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By Debra Ruh, CEO of Ruh Global Communications 

People with disabilities have been great contributors to our culture and society. 

Many people with disabilities are great problem solvers and have empathy for 

others; they tend to think outside of the box and to find solutions to issues and 

problems that other people have not found.  If we can find a way as a civilization to 

tap into these talents, society wins.   

We need to ensure that this wave of innovation does not pass by without us taking 

a proactive leadership position.  The time for our community to engage is measured 

in days, weeks and months, not years.  It is now that we must call upon the power 

and scale of our community, and our leaders, to ensure that we are an active player 

in how these technologies can create inclusion and opportunity for our community.  

More than ever before, we can leverage our strengths that can be seen as 

differentiation and take on roles that have been closed off to us for generations.  

There are many advantages for us if we take action right now, we can use this 

opportunity to create wealth within our community and to overcome the ever-

present correlation between disability and poverty. 



 

 

Over a billion people around the world have disabilities. That means over a billion 

people around the world, and their families, are making consumer-purchasing 

decisions every day, looking for products that meet their unique and specific needs, 

as well as products that are not related to ability. When these consumer´s product 

needs go unmet because brands aren’t reaching them with strategic marketing 

campaigns or aren’t creating the products in the first place, countless dollars are 

being left on the table. Moreover, when these consumers buy everyday products 

from indiscriminate brands because they can find no inclusive brand to give their 

loyalty to, that translates to more missed profits for brands that do not understand 

that Inclusion matters. 

It is an exciting and sometimes scary time in our world. I believe that humanity is 

trying to evolve and brands are a huge part of these efforts. In the past, we have 

turned to our governments to solve societal problems like disability inclusion. 

However, I believe corporate brands are going to affect more significant change in 

society. 

There are almost eight billion people living in our world. According to the World 

Health Organization, one in seven people around the world has a disability.  That 

means persons with disabilities represent over a billion people.  Some countries 

show much higher numbers.  For example, according to the CDC, 1 in 4 American 

Adults have disabilities.1The world is changing, and many people feel it is time for a 

call to action. Brands that want to be taken seriously need to understand that 

customers (often called consumers) want to do business with companies that are 

adding value to their families and lives, as opposed to ignoring or leaving their 

needs to be fulfilled by others. 

All generations expect positive impacts, but the younger generations have vowed 

only to support brands that are making a positive difference in the world. They have 

                                                             
1 https://www.cdc.gov/media/releases/2018/p0816-disability.html 



 

 

clearly stated in various studies that they are willing to pay more money to do 

business with brands that have a positive social impact.  

There are also growing expectations that brands have diverse workforces that 

include persons with disabilities. The workforce is changing, and so are employee 

values, thus, keeping employees satisfied has never been more critical. Workers 

expect their employers to align business goals with positive social impact as part of 

their Corporate Social Responsibility (CSR), which should align with an impact 

agenda dedicated to the mission of the brand. The Nielsen June 2014 report “Doing 

Well by Doing Good”2 showed that 67% of millennials want to work for a socially 

responsible brand.  

Remember, the world is a diverse place, and the more we include those who are 

different from us, the more society wins. What if a baby born with severe 

disabilities were the one to finally cure cancer or create the technology that allows 

society to unlock some wonder of the world? Today’s consumer believes in this 

possibility and knows that the assumption that persons with disabilities do not have 

dreams, hopes, and desires, including wanting to have significant accomplishments 

in their lives, is simply underestimating them. In fact, some find it insulting to 

assume a person’s disabilities define their ability to meet their life goals and have 

an impact. 

It is also important to note that disabilities are a natural part of the human 

condition. The emerging socially conscious consumer doesn’t want to define a 

person by one dimension of their humanity. This consumer already believes that 

having a visible or invisible disability does not mean a person is broken, unwilling, 

or unable to contribute, and you can show them that your brand is keeping up with, 

or even leading this evolution of consciousness, by hiring inclusively. Bottom line: 

                                                             
2 http://www.nielsen.com/content/dam/nielsenglobal/jp/docs/report/2014/Nielsen Global Corporate 

Social Responsibility Report - June 2014.pdf 

http://www.nielsen.com/content/dam/nielsenglobal/jp/docs/report/2014/Nielsen%20Global%20Corporate%20Social%20Responsibility%20Report%20-%20June%202014.pdf
http://www.nielsen.com/content/dam/nielsenglobal/jp/docs/report/2014/Nielsen%20Global%20Corporate%20Social%20Responsibility%20Report%20-%20June%202014.pdf


 

 

Employing persons with disabilities not only expands your pool of possible talent, 

but it is also smart business.  

Corporations must be profitable to survive, but society has been adding additional 

expectations. Businesses need to support their employees and customers, have 

sustainable business practices, and engage their communities by having a positive 

social impact on their local, national, and global communities.  

In today’s world, your brand needs to show the public that you stand for something 

besides profit.  Many brands are making a difference in their communities, but they 

do not share the stories.  Many people assume that corporations only focus on 

areas where they make the most money.  It is essential for your brand to tell your 

social responsibility stories and to focus on social impact in your entire footprint. 

These stories are not just for your annual reports. If the community does not know 

about your efforts – your result will not be as powerful as it could be for your brand 

and the communities you care about. 

The community of persons with disabilities also has a critical role to play to assure 

that brands take us seriously, and your brand can use an understanding of our 

efforts and struggles in this area to move this agenda forward, which in turn 

increases your social impact, expands your customer base and benefits your 

bottom line.  

To assume that persons with disabilities do not have dreams, hopes and desires 

including wanting to have significant accomplishments in their lives is simply 

underestimating them. In fact, some find it insulting to assume a person’s 

disabilities define their ability to meet their life goals and have an impact. They may 

follow different paths than other people, but each one is simply a human being 

having a human experience.  

This is an exciting time, with emerging new technologies and mobile computing 

devices enabling people of all ages and all levels of education to communicate, 



 

 

access information, manage their environment through the Internet of Things (IoT) 

with alternate modes of communications such as speech recognition, biometrics or 

text to speech embedded in most smartphones and tablets.  

These developments open opportunities for persons with disabilities to join the 

workforce and help create innovative processes and solutions for their employers. 

Designing and delivering ICT to be fully accessible ensures all individuals can enjoy 

the benefits and advantages of technology and add greater value to the workforce.  

Adopting an inclusive, accessible, and universal design approach to technology is, 

therefore, a smart strategy for both public and private organizations wishing to 

adjust to the future needs of this growing population proactively. By recognizing 

the importance of the protection and promotion of the rights and dignity of persons 

with disabilities through innovative assistive technologies and accessible ICTs, 

corporations can better ensure the full inclusion of individuals in the workforce. 

Brands should think about what you can do to better meet the needs of people 
with disabilities and the aging market, and find creative ways to make it happen 
through accessible technology. Move beyond general steps to protect and promote 
the rights of people with disabilities, ensure that accessibility is addressed in all 
policies and programs, promote training on the human rights of persons with 
disabilities, stop any practice that breach the rights of people with disabilities, and 
involve people with disabilities in the development of legislation and policies.  

These best practices help your team assure that all customers including persons 

with disabilities have the access they need. It begins at the pre-design stage and 

follows the entire design life cycle, with every process created, incorporating 

accessibility and disability inclusion into your policies, services, and products. These 

efforts support all customers, even the most demanding ones. It also allows team 

members to innovate and solve problems before they surface proactively.  

Bottom-line corporations should be focused on the Return on Investment (ROI) not 

just risk and compliance.  Disability inclusion is an opportunity to “change the 

world,” and It is also a fantastic opportunity for business – to increase brand equity, 



 

 

drive business growth and create an untapped new source of customers and 

employees.  

To learn more about Debra Ruh and Ruh Global:  

Visit www.RuhGlobal.com, Subscribe to her Show: ‘Human Potential at Work’ 
www.RuhGlobal.com/Show, or Follow on Social Media @debraruh.   

You can also find her latest book ‘Inclusion Branding’ on Amazon or at 

www.RuhGlobal.com/Inclusion-Branding 
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