
The 
language of 
Inclusion 
SCHOOLS’ INCLUSION ALLIANCE 



Objectives 

CREATING INTENTIONALLY 
INCLUSIVE COMMUNICATIONS 

AND MARKETING 

EXPLORING HOW TO NAVIGATE 
THE USE OF LANGUAGE  

MANAGING THE FEAR OF 
GETTING IT WRONG (AND THE 
ACTUAL GETTING IT WRONG) 



More and more inclusion matters 
(to everyone)

https://www.thinkwithgoogle.com/consumer-insights/inclusive-marketing-consumer-data/
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❖72% of people feel most advertising doesn’t 
reflect the world around them

❖63% don’t see themselves 

❖60% of those who do see themselves, don’t 
feel it is an accurate representation 

Negative events and experiences imprint more 
quickly in our memories, but they also linger
longer than positive ones (Randy Larson, 
Washington Uni)



Plan, don’t react  

➢Use a calendar of key religious, cultural and 

inclusion related dates 

➢Plan content AND check for clashes 

➢Have enough time to plan, innovate, test, 

review and execute



C2 General

Becoming aware of 
options 
(Marketing)

Researching 
(website and 
reputation)

Narrowing 
options 

Inclusive 
marketing 

• Accessible 
• Inclusive 
• Reflective and 

relevant 

Open days 
and events 

Outcome 

First point of contact Application 
processes 

Eliciting constant
feedforward

Evolution as a result 

Crowd sourced 
feedback within 
life cycle 

ANALYTICS

• Themes and 
differences 

• Link feedback 
to action 

Those who don’t engage as 
well as those who do 

Inclusive events 

• Accessible  and 
easy 

• Reflective of needs 
and interests 

• Analysis of 
outcomes and 
each stage 

Embedding inclusion in the moments that matter 

Selection 
process

Initial experiences  

Regular comms & 
social media 



Who are we?

❖Mirror a true reflection of your school 

❖Avoid and intentionally challenge 

stereotypes 

❖Aligning to your school values 
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More than just a 
*Nod*

Normalising that there 
is no normal 

Content that 
intentionally connects 
with different people 

Transparency has value. 
Inclusive comms alone
won’t change culture and 
will cause more distrust 



What if I say the wrong thing?

➢Being afraid of doing or saying the wrong thing is 
often the reason we stay silent 

➢Remember you often only hear the negatives

➢You are on a journey, don’t expect to be perfect 

➢But staying silent IS saying something

➢Use the people around you (but not just 1 and don’t 
blame them!)

➢Asking for regular feedforward takes away the fear 
when you get it

Say sorry and 
invite 

understanding 

Don’t try and 
justify 

Own it Normalise it 



Responding better 

Acknowledge

Describe your intention (without justifying or 
defence) 

Declare your wish to do better 

Explore together how you could do this 

Review whether you have or not (and why)



Some things people are usually worried 
about 

➢Use capitals for Black / White / Asian 

➢Don’t use words that people might use 
to describe themselves 

➢Centre the person not the ethnicity, 
religion or disability (e.g. Jewish People 
rather than Jews, Disabled people / 
people with disabilities rather than the 
disabled)

➢Consider when its helpful to decouple
things (e.g. Given first name rather than 
Christian name) 



Gendered language 

❖Follow your school policy or ask the individual (e.g. first 
name for staff)

❖Think about different communications – e.g. Marketing 
for a Girls’ school versus talking in newsletters about the 
students 

❖Think about what your audience might want (segment if 
necessary) 

❖Remove unnecessary gendered language from your 
applications (e.g. Mum/Dad) 

❖Avoid gendered stereotypes and look for reinforcing 
language 



The Piggybank 
of Trust 

❖It can feel like you have to labour 
over every word 

❖Use other’s voices in your comms
rather than yours 

❖HOW you respond when others 
feel excluded by your 
correspondence is the key 





❖Positive intention

❖Being “difference blind” means you don’t see the 
barriers, experiences or things that matter to 
people. Instead we need to be difference brave! 

❖Respectful words and language are important! 

❖Understanding who the audience might be and 
how they might be feeling. 

❖“There can be no excuses for the language he used 
or provocation exercised and he acknowledges that 
his actions, however well intentioned, were not 
only reckless, but out of touch”



Dear Parents and carers

This Thursday our year 4 students 
will be taking part in learning 
experience days in xxxxx High and 
xxxx Grammar schools. As part of 
the day, the girls will take part in a 
food technology and drama classes 
at xxx High School, whilst while the 
boys will take part in double design 
and technology at xxxx Grammar 
School……



Organisers said ‘everyone is 
welcome’

They said they did not know 
in time to make provision



Making digital 
content 

accessible 
Level A is legally 

compliant, general 
accepted for ‘good’ is 

level AA

Embed this into your 
tender and design 

requirements 

It is easier to build 
than add 

Build basics into 
business as usual (e.g.

alt text, video 
subtitles)

Use and communicate 
the many tools that 
exist in common 

technology (e.g.Teams 
Live)

Think broad inclusion 
(e.g. translations)



In today’s 
polarized society 

❖Think through what and why you 
are posting on social media 

❖Have defensive lines

❖Look through the lens of current 
affairs 

❖Don’t try and be everything to
everyone

❖Embed inclusion (all strands) not
just one or two



C2 General

Top Tips 

*

Understand your current and 
target audience (and think 

about which you are engaging)

*

Understand your team and 
what they are more or less 

likely to notice and 
understand (Immersion 

and extended team ) 

*

Edit for inclusion including 
your style guide and 

common language (check 
stereotypes, language, 

appropriation)

*

Embed inclusion into all 
elements of design and 

production 

*

Don’t go overboard (be 
authentic)

*

Have a
continuous

feedback loop 
and impact 

measurements 


