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Abstract 
Enabling access for people with disabilities, brings benefits to everyone, not     
only people with disabilities. Therefore, accessibility is an important aspect to 
consider when designing a website. The purpose with this research paper is to 
explore how media agencies within the private sector that provides this service to 
others, work with web accessibility towards their customers and on their own 
websites. This report aims to examine media agencies’ level of knowledge      
about web accessibility as well as their attitude and perception towards it. 
Furthermore, possible improvements of media agency’s websites will be 
investigated and suggested.    

To answer our research questions, we have chosen a qualitative research 
approach. The method chosen is semi-structured interviews, these were 
conducted with three media agencies in Sweden. Additionally, an accessibility 
evaluation was performed of the media agencies websites with the accessibility 
tools AChecker and WAVE.  

How much each media agency worked with web accessibility and WCAG differed, 
one of them did stand out among the others. The media agencies knowledge was 
broad, and their perception was comparable to the result from the accessibility 
evaluation of their website. The accessibility was high according to the accessibility 
tools, but there's room for improvements mainly when it comes to contrast issues, 
naming and labeling. In conclusion all media agencies are aware of web 
accessibility and Web Content Accessibility Guidelines which could be              
seen on the results from the accessibility evaluation. 
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1 Introduction 

Organizations in Sweden within the public sector need to follow the WCAG 
(Tillgänglighetsdirektivet, SFS 2018:1937). The main idea with this research paper 
was to explore how companies within the private sector work with web 
accessibility. Media agencies are considered having most knowledge in the field   
of web accessibility. This research paper covers how media agencies work with 
web accessibility and WCAG towards their customers websites and on their            
own websites.  

Around 1 billion people of the world's population live with a form of functional 
variation according to the World Health Organization (WHO, 2021). 
Unfortunately, people with physical or mental disabilities often come up against 
barriers (Wille et al., 2016). Not only should people with disabilities, such as visual, 
auditory, physical and neurological, use the web. But everyone should be able to 
perceive, understand, navigate, interact with and contribute to the web       
(Lawton, 2014, as cited in Almourad et al., 2018).   

Everyone has probably experienced that the screen is too dark when being 
outside. To solve this, you probably increased the brightness of the screen. The 
brightness controller is initially designed for people that has vision deficit to 
increase the contrast. Making a website accessible does not only benefit people 
with disabilities but also people with situational limitation, like the one      
explained above.  

This research paper serves as the final project of the New Media Design 
bachelor’s degree. It is maintained at Jönköping University and within the subject 
area Informatics. This bachelor thesis has been conducted during Spring 2022 and 
values 15 ECTS.  

1.1 Background 

Today internet is used as a tool and The World Wide Web give us opportunities 
that we did not have before. The information that is published on the web should 
be accessible and have the possibility to be used by everyone, but is this the 
reality? Web Content Accessibility Guidelines (WCAG) are a benchmark when it 
comes to making a website accessible.  

Media agencies  

Media agencies play a significant role in creating the digital media infrastructure 
and laying the tracks of the public sphere. They have grown to become key actors 
in the media industry. Media agencies consult advertisers on how and where to 
spend their budgets and thus shaping media markets and the digital media 
infrastructure (Willig, 2021). When referring to media agencies in this research we 
limit it to agencies that offer other companies a solution of accessibility-adapted 
webpages. They necessarily do not market that they offer it, rather state that they 
provide web development where web accessibility is a part of it. In the following 
section the core of WCAG is explained.   
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W3C  

The World Wide Web Consortium (W3C) is an international community who 
develops protocols and guidelines in the field of web accessibility, to lead the 
World Wide Web to its full potential.   

WAI   

W3C Web Accessibility Initiative (WAI) develops technical specifications, 
guidelines, techniques and supporting resources to help creators understand and 
implement accessibility.   

AG WG   

The mission of Accessibility Guidelines Working Group (AC WG) is to develop 
specifications to support making implementations of web technologies accessible 
for people with disabilities, and to develop and maintain implementation     
support materials.  

WCAG  

Web Content Accessibility Guidelines (WCAG) are guidelines created to make 
web content more accessible to users with disabilities.  

Layers of Guidance   

In June 2018 WCAG 2.1 was released, these guidelines are a wide range of 
recommendations that is helping creators to make web content more accessible. 
The guidance is divided into different layers; Principles, Guidelines, Success 
criteria and Sufficient and Advisory Techniques.   

Principles   

There are four principles that provide foundation for Web accessibility: 
Perceivable, Operable, Understandable and Robust (POUR) (W3C, 2008).   

Perceivable stands for that information and user interface must be presentable in a 
way so that users can perceive, content may not be invisible to all our senses. 
Meaning, there are a variety of ways on how to provide an alternative, for example 
audio descriptions of visual content for blind people. Generally, text is the best 
choice due to it having the ability to be converted into different forms to make 
content perceivable to a wide range of accessibility needs. It can be read aloud, 
convert to Braille, be magnified or change color to make it more readable.  

Operable means that the interface must be operable to a user, it may not require 
interaction that a user cannot perform. In web accessibility it generally means that 
something is functional by using a keyboard. A lot of users operate their 
computers and navigate through the web by using the keyboard. By excluding that 
functionality when programming, the website will be inaccessible to a lot of users. 
Another function can be to use one’s voice. For people with severe motor 
impairments, voice recognition software can be a solution to be able to access the 
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web. This means that text must exist in functional elements like buttons, so one 
can use their voice to navigate.   

Understandable means that information and the operation of the user interface 
must be understandable, it must be presented in a way that the user is able to 
understand, and the content may not be beyond their understanding. Meaning, 
content that has a more advanced language can be difficult for people with some 
disabilities, users reading in a second language or elderly people. Public sites in 
particular may use a simpler language wherever possible that will be more 
understandable. A second aspect of Understandable is the consistency and easy-
to-use of the navigation on a site. By reducing the number of steps in navigation 
and presenting elements in a consistent way throughout a website it will appear 
more accessible.   

Robust means that the content must be robust enough and interpreted genuinely 
to a wide variety of user agents, as well as assistive technologies, so that users are 
able to access the content. Which means using technology to standard, assistive 
technologies generally base their development on HTML and when content varies 
from the standard, they have issues to interpret it. When standard technologies are 
used, but in a non-standard way, provide standardized alternatives (W3C, 2008).  

Guidelines  

Under the Principles there are guidelines. There are 13 of them and they provide 
the basic goals to work towards making online content more accessible for users 
with disabilities. Guidelines in itself are not testable but provide a framework and 
objectives to help authors easier apply the techniques and understand the  
success criteria.   

Success criteria   

Under each of the 13 guidelines, there are success criteria that in their manner are 
testable. They are further divided into three levels, and each is progressively harder 
to meet. Level A (lowest level) has 30 success criteria and is presented as the 
easiest one to meet without too much impact on the structure or design. Whereas 
level AA (sufficient level) must meet all criteria mentioned in level A and has an 
addition of 20 criteria that require more commitment. To meet level AAA (highest 
level) they should meet all criteria for both level A and AA, there are additionally 
28 more and the criteria are truly strict. The higher level your site reaches the 
merrier number of users can access it (Kumar et al., 2021; W3C, 2008).   

Sufficient and Advisory Techniques  

AG WG has documented a wide variety of techniques for each of the guidelines 
and success criteria. They are informative and divided into sufficient and advisory. 
Sufficient means meeting the success criteria. The advisory techniques go beyond 
what is required and help the authors easier address the guidelines and accessibility 
barriers that is not included in the testable success criteria. It is also documented 
where repeated failures are more likely to appear and how to lower the risk of 
encountering those (W3C, 2008).   
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1.2 Purpose and research questions 

The purpose with this research paper is to explore how media agencies work with 
web accessibility towards their customers on their own websites. This report 
identifies what improvements can be done to media agencies own webpages in 
relation to WCAG. Furthermore, it aims to examine the level of knowledge media 
agencies has about web accessibility and their attitude and perception towards it 
and how it differs from reality. This research should raise awareness about the 
importance of web accessibility within both the private and the public sector and 
lead to future research in this area.   

The research questions are:  

RQ1:   

What are media agencies' own perception, knowledge and attitude towards       
web accessibility?  

RQ2:   

How do media agencies work with web accessibility and Web Content 
Accessibility Guidelines, towards customers and on their own websites?  

RQ3:   

What improvements can be done to make media agencies' websites more 
accessible according to WCAG?  

1.3 Delimitations 

An evaluation of how the private sector adapts to WCAG can be done in many 
ways, the scope of this research was limited to media agencies in Sweden due to 
practical reasons. The evaluation of media agencies' websites was measured 
towards the guidelines of WCAG. These guidelines were chosen since they are a 
benchmark when it comes to making a web page accessible (Wille et al., 2016). 
This paper was conducted with a limited timeframe and economical budget. In 
this research we evaluate all types of disabilities which provides a broad 
perspective. A specification of a certain disability would have resulted in a more 
in-depth knowledge. 

1.4 Outline 

Part 1  

The first chapter is a general introduction to the research followed by an 
introduction to the research gap and the importance of filling it. It acquaints the 
reader to our topic and indicate how we intend to tackle our research problem in 
the rest of the report. Additionally, we present the purpose of this study and the 
research questions.   
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Part 2  

A second chapter compiles previous research and supports the theory of this 
research study. First, it identifies the key concepts and provides a comprehensive 
summary on web accessibility. Evaluate and explain relevant theories such as 
WCAG and perceptions and opinions towards it.  

Part 3  

Chapter three include what methods we used and why those methods were 
relevant to answer the research questions and achieve the purpose. It consists of a 
detailed description of the selection of both industry and companies being 
investigated as well as evaluation tools. Further, a description of how the data was 
collected and how it will be analyzed.   

Part 4  

The fourth chapter presents the findings of the data collection from the methods 
performed. The data presented is emphasized using figures and tables.  
An analysis is made objectively to identify all factors contributing to  
answer our research questions.   

Part 5   

This is followed by discussion of the methods used and if the choice of method 
managed to reach our research goal. We discuss the findings in the previous 
chapter in relation to our purpose, research questions and the concepts found in 
the theoretical background. Additionally, we draw conclusions and present further 
research suggestions. 
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2 Theoretical background 

This chapter provides a comprehensive summary of the key concepts of web 
accessibility. It identifies relevant theories, perceptions and opinions  
toward WCAG.  

2.1 Accessibility  

Accessibility is the definition of making all people able to access the environment, 
information, products and services and that there are no barriers that prevent this 
(AV, 2015; WHO, n.d.). The environment influences the experience and extent of 
disability. Environments that are inaccessible create barriers to a person with 
disabilities. They hinder the fairly and effective participation in a society on an 
equal basis. Solutions on improving social participation is to address these barriers 
and simplify their daily lives. Henry et al. (2014) states that accessibility is the 
procedure to design products which are functional for people with the widest 
range of abilities, working with the widest possible range of situations.   

2.1.1 Disability  

People with disabilities are a diverse group of people with a wide range of needs. 
Two people with the same type of disability can have diverse needs and some 
disabilities can be hard to see. A disability refers to any physical or mental 
condition that makes it more difficult for a person to do specific activities or 
interact with the environment around them (CDC, 2020). A disability can be such 
that it affects a person’s vision, movement, thinking, learning, hearing, navigation 
etcetera. According to WHO (2001) there are three dimensions of disabilities. 
Impairment in a person’s body or mental structure/functioning. examples of 
impairments include loss of a limb, loss of vision or memory loss. Activity 
limitation, such as difficulty seeing, hearing, walking, or problem solving. 
Participation restrictions in normal daily activities, such as working, engaging in   
social and recreational activities. It also includes obtaining health care and 
preventive services.  

Disability can be:   

- Conditions present at birth and that may affect functions later in life. 
Cognition, mobility, vision, hearing, behavior and other areas. Such as 
Disorders in single genes (e.g Duchenne muscular dystrophy), disorders of 
chromosomes (e.g. Down syndrome) and the result of the mother’s 
exposure during pregnancy to infections (e.g. rubella) or substances (e.g. 
alcohol or cigarettes).   

- Developmental conditions that appear during childhood (e.g. autism 
spectrum disorder and attention-deficit/hyperactivity disorder, ADHD).  

- Injury-related (e.g. traumatic brain injury or spinal cord injury).   
- Longstanding condition (e.g. diabetes) that can cause a disability such as 

vision loss or nerve damage.   
- Progressive (e.g. muscular dystrophy), static (e.g. limb loss) or intermittent 

(e.g. sclerosis).  

Microsoft (2016) has developed an Inclusive Design Toolkit where they divide 
users into three different constraints: permanent, temporary and situational.       
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To lose an arm could be an example of a permanent constraint. A temporary 
disability could be to have broken an arm, and a situational disability could be to 
carry a newborn. All examples affect the ability in situations that requires two 
arms. People move through different environments all day which can result in 
dramatic changes to a person's abilities and disability is part of being human.     
The number of people with disabilities are drastically increasing and about 
everyone will at some point of their life, temporarily or situational, experience 
disability (WHO, 2021).   

2.1.2 Web accessibility  

According to W3C (2005) web accessibility is defined as websites, tools and 
technologies being designed to be used by people with disabilities. People should 
be able to perceive, understand, navigate, interact and contribute to the web 
regardless of age or ability. Tim Berners-Lee, Director of W3C and inventor of the 
World Wide Web, said in 1997: "The power of the Web is in its universality. 
Access by everyone regardless of disability is an essential aspect" (W3C, 1997) and 
the web has the potential to work for all people no matter their language, culture, 
physical or mental ability as well as hardware or software availability.   

2.1.3 Solve for one, extend for many  

An important note that W3C demonstrates is that requirements found in WCAG 
are created to design user-friendly websites or interfaces for non-disabled people. 
Ideally, websites should work across a spectrum of related abilities, allowing 
different people in similar circumstances to connect with each other with the help 
of accessibility.   

Over time, accessibility has long been fostered to benefit people without 
disabilities. There is a significant overlap between designing for accessibility and 
designing for situational limitations and many of the solutions developed for 
accessibility needs, also benefits users with situational limitations. The work made 
by Schmutz et al. (2016) states that implementing accessibility guidelines can 
deliver diverse benefits for non-disabled users. This is also confirmed in a study by 
Yesilada et al. (2015) where they conducted insights from 300 participants with an 
interest in accessibility. The results showed a general belief that accessibility and 
usability advantage both people with and without disabilities. It also showed 
that over time accessibility solutions go mainstream. Jacobs (n.d.) talks about 
several of the technology solutions that have been developed specifically for 
people with disabilities (typewriter, speech recognition, transistor radio) that now 
is available and provided in mainstream products, such as mobile phones. As well 
as high-contrast screen settings initially were made to benefit users with vision 
impairment but are today beneficial to many people in bright sunlight. The same 
goes for automatic door openers, audiobooks, remote controls and more. 
Designing with constraints in mind is simply designing well. Accessibility fuels 
innovation and is developing the technology for the ones without disabilities, 
although we are aiming to focus on accessibility for people with disabilities in this 
paper, it is clear that web accessibility benefits everyone and promotes quality of 
life. As Judith Heumann, U.S. Department of Education’s Assistant Secretary of 
the Office of Special Education and Rehabilitative Services once said: “For people 
without disabilities, technology makes things convenient. For people with 
disabilities, it makes things possible.” (Heumann, 1998).  
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2.1.4 User experience and usability   

Web accessibility is about ensuring that the web can be used by people with 
disabilities, and therefore we must address all the problems they encounter. For 
that reason, we cannot talk about web accessibility without mentioning user 
experience (UX) and usability. According to Nielsen Norman Group (NN/g, 
n.d.). UX covers all aspects of the end-user’s interaction with the website, its 
services and its products. They state that “The first requirement for an exemplary 
user experience is to meet the exact needs of the customer, without fuss or 
bother.” and it is important to distinguish the total user experience. Something 
that Aizpurura  (2015) confirms when mentioning engineering, marketing, 
graphical and industrial design as a few of the important checkpoints when 
designing. Usability is a component of UX (NN/g, 2012) and a quality attribute of 
how easy and pleasant an interface is to use and the importance of not making a 
user struggle, get frustrated and leave the site. Accessibility and usability must 
interact with each other. Leporini & Paternò et al. (2008) describe the relationship 
as hard to define but if accessibility and usability are not conducted properly, 
websites turn out to be either accessible but barely usable, or usable                   
but barely accessible.  

2.1.5 Economic profit   

Most people mistakenly believe that accessibility is an expensive or unnecessary 
addition to a development project. It requires resources and testing to create a 
truly accessible website and it is a common belief among businesses that the 
investment will not yield a profit immediately, if ever. W3C (1999) addresses this 
myth and states that it should not add a significant cost but reduce it in some 
respects. Applying accessibility to the website will, in return, benefit your company 
economically. It boosts your brand, give better search engine rankings and overall 
improve the usability of your website (Stiles, 2012; W3C, 2005). Adding web 
accessibility build positive relations which will increase your organization’ s 
reputation and position as a brand that cares for human rights (Hunold, n.d.).   

2.2 Web Content Accessibility Guidelines  

Web Content Accessibility Guidelines (WCAG) are a benchmark when it comes 
to making a website accessible. WCAG covers a wide range of disabilities such as 
blindness and low vision, deafness and hearing loss, limited movement, speech 
disabilities, photosensitivity, and combinations of the mentioned. Although it will 
not address everyone with a disability. The guidelines are created for web 
accessibility on desktops, laptops, tablets and mobile devices. What is good to 
know is that guidelines will help make content usable even for users in general.   

2.2.1 De facto standard   

Paciello (2000) insists that the WCAG is the authority for designing and creating 
accessible websites. He describes the work as a central repository of development 
and promotion of WCAG as they are in-depth and detailed. WCAG 2.0 is 
approved as an ISO standard: ISO/IEC 40500:2012 (International Organization 
for Standardization [ISO], 2012) which confirms the fundamental importance of 
it. Although according to Power et al. (2012) the impact WCAG 1.0 had on 
improving web accessibility remained incomprehensibly low throughout the 
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period of use, WCAG 1.0 still served as de facto standard for web accessibility 
(Equality Act 2010. Government Equalities Office, 2010). WAI’s goal of raising 
awareness is achieved by it becoming the basis for legislation and accessibility is 
one of eight principles of the UN Convention on the rights of Persons with 
Disabilities (United Nations, 2006).  

While guidelines are a valuable beginning stage, earlier observational examination 
(Power et al., 2012) shows that WCAG 2.0 just covers around half of the issues 
that visually impaired clients experience on the Web. The outcomes showed that 
visually impaired clients experienced issues when they encountered unforeseen 
content or when they couldn't track down content on a site, issues that WCAG  
do not cover.   

2.2.2 Implementation   

One of W3C crucial goals with WCAG 2.0 was to describe the requirements in a 
technology neutral language and to guarantee that the requirements can objectively 
be evaluated. W3C leaves room for innovative solutions and not only do W3C 
provide guidelines to meet the four POUR principles, but they also walk that extra 
mile to provide descriptions, examples, resources and tests for each technique to 
make it easier to succeed the execution (Sanders, 2018). WCAG 2.0 does not 
describe how to implement the criteria but rather provide guidance on methods to 
reach them. As these are to be found in a separate document which according to 
Reid & Snow-Weaver (2008) is a good thing as it allows future enhancements of 
techniques without changing the standard as well as makes the criteria document 
shorter. Clark (2006) disagrees on that being a positive enhancement. In a 
blogpost he describes the documents as “[…] confusing and hard to locate.” He 
defines this as a major problem with WCAG 2.0 due to the fact that the 
Understanding Document has the doubled size of what it purports to explain.   

Clark (2006) also added a lot of effort in describing the problem with WCAG 1.0 
and it being HTML-specific. Since the first release of WCAG 1999, several 
programming languages have been developed and HTML was no longer the only 
language to consider for W3C. Therefore, they had to re-write the documents to 
make them technology neutral. But according to Clark, they just wrote, re-wrote 
and re-re-wrote the document to apply to all programming languages and by that 
lost the ability to be implemented on real things by developers.   

2.2.3 Evaluating   

It is a challenging task to evaluate websites accessibility. Before, this was managed 
manually which followed by unreliable results in the form of made-up issues that 
needed to be taken care of. There was even a time where evaluation was 
performed by user testing with people having some sort of disability. This 
required new people with various disabilities for every new user test and became 
time consuming. Nowadays we have many evaluation tools to choose from, they 
contribute with a detailed report of areas that need to be managed for the website 
to be accessible (Kumar & Owston, 2016). Web accessibility evaluation tools 
detect accessibility issues on websites. They are beneficial to use if you want to 
make sure your website is accessible. The tools can be used in any phase of the 
design and development process. The measurement of accessibility should not 
only be executed with an evaluation tool, but it should also be done manually as 
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well. A human evaluation should also be made since there is a risk that the 
program might exclude things that a human eye would not. According to  
Abou-Zhara et al. (2017) web accessibility evaluations tools can sometimes 
provide misleading results. In their study they compare 10 different evaluation 
tools on two different websites. They present the total violations found and total 
needs reviewed by each tool and the result was varying with many diverse 
numbers of violations. Abou-Zhara et al. (2017) state that evaluation tools are not 
completely trustworthy on their own; they need to be checked manually to 
determine the degree of accessibility. To conclude, web accessibility evaluation 
tools are assisting tools and the human judgement is required to determine the 
level of accessibility. In this study, the level of accessibility of the websites will not 
be evaluated, but the measures taken for accessibility to define types of 
improvements. 
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3 Method and implementation 
This chapter present a description of the chosen methods to effectively address 
the research problem. Information is provided about the approach towards this 
study including how the methods are conducted, as well as the selection of 
industry, chosen companies and evaluation tools. Additionally, how the data was 
collected, analyzed and the validity and reliability of the data.   

3.1 Approach   
A qualitative research approach was beneficial to our research due to it provides a 
more in depth understanding of the chosen topic. When we performed the 
qualitative research, we contacted media agencies to get a further understanding of 
how they work regarding web accessibility. Collecting qualitative data helped raise 
awareness about the importance of accessibility and especially in relation to the 
World Wide Web. To answer the research questions different methods are used 
(Maxwell, 2005). One of the chosen qualitative methods was interviews which will 
be described later in this chapter. The goal with this method was to answer RQ1, 
to get a deeper knowledge about media agencies own perception, knowledge and 
attitude towards using web accessibility and to identify connections. 
  
To investigate how media agencies worked with the WCAG towards customers 
and on their own websites and to answer RQ2, we both use the collected data 
from the interviews and chose to evaluate the accessibility of media agencies own 
websites by using evaluation tools. The selection of chosen evaluation tools is 
discussed further down. The aim was to find a tool that covers different 
accessibility checks and features offered, making the website accessible according 
to WCAG standards.   
  
When we combined the data from the interviews and the data from the evaluation 
tools an analysis was made to compare and see relations between the collected 
data from the two different approaches. The goal with this method was to answer 
RQ3, to see what improvements could be done to the chosen media agencies 
websites. Exactly how the analysis was conducted will be clarified further down.   

3.2 Choice of industry, companies and evaluation tools  

3.2.1 Selection of industry and companies  
We wanted to evaluate how, or even if companies within the private sector adapt 
to WCAG or take any accessibility into consideration when designing and 
programming their own websites. The decision of evaluating companies in the 
marketing industry is explained by the fact that they are considered experts in this 
field since most of them offer this service to other companies. They necessarily do 
not market that they offer it, rather state that they provide web developing where 
web accessibility is a part of it. Therefore, we investigated how or even if they 
implement these guidelines themselves. We decided to investigate media agencies 
in specific since they have become key actors when it comes to the media industry 
(Willig, 2021). All media agencies are located in Sweden due to practical 
circumstances. Three companies were chosen to participate in the interviews, they 
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had between 8-58 employees. By comparing somewhat similar sized companies, 
we were able to draw conclusions that was not dependent on the size of the 
company and number of employees. It can differ a lot how much a company 
apply accessibility to their work, therefore we did not want to compare for 
example a two-man company to a big agency with 100+ employees. The 
interviews took place with the people that had knowledge about how the 
accessibility is managed at that company. Media agency 1 and 3 each had 1 
representative from the company, and two representatives from media agency 2 
attended the interview.   

3.2.2 Selection of appropriate web accessibility evaluation tools  
We used web accessibility evaluation tools to evaluate and get a broad overview of 
media agencies websites. There are different evaluation tools to test WCAG 
standards. Kumar et al. (2021) states that there is no single tool that can be found 
ideal in all aspects, this is also confirmed by WAI “Some accessibility checks just 
cannot be automated and require manual intervention.” (2020). The level of 
accessibility of the websites will not be evaluated, but the measures taken for 
accessibility to define types of improvements.  Therefore, we have chosen the 
tools AChecker and WAVE.   
  
The tool AChecker was chosen to evaluate the media agencies websites, there is 
research that proves that this tool achieves better evaluation results than other 
tools (Pacheco, 2016, as cited in Almourad, et al., 2018). Pacheco states that 
AChecker is an evaluation tool that is easy to interpret and understand. It enables 
the ability to create and test custom guidelines along with standard guidelines and 
satisfies all four POUR factors following WCAG 2.0, WCAG 1.0, Section 508, 
U.S. Federal Procurement Standards, BITV 2.0, Italian Accessibility Legislation, 
Stanca Act, and German Government Standards. Further, it analyzes every 
success criteria meaning Level A, Level AA and Level AAA. The license of tools 
was also something we considered when choosing an evaluation tool. The tool we 
chose, AChecker, is explicitly available as free, open source (Kumar, et al., 2021).  
The second tool used was a plugin version of WAVE. We decided to use a second 
tool to confirm the issues identified by AChecker, as only one can appear as 
uncredible. The tools AChecker and WAVE combined provided accurate and 
quick issue identification in automated accessibility evaluation (Pant et al., 2020).    

3.3 Data collection  

3.3.1 Data collection - Interviews  

Interviews are one of many research methods when doing a qualitative study. This 
method is effective in this situation in regard to time and money and it provides us 
with the data we need. This is a guide of how we conducted our interviews. We 
chose semi-structured interviews. Choosing a less structured approach allows us 
to focus on the particular phenomena being studied, which may differ between 
individuals or settings and require individual tailored methods. Maxwell (2005) 
states that a less structured method is particularly useful in revealing the process 
that led to specific outcomes. This can be comparable with the study we will 
perform since we are investigating companies' perception, knowledge and attitude 
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towards web accessibility. We will also explore how media agencies work with the 
WCAG and when in the process they start to think about web accessibility. 
Maxwell emphasizes the importance of asking real questions, ones which they 
refer to as making the interviewer genuinely interested in the answer instead of 
asking questions designed to bring out specific sorts of data. By conducting semi-
structured interviews, we get the possibility to ask further questions. Our research 
questions formulate what we want to understand, and the interview questions are 
what we ask to gain that understanding. It is important to understand the context 
of research to develop useful interview questions (Maxwell, 2005).     

When the interview questions were conducted a pilot-test was performed. This 
was done by testing our interview guide with people having relevant knowledge. A 
pilot-test was made to make sure the questions worked as intended and to see 
what revisions we need to make.   

Our aim was to have the real interviews at their office to make them feel 
comfortable. This was done with two of the three media agencies. One was held 
online due to practical circumstances. First, we gave a short description of 
ourselves and what the report was about. All agencies were informed that their 
answers would be anonymous due to the reason to get as much accurate and 
trustworthy information as possible without the company feeling omitted. The 
participants needed to give or deny consent to the recording beforehand. 
Researcher 1 asked the questions in the interview guide while researcher 2 took 
notes. We asked a few simple background questions about their company to make 
them feel relaxed. It is important that the participants feel comfortable answering 
the questions, otherwise it may result in less rich data. The questions are mainly 
open-ended questions that enable us to gain that understanding we need for us to 
answer the research questions. The wording of the questions is important to make 
sure the interviewees understand the question in order to get relevant answers to 
all questions. Since it is a semi-structured interview, we were able to ask additional 
follow-up questions.  The conducted questionnaire can be found under 
appendixes as Appendix 1 – Interview Guide.  

3.3.2 Data collection - Accessibility evaluation  
Two accessibility evaluation tools were used to evaluate accessibility on the three 
media agencies' websites. We entered the website's URL in the tool AChecker. We 
chose WCAG 2.0 to check against. The level we chose to examine was level AA. 
This provided several errors and warnings. All errors and warnings were gathered 
and compiled in an excel sheet. The page we analyzed was the homepage since 
this is the main web page of a website. The data collected is presented in three 
tables. The first table illustrates the metric score of Performance, Accessibility, 
Best Practices and SEO. Next table emphasizes the main accessibility issues of the 
websites and provides alternative suggestions to those issues provided from the 
evaluation tool AChecker. The last table is the same as the one above, the only 
difference is that the result is created from the tool WAVE instead.   
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The evaluation tool ACHECKS is a tool that helps to understand the metrics of a 
website. Once a domain is submitted to the portal, it generates a report on how 
accessible a site is and how to act on the issues. ACHECKS provides AChecker 
and Google Lighthouse and measures the website according to WCAG 2, level 
AA or AAA. Lighthouse provides a list of recommendations on how to improve 
the quality of a website. Data will be presented in four categories, circular figures 
that illustrate percentages in Performance, Accessibility, Best Practices and SEO. 
(ACHECKS, n.d.; Bureau of Internet Accessibility, n.d.; Cantan Group, n.d.).   

Figure 1 symbolize the metric score from the lighthouse report. Performance 
measures how quick it takes to load a webpage. Accessibility measures the web 
content against WCAG, it covers many WCAG 2.1 Level AA requirements. Best 
Practices check the code health and is accurate for developers. Search Engine 
Optimization (SEO) find things that matter to search engines to improve the 
appearance and positioning and generate traffic (Indigo, 2022; mcd, n.d.).   

ACHECKS shares reports that provide the user with the line number, column 
number and the code in question. It provides both a description of the problem 
and a proposed solution. When clicking at explanation, the user will be provided 
with a further explanation of the issue. This is what is used when doing the tables 
in the accessibility evaluation (Cantan Group, n.d.). This is illustrated in Figure 2.  
 

 
Figure 1 - Example of a Metric Score from Lighthouse 

 

 
Figure 2 - One of the Errors from the AChecker Report 
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There is a risk that the result will fluctuate and mislead from time to time. Reasons 
for that could be A/B testing, internet traffic routing changes, different devices 
such as high-performance desktop and a low-performance desktop, browser 
extensions that inject JavaScript and modify network requests (Google 
Developers, 2021). Factors that affect the result in Performance.   
The circles have different colors depending on their scores. 0-49 has the color red 
and is equal to a poor result, a score between 50-89 becomes yellow and needs 
improvement, 90-100 is green and is equal to a good result. In Figure 3, the score 
and colors are illustrated.   
  
The evaluation tool WAVE helps make web content more accessible. The tool does 
not tell how accessible it is, as only a human can determine true accessibility, but it 
helps the human to evaluate the accessibility. WAVE is used to identify the errors 
responsible for failing WCAG 2.0. It can also be used to provide ARIA elements, 
Structural elements and content issues, for this study only errors are taken into 
count. They focus on issues that are known to impact end users. The WAVE 
evaluation tools can be used by entering a web page address (URL) or using 
Firefox and Chrome extensions to directly test the accessibility within the 
browser. We did the second one, installed a plugin to our web browser.   
 

 
Figure 3 - Lighthouse score 
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3.4 Data analysis  

3.4.1 Analysis of interviews  
Maxwell (2005) claims that it is important to do an analysis of the collected data to 
answer the research questions and to address any potential validity threats to the 
conclusions. The analysis of the interviews will take place simultaneously during 
the interview period, since the most frequent problem when doing qualitative 
studies is letting your unanalyzed field notes and transcripts pile up, making the 
final analysis much more difficult and discouraging. The initial step was 
transcribing the interviews and to write memos with key concepts of categories 
and relations. The analysis method we chose is called coding, this process helped 
us label and organize our qualitative data and to identify different themes and 
discover relationships between them (Aurbach, 2003; Maxwell, 2005). Following, 
the text that is related to our specific research concern was extracted from the raw 
text. This makes the text becomes much easier to work with. Phrases that were 
frequently used by the participants, was divided into a category called repeating 
ideas. The text was later divided into themes or topics that include a group of 
repeating ideas. In the same way repeating ideas was organized into themes, we 
organize themes into theoretical constructs, larger more abstract ideas. Finally, we 
organized our theoretical constructs into a theoretical narrative, which summarizes 
what we had learned about our research concerns. One issue when doing 
qualitative research is the feeling that it is important to cover everything and being 
afraid of leaving something out. This can result in readers being confused because 
of too much unnecessary information provided (Aurbach, 2003). To solve this 
issue, we only conveyed the most critical and relevant information.   

3.4.2 Analysis of accessibility evaluation   
First, the data collected from AChecker and WAVE was assembled in an excel 
sheet. The purpose of the analysis was to gain a better understanding. This was 
done by finding similarities and differences between both the accessibility issues 
found on media agencies websites but also similarities and differences between the 
two different evaluation tools.   

3.5 Validity and reliability   
To persuade the reader that the findings are objective we exclude our own views 
and feelings. Reliability and validity are important concepts when evaluating 
quantitative research. To assure that a scale is reliable it must be administrated 
twice (Aurbach, 2003). The reason we performed several interviews and 
accessibility evaluations with more media agencies was to get the measurement 
reliable. The interview guides of the conducted interviews are available in this 
chapter under data collection to ensure transparency and reliability. Each interview 
was recorded to make it easier for us to transcribe but also to avoid 
misinterpretation. The complete transcribed interviews can be handed out at 
request, to ensure the reader that our findings are accurate. The report is defined 
as valid if it measures what it claims to measure. To make this report valid we 
wrote interview questions from different angles to get more validated answers. 
The validity of this report was enhanced by making the lighthouse evaluations 
several times (Aurbach, 2003). 
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4 Findings and analysis 

This chapter presents the findings of the data collection from the methods 
performed. The data presented from the interviews and accessibility evaluation 
using text, figures and tables. An analysis is made objectively to identify all factors 
contributing to answer our research questions.   

4.1 Interviews  

The interviews were performed with three media agencies in Sweden. The Media 
agency and its number of employees are presented in table 1 to get an indicator of 
the agency's magnitude. By comparing somewhat similar-sized companies, we will 
be able to draw conclusions that are not dependent on the size of the company 
and number of employees.   

 

Table 1 - Media Agencies and Number of Employees 

Media Agency Number of Employees 

Media Agency 1 8 

Media Agency 2  58 

Media Agency 3 12 
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4.1.1 Interviews - Media agency 1  

Media agency 1 is an agency with 8 employees whereas 1 person works as a web 
developer and with applying the eventual web accessibility. The two owners of the 
agency are loaded in the area. The agency does offer web accessibility to their 
clients, although it is not their main focus. How much they work with it depend 
on who their customer is. If the customer is in the public sector, they simply work 
more towards it, but mostly their work is due to applying a pleasant design.   

Media agency 1 are familiar with WCAG but rarely use it if it is not a demand 
from the client. They agree on accessibility being important and it is a good thing 
that the WCAG exists and that everyone should work towards an inclusive 
platform. The interviewee describes the guidelines as a library where developers 
and designers can pick stuff from it depending on the needs of the client.   

They also insist that their main focus is design and when applying web 
accessibility, the design becomes boring and that it unfortunately inhibits the 
accessibility of the website.   

Their goal is always to make a logical website and a lot of accessibility comes with 
that, as well as being taught how to think regarding color contrast, navigation and 
structure. The agency is aware of their own website not being too accessible and 
mentions several things that can and should be prioritized to a greater extent.   

4.1.2 Interviews - Media agency 2  

Media agency 2 is an agency with 58 employees and two of them attended the 
interview together. The media agency offers web accessibility to their clients and 
describes themself as being great at it. It is often used as a selling point and 
discussed early in the process together with the client. The focus on implementing 
accessibility differs depending on the client's needs, although they want to clarify 
that there is no one who does not want to be accessible.   

The two interviewees describe web accessibility as being important from 
various aspects, but it is about making the web accessible to anyone in any kind of 
scenario. The owner of the company is describing the conscious work they have 
focused on the last year towards implementing an equality policy and mindset 
whereas inclusion and accessibility is a huge part. The focus has been to inform 
and teach the staff about equality to make everyone aware. Somehow everyone at 
the company is working with accessibility on various levels. All together they have 
a comprehensive knowledge about WCAG.   

Together they discuss their website and the level of accessibility and how they can 
improve it regarding web accessibility, but they want to state that their website is 
fulfilling the goal they have set for it, recruiting new employees and clients.   

  



Findings and analysis  

22 

4.1.3 Interviews - Media agency 3  

Media agency 3 is an agency with 12 employees whereas four people are included 
in their development team and two of them work with implementing eventual 
web accessibility. The agency does not express on their website that they offer 
web accessibility, but the interviewee talks about how a lot of it comes natural as a 
UX-designer and developer along with knowledge and experience.   

The interviewee talks about how web accessibility is something they work with 
technically, as in code, and not in design. But also talks about standards they 
always implement where accessibility comes for free. Clients that have specific 
needs when it comes to accessibility are rare but exist, in those cases they work a 
lot with the implementation of WCAG. The interviewee talks about its 
importance and appreciates the existence but mentions several times that design is 
supposed to be creative and fun, and it is being dismantled by accessibility.  

The agency's website was recently recreated, and the interviewee has not been a 
part of that process. Therefore, the interviewee did not have a lot of knowledge 
regarding the accessibility of the new website but believes there is work to do.   

4.2 Accessibility evaluation   

AChecker was used to test accessibility on the three media agencies' websites. We 
chose WCAG 2.0 to check against. The level we chose to examine was level AA. 
The page we analyzed was the homepage since this is the main web page of a 
website. This provided us with several errors and warnings. Table 2 illustrates an 
overview of how many errors and warnings each media agency has according to 
AChecker and WAVE. The results from AChecker is presented as tool 1 and the 
results from WAVE is presented as tool 2.  

The data collected is presented in three tables; the first table illustrates the 
percentages of Performance, Accessibility, Best Practices and SEO. Table 3 
emphasizes the key issues of the accessibility of the websites and provides 
alternative suggestions to those issues.   

 

Table 2 - Number of Errors and Warnings of each Media Agency 

Media Agency Errors Tool 1 Warnings Tool 1 Errors Tool 2 Warnings Tool 2 

Media Agency 1 8 207 11 8 

Media Agency 2 6 233 13 21 

Media Agency 3 44 208 18 5 
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4.2.1 Accessibility evaluation - Media agency 1  

The result from the accessibility evaluation of media agency 1 is presented in 
Figure 4 and Table 3 - 4 to determine how well their website meets accessibility 
standards.   

Media agency 1 got a performance rate of 62 which is average but still has a lot of 
improvements that can be done. The accessibility metric score was 96, which is 
this report’s main focus. A score between 90-100 is clearly approved and the 
reasons why the metric score became 96 is discussed further down. Best practices 
metric score for media agency 1 was 83 which is considered average, meaning 
there is still things to improve. The metric score of SEO resulted in 92, this result 
is considered good.   

Lighthouse highlights opportunities to improve the accessibility of a web 
application. Two issues were found at media agency 1’s website, one of them was 
related to Names and labels: Links do not have a discernible name.   

• Links do not have a discernible name  

The issue is that the link text does not have a distinguishable and unique name. A 
unique name helps users with screen readers and other assistive technologies to 
navigate the site. To solve this error links should get a primary name from their 
text content. The most important thing is to put the most meaningful text into the 
link itself and to avoid filling words like Here or Read more (Google Developers, 
2019).   

The second one was categorized as Contrast:  

• Background and foreground colors do not have sufficient contrast ratio  

When text has a brightness too close to the background brightness, it is 
considered a low contrast ratio. It can be hard to distinguish the shape of 
characters and reduce reading comprehension. This is particularly challenging for 
people with low vision as well as it can affect the reading experience negatively to 
any user. To solve this, all text should meet the minimum color contrast ratio 
specified by WCAG (Google Developers, 2019).  
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Figure 4 – Assessment of Performance,  

Accessibility, Best Practices and SEO for Media Agency 1 
 

Table 3 - Main Errors Identified for Media Agency 1  
with AChecker and Alternative Suggestions 

Errors identified   Alternative suggestions  

Anchor contains no text.  Add text to the a element or the title attribute of the a 
element or, if an image is used within the anchor, add Alt 
text to the image.  

Image used as anchor is missing          
valid Alt text.  

Add Alt text that identifies the purpose or function of           
the image.  

The contrast between the color of        
text and its background for the      
element is not sufficient to meet        
WCAG 2.0 Level AA.  

Use a color contrast evaluator to determine if text and 
background colors provide a contrast ratio of 4.5:1 for 
standard text, or 3:1 for larger text. Change color codes to 
produce sufficient contrast.   

 

Table 4 - Main Errors Identified for Media Agency 1 
with WAVE and Alternative Suggestions 

Errors identified   Alternative suggestions  

Linked image missing 
alternative text.  

Add appropriate alternative text that presents the content of the image 
and/or the function of the link.  

Very low contrast between 
text and background colors.  

Increase the contrast between the foreground (text) color and the 
background color. Large text (larger than 18 point or 14 point bold) 
does not require as much contrast as smaller text.  

 

To summarize the result in Table 3 and 4, from the two evaluation tools 
AChecker and WAVE we can see a significant relationship regarding the issues. 
Image missing alt text and low contrast both appeared in the two reports. The 
issue anchor contains no text, appeared only in the first report from AChecker.  
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4.2.2 Accessibility evaluation - Media agency 2  

The result from the accessibility evaluation of media agency 1 is presented in 
Figure 5 and Table 5 - 6 to determine how well their website meets accessibility 
standards.  

Media agency 2 got a performance rate of 53 which is average but still has a lot of 
improvements that can be done. The accessibility metric score was 95, which is 
more interesting in this report. A score between 90-100 is clearly approved and 
the reasons why the metric score became 95 is discussed further down. Best 
practices metric score for media agency 2 was 92 which is considered good, 
meaning there is still things to improve. The metric score of SEO resulted in 100, 
this result is extremely challenging to achieve.  

Lighthouse highlights opportunities to improve the accessibility of a web 
application. Two issues were found at media agency 1’s website, one of them was 
related to Names and labels:  

• Links do not have a discernible name  

The issue is that the link text does not have a distinguishable and unique name. A 
unique name helps users with screen readers and other assistive technologies to 
navigate the site. To solve this error links should get a primary name from their 
text content. The most important thing is to put the most meaningful text into the 
link itself and to avoid filling words like Here or Read more (Google Developers, 
2019).   

The second one was categorized as Contrast:  

• Background and foreground colors do not have sufficient contrast ratio  

When text has a brightness too close to the background brightness, it is 
considered a low contrast ratio. It can be hard to distinguish the shape of 
characters and reduce reading comprehension. This is particularly challenging for 
people with low vision as well as it can affect the reading experience negatively to 
any user. To solve this, all text should meet the minimum color contrast ratio 
specified by WCAG (Google Developers, 2019).  

 

Figure 5 - Assessment of Performance, 
Accessibility, Best Practices and SEO for Media Agency 2 
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Table 5 - Main Errors Identified for Media Agency 2  
with AChecker and Alternative Suggestions 

Errors identified   Alternative suggestions  

Anchor contains no 
text.  

Add text to the a element or the title attribute of the a element or, if an image 
is used within the anchor, add Alt text to the image.  

Label text is empty.  Add text to the label element.  

 

Table 6 - Main Errors Identified for Media Agency 2  
with WAVE and Alternative Suggestions 

Errors identified   Alternative suggestions  

A form control does not 
have a corresponding label.  

If a text label for a form control is visible, use the <label> element to 
associate it with its respective form control. If there is no visible label, 
either provide an associated label, add a descriptive title attribute to the 
form control, or reference the label(s) using aria-labelledby. Labels are 
not required for image, submit, reset, button, or hidden form controls.  

A link contains no text.  Remove the empty link or provide text within the link that describes the 
functionality and/or target of that link.  

Very low contrast between 
text and background colors.  

Increase the contrast between the foreground (text) color and the 
background color. Large text (larger than 18 point or 14 point bold) 
does not require as much contrast as smaller text.  

 

To summarize the result in table 5 and 6, from the two evaluation tools AChecker 
and WAVE we cannot see a relationship regarding the issues. Anchor contains no 
text and label text is empty appeared in the first report from AChecker. The issue 
a form control does not have a corresponding label, link contains no text and very 
low contrast, appeared only in the second report from WAVE.  
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4.2.3 Accessibility evaluation - Media agency 3  

The result from the accessibility evaluation of media agency 1 is presented in 
Figure 6 and Table 7 - 8 to determine how well their website meets        
accessibility standards.  

Media agency 1 got a performance rate of 68 which is average but still has a lot of 
improvements that can be done. The accessibility metric score was 96, which is 
more interesting in this report. A score between 90-100 is clearly approved and 
the reasons why the metric score became 96 is discussed further down. Best 
practices metric score for media agency 1 was 92 which is considered good, 
meaning there is still things to improve.   

The metric score of SEO resulted in 83, this result is considered average.   

Lighthouse highlights opportunities to improve the accessibility of a web 
application. Two issues were found at media agency 1’s website, one of them was 
related to Names and labels:  

• Links do not have a discernible name  

The issue is that the link text does not have a distinguishable and unique name. A 
unique name helps users with screen readers and other assistive technologies to 
navigate the site. To solve this error links should get a primary name from their 
text content. The most important thing is to put meaningful text into the link itself 
and avoid filling words like Here or Read more (Google Developers, 2019).   

The second one was categorized as Contrast:  

• Background and foreground colors do not have sufficient contrast ratio  

When text has a brightness too close to the background brightness, it is 
considered a low contrast ratio. It can be hard to distinguish the shape of 
characters and reduce reading comprehension. This is particularly challenging for 
people with low vision as well as it can affect the reading experience negatively to 
any user. To solve this, all text should meet the minimum color contrast ratio 
specified by WCAG (Google Developers, 2019).   
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Figure 6 - Assessment of Performance,  
Accessibility, Best Practices and SEO for Media Agency 3 

 

 Table 7 - Main Errors Identified for Media Agency 3  
with AChecker and Alternative Suggestions 

Errors identified   Alternative suggestions  

Each id attribute value must be 
unique.  

Modify the id attribute value so it is unique.  

Anchor contains no text.  Add text to the a element or the title attribute of the a element 
or, if an image is used within the anchor, add Alt text to the 
image.  

The contrast between the color of 
text and its background for the 
element is not sufficient to meet 
WCAG 2.0 Level AA.  

Use a color contrast evaluator to determine if text and 
background colors provide a contrast ratio of 4.5:1 for standard 
text, or 3:1 for larger text. Change color codes to produce 
sufficient contrast.   

Input element, type of "text",   
missing an associated label.  

Add a label element that surrounds the control's label. Set the 
for attribute on the label element to the same value as the id 
attribute of the control. And/or add a title attribute to the input 
element. And/or create a label element that contains the input 
element.  

Label text is empty.  Add text to the label element.  

Input element, type of "text",         
has no text in label.  

Add text to the input element's associated label that describes 
the purpose or function of the control.  

Select element missing an     
associated label.  

Add a label element that surrounds the control's label. Set the 
for attribute on the label element to the same value as the id 
attribute of the control. And/or add a title attribute to the input 
element. And/or create a label element that contains the input 
element.  
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 Table 8 - Main Errors Identified for Media Agency 3  
with WAVE and Alternative Suggestions 

Errors identified   Alternative suggestions  

A form control does not 
have a corresponding label.  

If a text label for a form control is visible, use the <label> element to 
associate it with its respective form control. If there is no visible label, 
either provide an associated label, add a descriptive title attribute to the 
form control, or reference the label(s) using aria-labelledby. Labels are 
not required for image, submit, reset, button, or hidden form controls.  

A link contains no text.  Remove the empty link or provide text within the link that describes the 
functionality and/or target of that link.  

Very low contrast between 
text and background colors.  

Increase the contrast between the foreground (text) color and the 
background color. Large text (larger than 18 point or 14 point bold) 
does not require as much contrast as smaller text.  

 

In summary, the result in table 7 and 8, from the two evaluation tools AChecker 
and WAVE we can see a distinction regarding the issues. Seven issues were 
identified with the evaluation tool AChecker, unlike WAVE were only three was 
identified. Missing associated/corresponding label and very low contrast both 
appeared in the two reports. The third issue identified by WAVE was link 
contains no text. Issues identified by AChecker were that each id attribute value 
must be unique, anchor contains no text, label text is empty, input element, type 
of "text", has no text in label, select element missing an associated label.  

4.3 Research Questions  

Below we state our three research questions and analyze the results gathered 
through the two methods in relation to the data in the theoretical background.   

4.3.1 Findings of Research Question 1  

What are media agencies' own perception, knowledge and attitude towards 
web accessibility?   

Perception  

When the participants talked about web accessibility, they easily started referring 
to WCAG and defined it as the same thing. They all struggled with keeping those 
two things apart.   

There was a difference in the way media agencies perceive web accessibility. Media 
agency 2 perceives web accessibility as important to not only users with a 
permanent disability but to any user. A user that is deaf or a person sitting on a 
loud bus and struggling to hear, both appreciate the possibility to add text on a 
video. Media agency 3 describes web accessibility as the same as having ramps on 
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trams in real life. All people should have access to the necessary things in society. 
It is not adapted to be accessible everywhere, in the same way that they do not 
think that accessibility needs to apply to all websites. “The right things are tailored 
to the right target group”. While media agency 1 defined web accessibility to 
be completely accessible with all the success criteria met, something they 
considered was hard to meet.   

Data shows that media agencies' perception regarding web accessibility was that it 
is boring. Design and websites should be fun and creative, and accessibility takes 
that away, although data suggest that it is possible to compromise by making the 
important information accessible and being creative around that. This was a new 
aspect for us and nothing that we perceived as a common thought in our 
theoretical background. But something that all media agencies pinpointed as an 
important factor to why it was not main focus on their own websites.  

Knowledge  

The media agencies' extent of knowledge within accessibility differed.  The 
knowledge of media agency 1 was good and they had experience working with 
clients that had regulation to reach a specific level. They mainly provided it when 
customers requested it.   

The knowledge of media agency 2 was high. They work towards a more inclusive 
web when it comes to their clients. They pay a lot of attention to equality 
questions at their office and accessibility has been an important area to inform 
their employees about.    

The knowledge of media agency 3 was good and they had experience working 
with clients in both public and private sectors, where accessibility played an 
important role.  

Attitude  

As stated by all the agencies, design becomes boring if you make a website 
completely accessible. Design should be creative and fun and it is something that 
ends up in the shadows when creating a user-friendly platform. On the other 
hand, media agency 3 meant that both were possible. To be accessible and user-
friendly, at the same time as fun and creative. Fun design could be implemented 
if the necessary and relevant information was still accessible.   

According to all media agencies, accessibility has become 
increasingly important. They state that when building things that other individuals 
or people are going to consume, everyone should be aware of it. No matter who 
the user is, they should get a positive experience on the site, and hopefully 
improve the customers perception of the company.   

4.3.2 Findings of Research Question 2  

How do media agencies work with web accessibility and Web            
Content Accessibility Guidelines, towards their customers and on           
their own website?   
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Towards customer  

All three media agencies did work with web accessibility and WCAG towards 
customers, but it differed how.   

Media agency 1 always included web accessibility in the discussion with their new 
clients. They have had a couple of projects where web accessibility has been 
requested by the customer as top priority, so they are willing to provide it to any 
extent. Accessibility was applied when the programming process was done, as a 
last step, for example text-to-speech implementation. To many of their clients, it 
was a question of cost as it is more expensive to implement accessibility. They 
rarely requested more than necessary in those cases.    

Media agency 2 had a lot of experience working with web accessibility and WCAG 
towards customers. They have had clients with the need of level AAA which 
indicates a lot of knowledge. They state using web accessibility as a selling point 
and therefore we can conclude that it is important to them to include it in their 
work. Web accessibility is something they start with in the planning phase and 
have in mind during the whole process.  

Media agency 3 have had few clients where accessibility has been in focus, but not 
to a certain level of WCAG. Rather focused on the needs of the evaluated target 
group. They mentioned a client within health care and a specific diagnosis, in that 
case they studied the client's needs to make sure they included and applied 
anything to make it more accessible for that specific target group rather than tried 
to reach a specific level of WCAG.   

The agencies tried to find a level of accessibility that suited the customer, 
which necessarily was not related to the levels of WCAG. In the cases where a 
client was in the private sector, they mostly used WCAG as guidance and not 
strictly followed to reach a specific level.   

There was a big focus on WCAG when it came to the public sector or clients 
within health care as all interviewees confirmed. All three media agencies had 
experience with that type of client and by that it was very clear what level they 
needed to reach, and the focus was to make the site accessible.  

When media agencies 1 and 2 discussed reasons why accessibility was not that 
important to their clients, they experienced that money was crucial. “It is always a 
question about cost”, media agency one stated. It is an adaptation for them that 
takes more time, and that ends up being a greater cost for the client.  

Towards their own website   

None of the three media agencies did actively work with web accessibility and 
WCAG towards their own website.   

Media agency 1 said that they were profiled as an innovative design agency and 
their website should be a platform to show off their technical knowledge in how 
to build a visual good and attractive website. They did not have accessibility in 
mind as they think it made the website boring and not as creative as they      
wanted it to be.   
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Media agency 2 want to clarify that even though they have not worked with 
accessibility in mind when creating their site, it was due to it already fulfilled their 
purpose of having it: bring in new clients and new employees. Therefore they did 
not see a reason to develop it further for now.   

The interviewee of media agency 3 is not that aware of their website being 
accessible or not since it was newly re-created. The belief was that there are things 
to develop regarding accessibility, only based on a feeling.  

The process   

An interesting notation we did during the interviews was when in the process the 
accessibility was implemented. As one media agency used it as a selling argument, 
they talk about it in their first meeting with a client to define the occurrence of it. 
It is followed and implemented along the project all the way to the finish line. It is 
likewise for media agency 3 to have it in mind from the start. However, Media 
agency 1 agrees that accessibility is brought up at the start of a project but 
emphasizes that most accessibility is being implemented as a last step.  

We asked the media agencies if they evaluate their work towards accessibility, 
Media agency 1 worked a lot with user testing, they mostly tried navigation and 
structure, with the principles Operable and Understandable in mind. They tested 
on different age groups and have had cases where users with disabilities are 
included. Media agency 1 and 2 have used plugins such as a screen reader and 
navigation through keyboard. The big challenge according to media agency 2 is 
assistive technology devices such as adaptive keyboards, or any alternative input 
device and describe it as tricky to adapt for. They have a test leader at their 
company responsible for the area and putting up different frameworks and 
checklists and test from different perspectives. Media agency 3 did not evaluate.  

4.3.3 Findings of Research Question 3  

What improvements can be done to make media agencies' websites more 
accessible according to WCAG?  

All agencies state that modifications can be done to improve the overall 
accessibility of their websites. They all give practical examples of what can be 
done, this is compared to the issues found from the accessibility evaluation tools, 
AChecker and WAVE.  

Contrast   

Media agency 1 discuss improvements they have done, which has been beneficial 
to the accessibility of the site. They mentioned using a dark gray font instead of a 
completely black one, a decision made due to contrast. It can be annoying for the 
eye to read sharp black text against a white background. They have also added a 
layer on videos to make the header appear clearer. It seems like they still have 
places where the contrast needs to be improved since the results from the 
accessibility evaluation show that all three media agencies struggle with contrast 
issues on their websites. According to our accessibility evaluation the contrast 
between the color of text and its background for the element is not sufficient to 
meet WCAG 2.0 Level AA. However, this is a known problem for media agency 
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1, the interviewee explains that they at some locations on the website have a white 
and a blue/green color and that the accessibility evaluation tool probably would 
complain. Media agency 3 are aware of a heading that is not visible enough.   

The results gathered in the accessibility evaluation shows that all media agencies 
have issues with contrast. Lighthouse remarks on this since the background and 
foreground colors do not have sufficient contrast ratio. Even AChecker and 
WAVE noticed the issue. To solve this error, all text should meet the minimum 
color contrast ratio specified by WCAG. A color contrast evaluator could be used 
to determine if text and background colors provide the right contrast ratio to 
produce sufficient contrast.   

Improvements of naming and labeling  

Name is defined as text by which software identifies a component within Web 
content to the user. One problem all media agencies had was that the anchor 
contains no text. In the interviews this issue is noticed by media agency 2, where 
they mention that they need to become better at writing Alt texts. This error is 
solved by adding text to the a element or the title attribute of the a element or, if 
an image is used within the anchor, add Alt text to the image.   

The label of an element is defined by WCAG as; text or other component with a 
text alternative that is presented to a user to identify a component within Web 
content. One other common error is that the label text is empty, the solution is 
simply to add text to the label element.  

The definitions of naming and labeling are nearly identical, but it has one 
significant difference: label is presented to the user, whereas name is presented to 
software. Meaning, the label is displayed visually, while the name is displayed to 
assistive technologies such as screen readers and voice control software.  

Other improvements  

They all gave practical examples of what can be done to improve the accessibility. 
One agency used to have a hamburger menu which they decided to remove 
because they wanted less clicks. The same media agency mentioned that the links 
at their website are used for different causes, and believe that can be confusing for 
the user.   

One media agency had created a horizontal scroll on their website, something they 
considered as a cool feature, and they wanted to show that they can do advanced 
technical websites. They were aware of the confusion that can occur when the site 
suddenly starts to scroll a diverse way. Especially for elderly and the user might 
even end up leaving the site.   

Media agency 2 described that they need to improve how to navigate through their 
website with a keyboard or screen reader. 
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5 Discussion and conclusions 

In this chapter we discuss the methods used and if the choice of method managed 
to reach our research goals. We discuss the findings in the previous chapter in 
relation to the purpose, research questions and the concepts found in the 
theoretical background. Additionally, conclusions are drawn, and further research 
suggestions are presented.  

5.1 Discussion of method  

The choice of method and course of action is explained in this section. 
Additionally, a discussion of the inherent strengths/weaknesses we experienced in 
this regard. To answer the research questions and achieve our purpose a 
qualitative research approach was chosen. Interviews as well as accessibility 
evaluation was performed as methods to the qualitative research approach.   

5.1.1 Interviews   

The method semi structured interviews were advantageous to this research in the 
way that it helped us to answer RQ1 and RQ2 as well as provided insights to 
RQ3. Our thorough planning and detailed preparation for the interviews came to 
give us comprehensive results. By working a lot with defining our research 
questions we could plan the interviews deeply and provide a questionnaire that 
gave us both a narrow and a broad perspective of the area. The importance of 
being able to ask follow-up questions helped us in the way to further understand 
the participants when they gave us vague answers.   

The strengths with this method were that it obtains detailed information from the 
interviewees, and it created a greater attention to individual's point of view. This 
method enables us to control the environment on the interviews. By deciding 
where the interview took place, we received reliable data not affected by the 
environment. Interviews are an effective way to communicate with our 
interviewees and reduce the risk of misinterpretation by being able to ask follow-
up questions.  

One limitation when it comes to interviews is that it is time consuming. Gather 
participants, perform the interviews, transcribe and analyze takes a lot of time. A 
qualitative research method is a process where researchers delve into personal 
interaction, therefore the interviews tend to deviate from the intended subject. 
The questions were written in advance to make sure that the interview kept to the 
intended subject. Another weakness with interview studies is that it provides less 
anonymity, to reduce this risk we always told the interviewees that all of this will 
be anonymous, and nothing can be traced back to them or their company.  

One thing that could have been improved is the number of interviewed 
companies. Firstly, we asked companies around Jönköping. When not receiving 
the sample size we wanted, we contacted agencies from all around Sweden. In 
total we contacted 40 media agencies, some answered that they could not 
participate due to their workload, and some answered that they could but outside 
our time frame. Only three media agencies could participate in the interviews. We 
wish to have more time to get the opportunity to contact and interview more 
media agencies to make the results more reliable. A greater number of participants 
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would have been advantageous and would have made the research applicable to 
media agencies in general. If we were given more time, a larger number of 
companies could have been contacted and interviewed. At the same time as a 
small selection of companies enabled us to build strong and close relationships 
with our participants, which lead to more natural conversations and more 
qualitative data.   

5.1.2 Accessibility evaluation  

The accessibility evaluation was a beneficial method because it helped us to 
answer RQ3 as well as insights to RQ3. The tools used is AChecker and WAVE. 
The strengths with an accessibility evaluation are that it provides issues that is easy 
to interpret. It is also easy to analyze, meaning find similarities and differences 
between the different media agencies. The most advantageous thing with the 
accessibility tools is that they do not only see the issues but also present 
suggestions which provided depth to RQ3.   

There is not one tool that examines everything and cannot be found ideal in all 
aspects. To make the results more reliable we used two different accessibility tools 
to cover more aspects as only one can appear as uncredible. Though, an 
accessibility evaluation made from only two accessibility tools is not foolproof 
either. It does not measure the level of accessibility accurate since that require 
manual intervention. A manual accessibility check was not done because the 
limited timeframe. That is why this research does not aim to investigate how 
accessible the sites are but rather the measures taken for accessibility to define 
types of improvements. A human judgement and a larger number of participants 
would have been beneficial to this research, but this was not possible due to time-
limit and economical constraints.  

It was an easy decision to choose AChecker and WAVE as accessibility tools. 
They are both easy to use and understand. Research proves that they cover a lot of 
aspects even though they're not ideal by themselves. The two accessibility tools 
combined provided more accurate and quick issue identification in automated 
accessibility evaluation.   

5.1.3 Purpose  

The purpose with this research paper was to explore how media agencies work 
with web accessibility and WCAG towards their customers and on their own 
websites. The purpose of this research paper was accomplished through our 
method. The choice of method and course of action enabled an investigation of 
how media agencies work with web accessibility and WCAG. The interviews gave 
a deeper understanding of the perception, knowledge and attitude of the three 
media agencies as well as how they worked regarding web accessibility and 
WCAG. The accessibility evaluation provided us with issues and suggestions of 
improvements. The two methods combined explored the information needed to 
reach the purpose of this report.   

5.1.4 Limitations   

The short period of time and lack of participants is the major limitation to this 
study. The findings should not be interpreted as representative of the Swedish 
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industry. Nevertheless, it will give an indicator of how work with web accessibility 
and WCAG on their own website and towards their customers.  

5.2 Discussion of findings  

In this section, we discuss our analyzed findings. The discussion sheds light on 
and clarifies the evaluation of them regarding our purpose and our research 
questions. We arrived at these opinions and thoughts after reading our findings 
several times, but also by discussing and reflecting on our analyzed findings.  

5.2.1 Discussion of Research Question 1 

What are media agencies' own perception, knowledge and attitude towards 
web accessibility?  

Perception    

When the participants talked about web accessibility, they easily started referring 
to WCAG and defined it as the same thing. They all struggled with keeping those 
two things apart. This confirms the findings of Paciello (2000) who states that 
WCAG is the authority for designing and creating accessible websites and being 
de facto standard for creators.   

Another relevant data found was that web accessibility is hard to implement for 
creators, a notation that confirmed Clarks (2006) perception of it. Media agencies 
struggled with the understanding and implementation of the success criteria. W3C 
describes it as leaving room for the creators for innovative solutions in 
implementation and only provides guidance on methods to reach the success 
criteria. Data showed that the success criteria need more work for the creators to 
be able to use them. A second main reason to why media agencies do not follow 
the guidelines to create an accessible website.   

Just like Microsoft (2016) highlighted the diversity of disabilities in their Inclusive 
Design Toolkit, media agency 2 illustrates this as watching a movie in your first 
language but eating snacks at the same time. In that case it can be beneficial to 
have subtitles even if you do not have a permanent disability. Many people refer 
to any physical or mental condition that makes it more difficult for a person to do 
specific activities or interact with the environment around them when thinking of 
a disability (cdc.gov, 2020). Disabilities can be much more than that and people 
forget the situational and temporary ones.  

Knowledge  

Media agencies 1 and 3 did not describe their knowledge descriptive but had good 
understanding. The interviewees have prior knowledge within this field and a 
good foundation to stand on. They have worked with clients both within the 
public and private sector. Accessibility is nothing media agency 1 or 3 state that 
they offer, but they did work with it on daily basis through good UX as well as 
when the client requested it. The results showed that they see the value of 
applying web accessibility.  
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According to the data collected from the interviews, media agency 2 was in the 
leading position. They expressed that they offer web accessibility as one of their 
services and presented themselves as great at it. One employee has experience and 
has worked with the public sector where they have high requirements on 
accessibility, one project was developed to meet the criteria of level AAA. They 
also have one student that wrote his bachelor thesis within the area. Media agency 
2 are dedicated to keep every employee informed about accessibility, inclusion and 
other important subjects regarding equality. For example, every month they have a 
meeting where accessibility of the month as a standing feature. Several of the 
employees have also been educated in accessibility in a course held by a Content 
Management System company. This explains why media agency 2 has a broad 
knowledge about accessibility.  

We could not see a connection between their level of knowledge and the result 
from the evaluation. Media agency 2 had significant knowledge but the evaluation 
result was high for all of them.   

Attitude  

All interviewees state that web accessibility is truly important. Two media agencies 
described it as the importance of it being greater today, than a few years ago. 
Although the number of people with disabilities are drastically increasing (WHO, 
2021), we did not interpret their saying as due to that reason. We believe it was a 
careless saying about users with disabilities and what they mean, is that the society 
pays more attention towards an including environment. But, due to the increase 
one could say that it is increasingly important to make the web accessible. All 
three media agencies were aware of the importance of web accessibility, but not to 
the extent that they actively work with it.  

The implementation process was stated to be hard by all interviewees and we 
witnessed a frustration from all of them. They struggle with understanding what 
needs to be done and how. It is clear to creators that the WAI has work to do 
regarding the guidelines.   

All media agencies agreed on that accessibility has become increasingly important; 
they believe everyone should have the same possibilities to a good experience on 
the web. Which will increase users’ positive perception of a company. This is 
strengthened by Hunold (n.d.), who defines it as adding web accessibility builds 
positive relations, which will foster your reputation and position your organization 
as a brand that cares for human rights. One agency finds it important to make 
everyone at their company aware of their values. Since they try to influence the 
industry with equality, diversity, and inclusion they felt like they should have been 
better and in front when it comes to accessibility on their own site.   
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5.2.2 Discussion of Research Question 2 

How do media agencies work with web accessibility and Web Content 
Accessibility Guidelines, towards customers and on their own websites?  

Towards customer  

All three media agencies did work with web accessibility and WCAG towards their 
customers How and how much depended on what type of client it was. All media 
agencies in this evaluation mostly work towards companies in the private sector 
and therefore it is not required to apply WCAG, at any or a specific level. 
Customers hire media agencies to get a neat website where the visual look is 
primary in focus, therefore design is more relevant to the media agencies. How 
they were profiled and how they looked in terms of design and communication 
was more important to the majority of their clients. Only media agency 2 used 
accessibility as selling point and when asking if their customers requested web 
accessibility the answer was that no one does not want to be accessible.   

When discussing reasons to why customers do not want to implement 
accessibility, economy is a big reason. They rarely want to walk that extra mile to 
make it more accessible than necessary. As the development process becomes 
greater and takes more time, it will generate a higher cost. On the other hand, it 
would generate an economical benefit in the long run, as stated by Stiles (2005) 
and confirmed by W3C (2005). We can see a connection between implementing 
web accessibility and generate a higher income. We believe that more knowledge 
about the area is needed for both agencies and their customers.  

Towards their own website  

With the help of the interviewees own explanation on how they work with web 
accessibility on their own website, we must say that they all had a little naive 
attitude. All media agencies state that their website is not accessible and 
mentioned multiple things to improve. The result from our accessibility evaluation 
was surprisingly good, since their level of accessibility was lower than they wanted 
it to be. We do not know the reason to this, but they might have played a safe card 
to not show off as better than the outcome.  

Two out of three media agencies deprioritize accessibility on their own website, 
due to their focus on design. By presenting advanced technical solutions with 
impressive features on their sites, they hope to be perceived as experts in their 
industry and bring in new customers.   

Their knowledge in how to build an accessible website is greater than they believe. 
As emerged from the findings we believe a lot of accessibility comes for free 
without the creators reflecting upon it. They certainly want their website to be 
usable and websites turn out to be accessible when having usability in mind. 
According to the evaluation, accessibility is not a critical issue on any of the media 
agencies’ websites. They all come up as truly accessible with only minor errors.  

One media agency clarified that they did not always have time for themselves, 
especially not their own website. Being a web agency and building your own 
website became a sensible subject as all departments want to prioritize their 
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expertise-area. As they work actively with equality and inclusion, they should have 
been better on web accessibility on their own site. In Sweden there is a saying; the 
shoemaker's own children walk in broken shoes. Referring to not provide the 
same high quality of a service to yourself, as you do to a client.   

They believed that accessibility and design did not go hand in hand. This was a 
common view all media agencies shared. They all have developed the website to 
fulfill its purpose and accessibility makes the design boring. The purpose of media 
agencies 2 and 3, was to attract new employees and clients and they believed that 
presenting a visual good-looking site, would most likely generate that.  

All media agencies explained that they already have fulfilled the purpose of their 
site. One media agency's goal was to bring in new clients and new employees. 
Therefore, they did not see a reason to develop it further for now.   

All three media agencies agreed on the users need being the most important when 
making a website. Media agency 1 believed that no one experienced their site as 
hard to visit. We believe that we cannot always be sure who the user is, and for 
that matter, not aware of their needs. If the website is not accessible, one can 
assume that the creators chose their own customers. Media agency 2 believes in 
making the web accessible independently who it is and what situation one is in. 
The option should always be provided, and it should be up to the user to apply 
the needed tool or not.   

Regarding the implementation and usage of WCAG all three media agencies 
supported the perception Clark (2006) had when describing it as confusing and 
hard to locate. They all struggled with the understanding of it and one media 
agency is tragicomical describing WCAG itself, as not being user friendly. A 
guidance for creators that is about making things user friendly, is not user friendly. 
They state that they were fuzzy, and it is a lot of guessing and interpretation. 
Media agencies 1 and 3 described the guidelines as useful but not as easy as WAI 
want it to be. Media agency 3 also said that the existence of the guidelines is great, 
but they need to have a second look at it as everything is not possible to measure. 
The majority of disabilities are more complex than WAI presents it to be. Another 
interviewee describes the guidelines as a library where developers and designers 
can pick stuff from it depending on the needs of the client. When following 
WCAG strictly one easily stares blindly at rules and forgets the intended 
execution.     

5.2.3 Discussion of Research Question 3 

What improvements can be done to make media agencies' websites more 
accessible according to WCAG?  

This research paper raises awareness about the importance of web accessibility 
within both the private and the public sector. A contribution of suggestions to 
make the internet environment more accessible by highlighting the most common 
accessibility issues on media agencies websites. All media agencies felt like there 
were things to improve regarding accessibility on their own websites.   
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Contrast   

Success criteria 1.4.3 is related to contrast. All media agencies have difficulties 
with reaching level AA at this criteria. One media agency explains that they have 
added a layer on the hero video to make the heading appear clearer. By increasing 
the contrast, they also make it more accessible and easier to read. This criteria goes 
under the principle Perceivable. Adding a layer to make the text appear clearer was 
an improvement done to successfully achieve the success criteria at that specific 
placement. Since people with a vision deficit also should have adequate contrast 
between the text and the background.  

Other  

Media agency 1 describe that they removed their hamburger menu on the desktop 
version to reduce number of steps. This helps to improve the accessibility of the 
site. Accessibility is built on the POUR principles and one of them is 
Understandable. Meaning to emphasize the importance of present content in a 
way that the user can understand. By reducing the number of steps in navigation it 
will be easier-to-use and will result in being more accessible to the user (W3C, 
2008). When increasing the usability, the accessibility will be enhanced as well. 
Leporini & Paternò et al. (2008) supports this when they explain that accessibility 
and usability need to be conducted properly, otherwise websites turn out to be 
either accessible but barely usable, or usable but barely accessible.  

To the same agency, it is not clear what is a link and what is not on their website. 
Sometimes they use a line to emphasize that it is interactive and sometimes it is 
just plain text. The same visual line is also used in some cases as a visual aesthetic 
detail, something that can confuse the user and diminish the accessibility. 
Consistent identification is one of the success criteria (3.2.4.) that goes under the 
principle Understandable. It means that components that have the same 
functionality within a set of web pages are identified consistently.  

In summary we can see that all media agencies are aware that they have things to 
improve for their webpage to be accessible to anyone. They do believe this is an 
important matter and have the ability and knowledge to change this. They explain 
in the interviews that they already fulfil their goal. Making a website more 
accessible is stated to have many perks during this report. Maybe they would have 
gained even more customers and job applications if the accessibility was 
enhanced. One media agency describe accessibility to be a sensitive subject at their 
own website since they are considered experts in this field. Is that a legitime 
reason why they should not provide the same high quality of a service to themself, 
as they do to their clients if they truly believe accessibility is an important matter.  

5.3 Conclusions  

How much each media agency worked with web accessibility and WCAG differed, 
one of them did stand out among the others. All together the agencies agreed that 
everyone should have equal opportunity to perceive, understand, navigate, interact 
with and contribute to the web.  

The media agencies' perception towards web accessibility resulted in it being 
boring and hard to implement. Their knowledge was high, but one did stand out 
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positively among the other. Their attitude was that web accessibility is important, 
although not to the level that they work consciously with it.   

All three media agencies work with both web accessibility and WCAG on 
different levels depending on the needs and demands of the customer. Two out of 
three media agencies have had projects where they evaluated the accessibility.  

None of the agencies had intendently applied web accessibility or WCAG on their 
own websites, but basic structure and navigation is standard when designing and 
programming a website.   

The data collected from the interviews shows that all media agencies highlight 
things that needs to be improved at their sites. Issues mentioned are regarding 
navigation, contrast and naming. According to the accessibility evaluation, the 
accessibility was equal to a good result, but there's room for improvements mainly 
when it comes to contrast issues, names and labels.   

5.3.1 Further research  

Suggestions of further research could be to interview and add more companies to 
make the research representative to the whole industry of media agencies. Manual 
checks and user tests of people with disabilities could also be performed to make 
the accessibility evaluation more extensive.   

Another interesting approach would be to compare the web accessibility of private 
and public companies' websites within the same industry, since they have the same 
target group but not the same requirements. 
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7 Appendices 

7.1 Appendix 1 – Interview Guide  

Background  

1. Do you offer web accessibility?  
2. What is web accessibility to you?  
3. How many employees does your company have?  
4. How many of your employees work with web accessibility?   

Opinion  

5. What is your company's attitude towards web accessibility?  
6. In what way does web accessibility contribute to a good user experience 

and usability?   
7. How accessible do you perceive your own website?   

Accessibility  

8. Are clients requesting web accessibility?   
9. Are you in any way presenting that you offer web accessibility? How?  
10. At what point in a process do you first start thinking about web 

accessibility?  
11. Do you make use of any guidelines for web accessibility?  

WCAG  

12. Are you familiar with WCAG? If yes, can you briefly explain the concept 
of WCAG?   

13. Are you using WCAG on your company's website? If yes, in what way? Do 
you aim at a specific level?    

14. What is your attitude towards WCAG?  

Evaluation  

15. Do you evaluate the accessibility of your own website? In what way?  
16. Do you use any evaluation tools?  
17. Are you including people with disabilities when testing your website?  

Improvements  

18. Are you aware of something that could be improved regarding web 
accessibility on your website?  

Other  

19. Is there something you thought of during the interview you want to add?  

	 


