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RESUMO

De acordo com dados do IBGE 2019, 25% da populacéo brasileira possui algum tipo de
deficiéncia, sendo 18,6% algum tipo de deficiéncia visual, a mais comum de todas.
Embora o numero seja grande, essas pessoas ndo foram devidamente incluidas na
sociedade e é possivel notar esse aspecto no meio da publicidade e do consumo. O
presente estudo busca trazer a superficie os desafios que foram impostos sob as PcD no
decorrer da historia até os dias atuais, de maneira que os profissionais da comunicagédo
social utilizem o estudo para promover melhorias no ato de consumo.
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ABSTRACT

According to IBGE 2019 data,
25% of the Brazilian population has some type of disability, with 18.6%

some type of visual impairment, the most common of all. Although the number is large,
these people were not properly included in society and it is possible to notice this aspect
amid advertising and consumption. This study seeks to bring to the surface the challeng
es that have been imposed on PwD throughout history to the present day so that social
communication professionals use the study to promote improvements in the act of consu
mption.
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