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Fun facts about Sandstorm®



FUN FACT

1 in 4 US adults, or 28.7% 
of the US population, 
have a disability.

Source: CDC.gov

https://www.cdc.gov/disability-and-health/articles-documents/disability-impacts-all-of-us-infographic.html


NOT SO FUN FACT

Only 5.2% of the top 
million websites meet 
accessibility standards.

Source: WebAIM

https://webaim.org/projects/million/


GOOD/BAD FACT?

Almost 200% increase 
in website accessibility 
lawsuits since 2017.

The good news is that 
these lawsuits have 
decreased in recent 
years.

Source: ADATitleIII.com

https://www.adatitleiii.com/2025/04/federal-court-website-accessibility-lawsuit-filings-continue-to-decrease-in-2024/


WE LOVE A TWO-FER

Many common accessibility issues 
are resolved in content which 
can also help your SEO.



BEFORE WE BEGIN…

A word on AI and AEO
(Answer Engine Optimization)
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Key Takeaways
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The importance of effective 
writing can’t be overstated1
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Format for 
Scannability

○ One-sentence paragraphs are easier to read 
on the web. People generally skip big walls of 
text. 

○ Begin with the end. Put the most information 
first in a sentence, first in a paragraph, and first on 
the page.

○ Use lots of sub-heads. These help people scan 
the page for the part they want to read. Make 
sure the subheads are descriptive.

○ Cut extra words. The more unnecessary words 
you have, the more likely visitors are to miss the 
important ones.



BRAND STRATEGY + CREATIVE + UX + WEB DEVELOPMENT

Relevant photos

Catchy headline

Scannable subheads
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Screen Reader Demo for Digital Accessibility
https://www.youtube.com/watch?v=dEbl5jvLKGQ

Screen readers render 
text and image content 
as speech or braille. 
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Increase 
readability with…

Bullets, numbered lists and tables

○ If you can show something in bullets 
or a table, do. 

○ If you list a series in a paragraph, make 
it a bulleted or numbered list 
instead. 

○ Bolding keywords within each bullet 
(often at the beginning of the bullet) can 
make them even more scannable. 
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FACT:

Fewer and fewer visitors are arriving 
through the homepage.
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TAKEAWAY

Keep your content scannable 
and free of jargon with short, 
easy-to-read paragraphs

*



BRAND STRATEGY + CREATIVE + UX + WEB DEVELOPMENT

Utilize clear headings in a 
logical order2
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What are 
headings? {

A heading is a word, phrase, or 
statement that starts a section of 
content, similar to a title. 

Heading tags are HTML elements 
used to define the heading to 
differentiate from the rest of 
content on a web page.
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Think of It Like…

the structure of a book.
● <h1> is the title of the book
● <h2> is the chapter title
● <h3> is a subsection of the 

chapter
● <h4> is a subsection of the 

subsection of the chapter
● ...and so on
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Appropriate 
Heading 
Structure

This is the page title - 
your developer does 
the <h1>

Content admins are 
responsible for <h2>, 
<h3> and onward

<h1>Main Heading</h1>
<h2>Sub Heading</h2>

<h3>Sub Sub Heading</h3>

<h2>Sub Heading</h2>
<h3>Sub Sub Heading</h3>
<h3>Sub Sub Heading</h3>

<h4>Sub Sub Sub Heading</h4>

<h2>Sub Heading</h2>
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TAKEAWAY

Good headings provide a 
scannable roadmap of the 
content for all users

*
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Accurate metadata 
benefits everyone3
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What is
metadata?{ Metadata is simply 

data that describes 
other data.



Page Address

Page Title

Meta Description
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For your website, 
meta data best 
practices look 
like…

● Title: Under 60 characters. Includes 
primary key phrase

● Meta Description: Up to 300 
characters and includes natural use of 
the primary keyword

● Headings: H1 (oftentimes the same as 
Title) includes primary keyword. 
Subheadings (H2, H3, etc.) include 
variation of primary keyword or 
secondary key phrase when appropriate

● Page Address: e.g.  
/your-keyword-here, whenever possible 
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TAKEAWAY

Page titles, meta 
descriptions, and page 
addresses all inform users 
they’re in the right place

*
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Alt text isn’t just important; 
it’s a necessity4
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There are three primary kinds of alt text.

Standard Alt Text Short Description Long Description

● Less than 250 
characters

● Conveys the purpose 
of an image (e.g. 
“Search” vs 
“Magnifying Glass”)

● More than 250 
characters

● Conveys the purpose 
of an image

● Image is more 
complex

● Might involve a person 
or a group of people

● Can be as long as 
you need

● Used for complicated 
images (e.g. 
infographics) or charts

● Need an HTML 
equivalent

● Also requires alt text
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QUESTION: HOW DO I KNOW WHICH TYPE OF ALT TEXT TO USE?

Start by answering the question, 
“Is my image simple or complex?”
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For Simple Images:

Simple 
(e.g. a 

photo or an 
icon)

Is there a 
person in 
the image

Yes

No

Write a short description

Can you 
describe the 
photo in 250 
characters?

Yes

No Write a short description

Write Alt Text
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For Complex Images:

Complex 
(e.g. a chart 

or graph)

Write Alt Text and a long 
description
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TAKEAWAY

All images need to have alt text, 
and you can use the target 
keyword when it makes sense

*
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Text-heavy images need an 
HTML equivalent5
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We see all sorts of 
text-heavy images, 
like…

● Event Banners: Images with event 
date, time, and location information

● Logo Collages: Many sponsor or 
supporter logos on a single canvas

● Hero Images: Banners at the top of 
overview pages, but with headline text 
on top

● Infographics: In-depth graphic meant 
to help explain or visualize a lot of data

● …and many more
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HTML Event Information

Live text version of 
all event information:
✓ Title
✓ Date
✓ Location
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Logo Collages

Make logo collages 
accessible
✓ Upload individual logos
✓ Alt text for each logo
✓ Link to sponsor websites
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Hero Banners
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Infographics

Infographics are a prime 
opportunity to make use 
of a long description, 
which allows for HTML 
markup, or a transcript 
visible on the page to all 
users.
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TAKEAWAY

Leverage HTML content 
wherever you can, as it is 
accessible and easier for 
search engines to index

*
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Keyword stuffing doesn’t 
help anyone6
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What is
keyword
stuffing?

{
Keyword stuffing is a 
tactic where a writer 
forces keywords 
unnaturally into their 
content to rank better 
for SEO.
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Here we have calculated what time it will be 18 
hours from 11am. In other words, what is 11am 
plus 18 hours? It does not matter if it is 11am today 
or any other day from the past or future.

To clarify, when we say 18 hours from 11am we 
mean 18 hours after 11am or 18 hours forward 
from 11am.

We of course took into account that there are 
twenty-four hours in a day, which include twelve 
hours in the am and twelve hours in the pm. 18 
hours from 11am:

5 AM

Here’s an 
example…
What time would it 
be 18 hours after 
11:30 PM?



TIP:

Choose one primary keyword for your 
page and find other naturally occurring 
keywords to highlight as you go.
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Source: Ahrefs

✓ Use the keyword phrase, keyword 
stuffing, liberally in the content, 
but because it is the primary 
topic, this makes it seem very 
natural.

https://ahrefs.com/seo/glossary/keyword-stuffing
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TAKEAWAY

For every 100 words you 
write, use your target 
keyword 1 time

*
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Link text needs to be 
clear and descriptive7
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As for assistive technology:

○ Screen readers can be programmed 
to only read links

○ Speech recognition tools can be 
programmed to open a link after a 
specific voice command

Good text links are 
good UX and 

good accessibility
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Links for “education,” “publications,” “books”, 
“courses” and “webinars” are good - short and 
descriptive.

This “Learn more” link is ambiguous, and 
doesn’t tell you where you’d go if removed 
from context.
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https://www.kent.edu/web-standards/accessibility-examples-correct-and-incorrect-use
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● Use unique text link language 

○ AVOID click here and read more

● Buttonize special links

● Group links together

● Download links need inform about 
the file format and size

Good text links 
are good UX 

and 
good accessibility



BRAND STRATEGY + CREATIVE + UX + WEB DEVELOPMENT

TAKEAWAY

Make sure your links don’t 
just say ‘read more’ or ‘click 
here’

*
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Links need 
predictable behavior8
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Links need to do 
what a user 
expects them to. 
For example…

● Buttons inherently imply a user 
is taking an action.

● External links need an 
indicator so users know they’re 
leaving.

● Files need to be identified, so 
users know a download will 
begin.

● Crosslinking between pages 
on the site
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External 
Link

Button

Document
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When guiding a 
user to a new 
page, one of the 
following should 
apply:

● Access pages that are the next 
level down

● Go to the page that comes next 
in the navigation

● Use tools to execute what 
you’ve just discussed

● Find ways to contact, purchase 
or share on social networks



TIP:

When removing old content, ensure 
you have a redirect strategy in place.
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TAKEAWAY

Clearly label buttons and 
links as PDFs, external links, 
automatic downloads, 
and so on

*
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Colors need to have 
appropriate contrast ratios9
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Why is good
color contrast 
important? {

Some users have trouble 
discerning color. 

Ensuring appropriate 
contrast means the are 
able to easily consume the 
content on your website.



FREE TOOL: https://webaim.org/resources/contrastchecker/



GOOD NEWS:

Most colors are set by the default 
styles of your website and aren’t easily 
changed…



…but when it comes to images, 
charts, and so on, content admins still 
have impact.
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For graphs, 
accessibility 
goes beyond 
just color

Inaccessible

Accessible
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TAKEAWAY

Check to make sure your 
colors are easily legible for 
all users

*
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Regular review and 
maintenance is crucial10
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Your SEO and 
accessibility work 
is ongoing. 

Period.

● Continuously develop new 
content for your website

● Update, optimize, or prune 
old content

● Regularly scan and 
audit your website for 
accessibility issues
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For SEO, 
monitor metrics 
like…

● Landing Pages / Exit Pages

● Keywords

● Impressions

● Clicks

● Rankings

● Site search queries

● Broken Links
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For accessibility, 
check or scan 
for…

● Color contrast issues

● Inappropriate markup

● Missing alt text

● Unnecessary PDFs

● Inaccurate aria labels

● Unusual link behavior

● Keyboard operability
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TAKEAWAY

Neither your SEO nor your 
accessibility efforts are “one 
and done”

*
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10 Takeaways

1. Keep your content scannable with short, easy-to-read paragraphs
2. Good headings provide a scannable roadmap
3. Page titles, meta descriptions, and page addresses orient users 
4. All images need to have alt text
5. Leverage HTML content wherever you can
6. For every 100 words you write, use your target keyword 1 time
7. Don’t title links ‘read more’ or ‘click here’
8. Clearly label buttons and links based on their behavior
9. Make sure your colors are easily legible for all users

10. Neither your SEO nor your accessibility efforts are “one and done”

*



REMEMBER

Good usability 
is good accessibility.
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Let’s connect! Download the presentation and 
other resources here:

sandstormdesign.com/pnw-summit

Syd Hunsinger (they/them) 
Product Owner, DEIB Specialist
https://www.linkedin.com/in/sjhunsinger/ 

https://www.linkedin.com/in/sjhunsinger/

