TR/WCAG21/
https://www.ada.gov/
https://www.w3.org/WAI/standards-guidelines/mobile/
https://www.w3.org/TR/UNDERSTANDING-WCAG20/conformance.html
http://ec.europa.eu/ipg/standards/accessibility/index_en.htm
https://www.section508.gov/

	Slide Number 1
	3M Digital Accessibility Playbook
	3M Digital Accessibility Playbook
	Objective
	3M Digital Accessibility Playbook
	3M Digital Accessibility Playbook
	Page Titles�3M Digital Accessibility Playbook��������
	Slide Number 8
	Slide Number 9
	Headings�3M Digital Accessibility Playbook��������
	Slide Number 11
	Slide Number 12
	Slide Number 13
	Link Text�3M Digital Accessibility Playbook��������
	Slide Number 15
	Slide Number 16
	Color Contrast�3M Digital Accessibility Playbook��������
	Slide Number 18
	Images�3M Digital Accessibility Playbook��������
	Alt Tags
	Slide Number 21
	3M Digital Accessibility Playbook
	Accessibility remediation
	Slide Number 24
	Video�3M Digital Accessibility Playbook��������
	Digital Accessibility Playbook
	Digital Accessibility
	Digital Accessibility Playbook
	Digital Accessibility Playbook
	Digital Accessibility Playbook
	Digital Accessibility Playbook
	Digital Accessibility
	Digital Accessibility
	Documents�3M Digital Accessibility Playbook��������
	Digital Accessibility Playbook
	Navigation�3M Digital Accessibility Playbook��������
	Digital Accessibility Playbook
	Mobile�3M Digital Accessibility Playbook��������
	Digital Accessibility Playbook
	Digital Accessibility
	Additional resources�3M Digital Accessibility Playbook��������
	Digital Accessibility Playbook



