








Creating Easy-to-Understand Multimedia 

Tools for Parents of Kids with Disabilities: 

A Continuous Improvement Journey

www.exceptionallives.org

http://www.exceptionallives.org


Who we are

Exceptional Lives 
encourages and guides 
families and providers 
caring for children with 
disabilities by offering 
information, advocacy and 
skill-building tools, and 
connections to other 
caregivers.

We support family 
resiliency through clear, 
compassionate guidance 
grounded in our own 
personal experience.



What we do

We’re here for you!



Exceptional Lives Goals

We want our site to be:

Easy to understand

Easy to use

Findable by people searching online

Respectful and inclusive to all



Process of continual improvement

Areas to keep improving:

• Ease of understanding

• Ease of finding what you need quickly

• Multimedia preferences

• Accessibility

• Keep up with changing language

• Addressing racial equity



Initial Version of Web-based Resources 

Interactive software to personalize the information

• Decision-tree software to personalize the guides

• Wrote guides about applying to SSI, Special Education and Guardianship

• Complicated info, not in plain language



Decision-tree Software
Interactive design, leads to personalized guidance:

• People answer questions: they engage with the site
• Answers let us personalized the information: they only get what is relevant to them







Why change?

• Too hard to understand

• Need more feedback



1st Improvement Phase

Plain language and health literate design:

• Hired health literacy specialist
• Plain language writing and design 
• More graphics
• Voice: empathy, compassion, “we”

Know our audience and getting feedback:

• Focus groups and interviews in all phases of development

• Reviews from parents and experts from systems (education, health, ect.)



Making it easier with tech and HL

• Plain language and design

• Help with new terminology and navigation

• Small chunks of “need-to-know” facts and 

action steps

• Forms and sample letters ready to 

downloads

• Tested with intended audience



How we get feedback:

Input at all phases of 

development:

• Assessing needs
• Choosing topics
• Testing drafts
• Continuously evaluating and updating 

final product



Why change?

Feedback from families:

• Want to see all info, not just the paths they chose

• Wanted quick answers to questions

Hard to find on Google:

• Text in software not picked up by search engines

• Pages too small to attract searchers



2nd Improvement Phase

New platform:

• All info is there

• Use menu to find what you need

• Added FAQs

Better SEO:

• More keywords picked up by 

search engines

SEO: Search Engine Optimization

Using keywords commonly 
searched online, and designing 
web pages to use Google’s 
algorithms to get seen more
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Why change?
People using tech differently:

• More mobile phone use

• Social media: pictures and short videos 

• Need for faster response time 

• SEO even more important

Feedback from families:

• They want more voices from families and social connections

• They want a variety of formats: video, audio



3rd Improvement Phase

More multimedia content:

• Podcasts

• Short videos with captions

More family voices:  

• Families & Stories video interviews

• Guest blogs

More family input:

• Family Feedback Team

• Regular surveys

More social media presence:

• Hired social media manager

• Videos, graphics, tidbits



New podcast



Family involvement



1 Quick Question 
videos

Animated glossary 
videos



Why Change?
Still need better SEO:

• People search differently

• Platform not conducive to SEO improvement

• Still not reaching enough families

• People like to go directly to the answer 

Still hard to find info:

• More diverse content >> harder to organize

• Not organized by topic

Search tools are an 
extension of how 
users process 
information, so we 
have to serve content 
in a way that is friendly 
to them. 
       ~ Nell Quest Curran



4th Improvement Phase

SEO and Accessibility:

• UI/UX and SEO expertise
• Optimized for mobile
• Images and page design
• Intuitive navigation, easy for 

screen readers (and others)
• Speed
• More Spanish content

Organization:

• Hub and spoke model

• Sorted by topic

• Crosslinks

UI: User Interface  - buttons, icons, etc. on page

UX: User Experience - whole interaction on site



Hub and Spoke Model
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Balance of Keyword Optimization and 
Plain Language

Long keywords and dated language:

“How to support a child with autism at home”

• Awkward to put into text several times

• Grammar may be off

• Terms don’t reflect current trends: “autistic child”



Accessible links

Spanish Blogs and 

Resource Directory



Racial Equity and Inclusiveness

Why change?

• Too white

• Real issues of racial equity to 

address in disability world

• Changing terms and 

expectations in disability

Improvements:

• Diversified Board and staff

• Continuous DEIA training

• Amplifying Black and brown voices

• DEIA goals baked into strategic plan

• Create content with racial equity lens

• Reviews by Black and autistic advocates: 

Nothing about us without us
DEIA: Diversity, Equity, 

Inclusion & Accessibility
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Continuous Improvement

Lots of work…but worth it!



What questions do you have?

Thank you!!

julie.mckinney@exceptionallives.org 

mailto:julie.mckinney@exceptionallives.org

