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Executive   Summary   
  

This  report,  prepared  for  the  CRTC,  in  connection  to  its  review  of  Wireless  Accessibility,                
for   Telecom  Notice  of  Consultation  2020-178 ,  deals  with  the  experience  of  Deaf,              
Deaf-Blind,  and  Hard  of  Hearing  ( DDBHH )  Mystery  shoppers  perspectives  navigating            
communication  barriers  with  the  wireless  service  providers  on  the  frontlines,  at  the              
storefronts.   
  

The  Deaf  Wireless  Canada  Consultative  Committee  (DWCC),  collaborating  with  the            
Canadian  Association  of  the  Deaf-Association  des  Sourds  du  Canada  (CAD-ASC)  and             
the  Canadian  National  Society  of  Deaf-Blind  (CNSDB),  recruited  DDBHH  Canadians  to             
execute  Mystery  Shopping  in  the  wireless  service  provider  companies’  stores.  The  goal              
was  to  visit  the  big  three  companies  and  the  smaller  flanker  companies’  stores  to  see                 
what  the  response  was  in  regards  to  store  communication  accessibility  and  accessible              
wireless   services   provided.   
  

In  summary,  an  overall  30  shoppers  had  encounters  with  numerous  companies,  with              
most  shoppers  having  visited  three  stores  each,  totalling  100  store  visits  or  store               
contacts.  Due  to  the  pandemic,  some  stores  going  into  red  zones  at  the  time,  the  team                  
allowed  for  flexibility  and  adjusting  of  store  contacts  in  an  alternative  means,  such  as                
utilizing   IP   Relay   Services.   
  

The  challenge  was  not  only  the  communication  with  the  staff  representatives  but              
coupled  with  the  ongoing  pandemic  presented  numerous  probabilities  to  examine            
potential  solutions  and  ultimately  prove  that  many  previous  recommendations  DWCC  et             
al.   has   raised   in   previous   proceedings   are   still   relevant   and   applicable   to   this   day.     
  

It  is  inescapable  proof  that  with  these  Mystery  store  visits,  there  is  a  systematic  discord                 
or  disconnect  between  store  staff  and  the  corporate  office  with  the  accessibility  services               
available  provisions  since  many  front-line  employees  simply  are  not  aware.  Paramount             
is  no  one;  neither  the  staff,  nor  the  customer  is  aware  that  they  can  book  sign  language                   
interpreters  to  meet  at  the  store  and  communicate  with  the  staff  there.  The  continued                
concern  is  the  lack  of  awareness  of  front-line  telecommunication  companies’  staff  about              
their  own  company’s  accessibility  services,  for  example  the  30  days  trial  period,              
products,   and   the   lack   of   awareness   on   engagement   with   DDBHH   customers.   
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Ultimately,  DWCC  et  al.  offer  some  final  recommendations,  the  main  one,  offering  one               
of  the  solutions  and  recommendations  of  designating  stores  in  major  cities/locations  as              
Accessibility  flagship  stores ,  with  the  key  element  being  the  hiring  of  staff  that  can                
communicate  with  Deaf,  Deaf-Blind  or  hard  of  hearing  customers  with  sign  language  or               
enlisting  in  either  drop-in  accessibility  with  Video  Remote  Interpreting  (VRI)  partnerships             
or   regularly   scheduled   interpreting   services,   either   in-person   or   through   a   virtual   means.   
  

There  remain  direct  communication  challenges  with  storefront  visits,  where  accessibility            
opportunities   could   be   increased   and   the   hurdles   could   be   tackled   two-fold.     
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About   the   Joint   Intervenors   
  

1. The  Deaf  Wireless  Canada  Consultative  Committee  -  Comité  pour  les  Services             
Sans  fil  des  Sourds  du  Canada,  ( DWCC-CSSSC ),  Canadian  Association  of  the  Deaf  -              
Association  des  Sourds  du  Canada  ( CAD-ASC ),  and  Canadian  National  Society  of             
Deaf-Blind  ( CNSDB ),  collectively  referred  to  as   DWCC  et  al. ,  advocate  for  the  full               
inclusion  of  diverse  members  within  the  Canadian  Deaf,  Deaf-Blind  and  Hard  of  Hearing               
( DDBHH )   community  in  Canadian  society.  The  spectrum  of  DDBHH  life  experiences             
range  from  those  with  cognitive  delay,  immigrants  learning  English  or  French  as  a               
second  language,  those  with  various  degrees  of  hearing  loss,  those  with  the  unique               
“double”   disability   of   DeafBlindness,   and   finally   native   ASL/LSQ   users.     
  

2. The   three   intervenors   introduce   themselves   as   follows:   
  

DWCC-CSSSC   is  a  standing  committee  of  the  CAD-ASC  and  is  a  group  of  Deaf,                
Deaf-Blind,  and  Hard  of  Hearing  consultants,  analysts,  and  committee  volunteers            
across  Canada.  DWCC’s  mandate  is  to  advocate  for  accessible  wireless            
communications   equality   for   DDBHH   Canadians,   including   but   not   limited   to:   

a. Cost  reasonable  accessible  wireless  data  plans  for  ASL  and  LSQ  users  for              
two-way   video   calls.   

b. Accessible   industry-wide   promotions   of   wireless   services   and   products.   
c. Removal  of  disparities  in  costs  of  the  same  accessible  wireless  products  and              

services   within   each   company.   
d. Provision  of  functional  equivalent  wireless  products  and  services,  including           

wireless   applications   (apps).   
e. Accessible  wireless  emergency  services  (including  emergency  alerts  and  direct           

text   to   911).   
f. Nationwide  public  awareness,  education,  and  outreach  on  currently  accessible           

wireless   and   mobile   communication   products   and   services.   
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CAD-ASC  is  a  national  information,  research,  and  community  action  organization  of             
Deaf  people  in  Canada.  Founded  in  1940,  CAD-ASC’s  mandate  is  to  protect  and               
promote  the  needs,  rights,  and  concerns  of  Deaf  people  who  use  American  Sign               
Language  (ASL)  and  langue  des  signes  québécoise  (LSQ)  in  Canada.  We  are  the               
national  information,  research,  and  community  action  organization  of  people  who  are             
culturally  and  linguistically  Deaf.  We  partner  with  national  organizations  of  persons  with              
other  communication  disabilities,  including  Deaf-blind,  blind,  developmentally  delayed,          
intellectually  disabled,  language  deprived,  and  literacy  challenged.  We  combine  the           
purposes  of  a  research  and  information  centre,  advisory  council,  representative  body,             
self-help  society,  and  community  action  group.  We  are  the  oldest  national-level             
disabled  consumers  organization  in  Canada.  CAD-ASC  is  affiliated  with  the  World             
Federation  of  the  Deaf  (WFD)  and  is  a  United  Nations-accredited  Non-Governmental             
Organization   (NGO)   to   the   Convention   on   the   Rights   of   Persons   with   Disabilities.   

  
CNSDB  was  registered  in  1985  as  a  national  consumer-run  advocacy  association             
dedicated  to  helping  Canadians  who  are  deaf-blind  achieve  a  higher  quality  of  life.  The                
CNSDB  advocates  for  new  and  improved  services,  promotes  public  awareness  of             
deaf-blind  issues,  and  disseminates  information  to  empower  individuals  who  are            
deaf-blind  to  become  full  participants  of  society.  CNSDB  provides  expertise  in             
accessibility  related  to  the  needs  of  individuals  who  are  living  with  the  distinct  disability                
of  DeafBlindness,  which  is  different  from  deafness  or  blindness  due  to  being  unable  to                
use   one   sense   to   compensate   for   the   loss   of   the   other.   

  
 Definitions   

  
3. Sign  Languages:   a  naturally  occurring  visual-gestural  language  with  distinct           
grammar,  syntax  and  vocabulary  that  is  not  based  on  or  derived  from  a  spoken                
language.   In   Canada,   we   have:     

  
4. ASL  -  American  Sign  Language  -   is  a  widely  used  language  in  both  Canada                
and   the   USA;   
  

LSQ  -  Langue  des  signes  québecoise  -  is  the  natural  language  sign  language  of  the                  
Deaf  Francophone  community  in  Canada.  Regions  that  use  this  are  Quebec,  New              
Brunswick,   Ottawa   National;   and     
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ISLs  -  Indigenous  Sign  Languages  -   is  the  natural  sign  language  of  the  Deaf                1

indigenous   nations   2

  
5. Culturally  Deaf  -  People  who  identify  themselves  as  culturally  Deaf;  people  who              
are  born  deaf  or  became  deaf  early  in  life,  usually  before  language  acquisition  (i.e.                
pre-lingual):   

a. People  who  are  born  deaf  or  become  deaf  early  in  life,  usually  before  language                
acquisition   (i.e.   pre-lingual);     

b. Rely  mainly  on  or  a  have  a  preference  on  using  sign  language  to  communicate,                
typically  educated  in  Deaf  residential  schools  or  with  Sign  Languages  as  the  first               
language;     

c. Prefer  to  use  sign  language  interpreters  and  visual  assistive  technology  (e.g.             
Video,   text   messaging,   captioning);   and   

d. Deafness  is  a  cultural  and  linguistic  distinction  requiring  an  accommodation            
rather   than   a   disability.   
  

6. Deaf-Blind  -  People  who  have  significant,  but  not  necessarily  total,  loss  of  both               
vision   and   hearing.   Deaf-Blind   may   also:   

a. Rely  mainly  on  tactile  signing  (signing  in  the  palm  of  the  deaf-blind  person’s               
hands,   close-up.   Signing,   or   close   up   speechreading.     

b. May  be  culturally  Deaf,  deafened,  oral  deaf,  or  hard  of  hearing  and  the               
communication   preference   will   vary   accordingly.”   
  

7. Hard  of  Hearing  -  People  with  hearing  loss  ranging  from  mild  to  profound,  may                
have  been  born  with  the  condition,  or  developed  it  later,  can  understand  speech  with  or                 
without  assistive  listening  devices  to  maximize  residual  hearing  (e.g.  Hearing  aids,             
Cochlear   implants,   wireless   transmitters,   etc.).   Hard   of   hearing   persons   may   also:   

a. Primarily  rely  on  auditory  communication  utilizing  any  residual  hearing.  Prefer  to             
use  auditory  devices  to  maximize  residual  hearing  (e.g.  Hearing  aids,  amplified             
telephones,  etc.)  captioning  devices  (e.g.  captioned  telephones,  real-time          
captioning   services)   and   may   also   utilize   speech-reading.    

b. Most   identify   with   hearing   culture,   and   very   few   use   any   kind   of   sign   language.   3

1  Senate   of   Canada   brief   by   the   BC   Hummingbird   Council   of   British   Columbia   -    lin k   
2  The   Daily   Moth   blog   with   all   ISL   links   as   resources   -    lin k   
3   Mission   Consulting   VRS   Feasibility   Study   2012,   Project   Phase   3,   Consumer   Interests   and   Perspectives,   
pages   71-73:    link     
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About   Deaf-Blindness   
  

8. Deaf-Blindness  is  a  dual  sensory  disability  where  the  loss  of  hearing  and  vision  is                
such  that  the  individual  cannot  use  either  sense  to  compensate  for  the  loss  of  the  other.                  
An  individual  is  considered  Deaf-Blind  if  they  have  both  vision  and  hearing  losses  that                
limit  their  ability  to  communicate,  access  information,  or  travel  independently.            
Deaf-Blindness  comes  in  a  wide  range  of  hearing  and  vision  losses,  from  being  hard  of                 
hearing   or   totally   deaf   combined   with   being   low   vision   or   totally   blind.   
  

9. Depending  on  the  type  of  language  acquisition  of  the  Deaf-Blind  child,  if  the  child                
was  born  deaf  or  hard  of  hearing  but  became  blind  later,  they  tend  to  rely  on  trying  to                    
find   ways   to   communicate   with   the   focus   on   how   to   compensate   for   the   hearing   loss:   

a. Those  who  were  born  blind  tend  to  lean  toward  tactile  senses  of  communication,               
perhaps  with  tactile  sign  language  and  then  find  a  way  to  accommodate  their               
hearing   or   not.     

b. Those  who  were  born  fully  Deaf-Blind,  tend  to  rely  entirely  on  tactile              
communications   such   as   sign   language   communication.   

c. The  Deaf-Blind  individuals  face  unique  challenges  due  to  the  loss  of  both  vision               
and  hearing,  resulting  in  being  unable  to  use  either  sense  to  make  up  for  the  loss                  
of  the  other  sense.  This  can  cause  a  significant  barrier  to  access  communication,               
information   and   getting   help   in   an   emergency.     

  
Deaf,   Deaf-Blind,   and   Hard   of   Hearing   Statistics   

  
10. In  order  to  achieve  the  full  envision  of  the  current  scope  of  the  statistics  of  Deaf                  

Population  is  required  to  look  further  into  telecommunication  resources  and  research             
to   glean   the   answers.   

  
11. Based  on  the  CRTC  Video  Relay  Services  Feasibility  Report   commissioned  by  Bell              

Canada  /  Mission  Consulting  Inc.  Report,  in  Phase  9  Page  13  Table  2:  Canadian                
demographics  they  use  .001  (i.e.  34,000,00  Canadian  Population  in  2010  x.001)  for              
a  formula  to  identify  Deaf  Canadians  who  use  sign  language)  in  the  document   Final                
Report   of   the   Feasibility   of   Video   Relay   Services   (VRS) .   4

4  Mission  Consulting  VRS  Feasibility  Study  2012,  Project  Phase  9,  Forecasts  of  VRS  User  Demand,                 
pages   526   to   585:    link     
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12.According  to  the  statistics  in  2010,  the  calculations  were  based  on  the  total  2010                
Canadian  population  of  34,100,000.  Therefore,  according  to  the  calculations  using            
the  .001,  some  form  of  hearing  loss  is  3,400,000  and  identified  as  profoundly  deaf  in                 
Canada  340,000,  while  the  total  number  of  sign  language  users  (as  primary              
language,  both  ASL  and  LSQ)  is  34,000.  Full  tables  and  information  with  these               
calculated   determinations   can   be   found   in    Appendix   D .     
  

13.The  Canadian  National  Society  of  the  Deaf-Blind  estimates  there  are  69,700             
Deaf-Blind  Canadians  over  the  age  of  12  living  with  the  dual  disability  of  deafness                
and  blindness  or  a  combination  of  both  vision  and  hearing  losses  that  limit  their                
everyday   activities.     5

  
Background   of   the   Customer   Service   Experience   of   Deaf,   Deaf-Blind   and   Hard   of     
Hearing   Canadians     

  
14. When  the  Commission  announced  this  proceeding,  DWCC  et  al.  decided  the            
goal  to  complete  what  was  unable  to  accomplish  with  the  time  constraints  of  the                
proceeding  of  CRTC  2018-246.  During  DWCC  et  al’s  participation  in  the  Sales  Practices               
proceeding,  the  team  determined  further  investigation  must  take  place.  It  was  a  great               
concern  after  DWCC  et  al’s  members  experienced  themselves  as  well  as  received              
many  reports  from  DDBHH  customers  about  the  challenges  they  face  in  their              
experiences  with  the  sales  staff  of  communication  service  providers.  After  the  Sales              
Practice  proceeding,  the  concept  of  a  Mystery  Shoppers  project  by  Deaf,  Deaf-Blind              
and   Hard   of   hearing   was   born,   with   the   purpose   to   obtain   concrete   evidence.   
  

15. With  CAD-ASC,  its  Office  of  Consumer  Affairs  project  with   Emerging  Accessible             
Technologies ,  the  first  attempt  to  tackle  such  an  investigative  project  was  mired  in  the                
early  days  of  the  COVID  pandemic  and  therefore  was  suspended.  CRTC  2020-178              
presented  DWCC  et  al.  the  opportunity  once  again  and  our  collective  group  was  able  to                 
bring   to   fruition   and   complete   a   Mystery   Shopper   investigation.   
  

16. DWCC  et  al.  recruited  DDBHH  Canadians  to  execute  Mystery  Shopping  in  the              
wireless  service  provider  companies’  stores.  The  goal  was  to  visit  the  big  three               
companies  and  the  smaller  flanker  companies’  stores  to  see  what  the  response  was  in                

5  The   Canadian  Helen  Keller  Centre  provided  an  estimate  of  the  Deaf-Blind  population  in  an  earlier                  
version   of   its   website   which   is   now   available   on    Junefest .   
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regards  to  in-store  accessibility  and  providing  accessible  wireless  services  and            
products.   
  

17. The  mode  of  communication  many  DDBHH  Canadians  are  most  comfortable            
using  is  Sign  Language;  it  may  be  ASL,  LSQ  or  one  of  the  Indigenous  Sign  Languages                  
that  are  recognized  as  primary  languages  in  Canada.  The  majority  in  greater  society  do                
not  use  sign  language.  For  clarification  and  identification  purposes,  in  our  minority              
community,  we  describe  the  majority  of  society  those  who  have  audio-speaking  ability,              
“hearing  people.”  Often  these  DDBHH  Canadians  have  to  find  a  roundabout  way  of               
communicating   with   these   “hearing   salespeople”   who   do   not   use   Sign   Languages.     
  

In-Store   Physical   Communication   
  

18. In  ideal  circumstances,  a  Deaf  person  should  walk  into  a  store  knowing  that  they                
can  access  communication  with  a  sign  language  interpreter,  either  in  person  or  through               
Video  Remote  Interpreting  (VRI).  The  Deaf  or  hard  of  hearing  customer  does  a               
spontaneous  walk-in  into  the  store,  assuming  the  sign  language  interpreting  is  not              
available,  then  they  proceed  with  alternative  communication.  Alternative          
communications  are,  for  example,  writing  back  and  forth  with  a  pen  and  paper,  or  typing                 
with   a   smartphone/tablet,   or   typing   on   the   store’s   computer.   
  

19. On  the  other  hand,  Deaf-Blind  individuals  require  an  Intervenor,  in  other  words,              
such  as  a  tactile  interpreter,  or  Support  Service  Provider  (SSP)  to  make  the  trip  to  the                  
retail  store  and  then  communicate  with  the  salespeople.  To  provide  a  substantial              
overview  of  intervenor/SSP  services,  the  CNSDB  has  written  a  supplemental  document:            
“ Intervenors   or   SSPs   to   be   Provided   by   the   Wireless   Service   Provider   Companies.”     6

  
20. The  ultimate  goal  of  the  Mystery  Shopper  project  was  to  get  the  majority  of  the                 
DDBHH  customers  to  go  into  the  stores  and  interact  with  these  hearing  sales  agents  in                 
person;  unfortunately,  due  to  the  COVID-19  pandemic,  flexibility  needed  to  be  taken  into               
consideration.   
  
  
  

6  CNSDB  Supplementary  document  -  “ Intervenors  or  SSPs  to  be  Provided  by  the  Wireless  Service                 
Provider   Companies.   -    link     
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Virtual   Communications   
  

21.  Due  to  the  pandemic,  a  small  percentage  of  the  interactions  were  conducted               
over  the   SRV  Canada  VRS  (CVRS)   Video  Relay  Services  or  any  of  the  multiple                
available  IP  Relay  Services.  It  should  be  noted  that  with  CVRS,  there  is  no  way  to                  
collect  evidence  of  the  transcript  of  the  communication  with  wireless  companies.             
Alternatively,  other  communication  methods  allow  for  the  collection  of  evidence.  The             
evidence  can  be  collected  only  with  IP  Relay  phone  transcripts,  online  live  chat  options,                
and   e-mails.     
  

22. Alternatively,  the  other  online  option,  when  familiar  and  comfortable  in  English  or              
French,  DDBHH  Canadians  will  use  the  Live  Chat  options,  either  the  social  media               
or  website-engineered  Live  Chat  options,  or  simply  communicate  back  and  forth  in              
email.     
  

23.   IP   Relay   transcripts   are   available   as   evidence   in    Appendix   C .     
  

24. There  is  currently  no  direct  sign  language  customer  service  with  all  of  the               
wireless   service   provider   companies.   
 
Alternative   Formats   

  
25. While  Deaf-Blind  faces  an  even  greater  need  for  accessible  technology,  the  high              
costs  of  these  technologies  create  huge  barriers.  Those  who  have  the  greater  need  also                
face   greater   barriers   to   accessing   what   they   need.     
  

26. The  Deaf-Blind  faces  more  significant  barriers  to  interacting  with  wireless  service             
providers.   Some   of   those   include   but   are   not   limited   to;     

a. Being  unable  to  get  to  retail  stores  on  their  own  due  to  being  unable  to  find  their                   
way   around;   

b. Being  unable  to  communicate  with  retail  store  staff  due  to  not  being  able  to  see                 
to   write   notes   or   hear   to   have   a   voice   conversation;   

c. Not   seeing   or   hearing   about   information   that   is   distributed   in   mainstream   media;   
d. Not  being  able  to  make  a  voice  call  or  a  VRS  call  or  a  relay  call  independently                   

due   to   the   combination   of   deafness   and   blindness;   and     
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e. Not  seeing  the  text  of  IP  Relay  with  inaccessible  size,  the  colour  of  fonts  are                 
challenging   for   those   with   low   vision   for   those   that   are   Deaf-Blind;   and   

f. Having  very  limited  or  no  access  to  services  that  would  assist  them  in  doing  all                 
the   above   things.   
  

COVID-19   Pandemic   Challenges   
  

27. Many  may  not  realize  the  immense  challenges  that  Deaf,  Deaf-Blind  and  Hard  of               
Hearing  experience  with  the  ongoing  COVID-19  pandemic.  The  struggle  with           
communication  has  been  compounded  by  the  ongoing  public  health  guidelines,            
widespread  use  of  face  masks  covering  noses  and  mouths.  When  masks  cover  half  of                
the  people’s  faces,  hard  of  hearing  people  hear  muffled  noises,  and  everyone  cannot               
even  add  to  their  communication  guesswork  with  attempts  to  lip-read  if  they  can,  with                
the   lips   covered   up   with   masks.     
  

28. Sign  Language  has  components  to  its  grammar,  with  facial  expressions  and  body              
language  complementing  and  conveying  the  meaning  of  the  conversation.  The  facial             
masks  have  partially  obscured  the  facial  expression  portion,  hindering  and  complicating             
communication.  In  this  new  reality,  DDBHH  Canadians  struggle  with  the  reality  that  the               
cues  picked  up  in  communication  would  give  an  estimated  less  than  a  half  of  the                 
message  being  conveyed.  DDBHH  are  continuing  trying  to  read  the  eyes,  identifying  the               
“smizes” ,  the  wrinkles  at  the  corner  of  people’s  eyes,  acknowledging  that  they  are               7

smiling  through  their  masks,  and  watching  eyebrows  more  closely,  whether  they  are              
raised,   or   frowning,   and   reading   the   communicator’s   body   language.     
  

29. Plexiglass  separators  are  installed,  and  even  trying  to  write  back  and  forth,  there               
are  more  pauses  than  usual  concerning  the  physical  distance,  6  feet  apart,  so  extra                
patience  is  required.  Some  storefronts  have  adapted  to  having  limited  numbers  of              
people  in  the  store,  with  queues  and  line-ups  outside  the  stores,  even  into  the  mall                 
hallways  and  pathways.  Also,  some  stores  put  arrow  stickers  on  the  floor  that  are  hard                 
for   those   with   Deaf-Blind   or   low   vision   to   see.     
  

7   Smize  -   To   smile  with  your  eyes   according  to   Tyra  Banks .  Describes  the  little  wrinkles  around  the  eyes                     
that  allow  for  deciphering  of  facial  expressions  by  DDBHH  in  this  new  normal  with  people  wearing  face                   
masks.   
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a. Some  have  set  up  tables  outside  the  stores  and  do  their  services  out               
there.  Hands-on  opportunities  with  devices  in  the  store  are  now  limited,  with              
plastic  covers  and  make  it  that  much  more  challenging  for  shoppers  trying  to               
make  decisions  on  actual  devices  for  purchase.  Devices  are  less  available  within              
the  store,  and  delivery  is  slowed  down  with  the  skyrocketing  numbers  of  shipping               
and   delivery   requests,   so   new   products   are   slow   to   arrive   into   the   stores.   
  

b. Even  with  these  challenges,  the  hope  is  that  those  store            
employees/salespeople  at  the  front  lines  would  practise  good  customer  service            
and  be  friendly  and  knowledgeable  on  accessibility  products  and  services.  It  was              
not  always  the  case,  and  there  was  poor  customer  service  or  the  customers               
would   hit   the   jackpot,   and   staff   would   be   knowledgeable   and   accommodating.     
  

DWCC   et   al.’s   previous   surveys   
  

30. Based  on  DWCC  et  al.’s  experience  exploring  the  sales  practices  of  telecom             
service  providers,  reported  in   Telecom  Sales  Experiences  of  Deaf,  Deaf-Blind  and  Hard              
of  Hearing  Canadians ,  which  was  submitted  to  the  record  of  TNC  2018-246,  and  what                
was  gleaned  from  this  report  was  the  sad  reality  that  more  often  than  not,  salespeople                 
could  be  downright  unprofessional,  inaccessible  and  not  accommodating  to  these            
DDBHH  people.  These  behaviours  often  lead  to  incomplete,  unclear,  misleading            
information,  and  misunderstandings  in  these  communications  in  their  “second           
language,”  which  is  English  or  French.  As  a  result,  generally,  salespeople  have  a               
tendency  to  resort  to  taking  advantage  of  the  customer  group  of  Canadians  who  use                
ASL  and  LSQ.  DWCC  et  al.  are  aware  of  those  salespeople  who  are  open-minded  and                 
friendly  with  people  from  these  consumers  from  accessibility  groups  such  as  the              
DDBHH.   It   is   a   hit   and   miss.   
  

31. Not  only  with  the  current  survey  response  analysis  but  also  through  our  previous               
surveys  conducted  for  other  CRTC  proceedings,  it  is  prevalent  and  evident  that  the               
majority  of  the  complaints  by  DDBHH  Canadians  with  the  sales  department  experience             
is  the  lack  of  awareness  about  the  accessibility  services  or  products,  including  the               
“discounts”  available  by  the  companies’  corporate  offices  that  they  work  for.  In  addition               
to  this,  because  of  this  lack  of  awareness,  a  common  scenario  is  the  denial  of                 
accessibility  discounts  being  applied  to  their  current  data  packages,  especially  for             
video-calling  purposes  for  communication  in  sign  language  just  because  they  do  not              
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believe  these  accessibility  offerings  are  provided  by  the  company,  all  resting  on  the  fact                
that  the  information  is  not  usually  in  an  easy  to  find  location  on  the  company  websites.                  
Alternatively,  this  may  rest  on  missing  components  of  the  onboarding  training  of  new               
staff.  For  instance,  Starbucks  has  very  high  standards  of  customer  service  due  to               
uniform  extensive  and  periodical  staff  training.  That  can  be  used  as  a  recommended               
standard   for   training   in   the   wireless   service   providers.   
  

32. DWCC  et  al.  conducted  one  relevant  survey  submitted  to  a  previous  CRTC              
proceeding,  TNC  2018-246,  the  results  from  52  analyzed  respondents  with  additional             8

evidence.  The  team  will  compare  some  findings  from  that  survey  as  relevant  and  as                
applied  to  the  current  TNC  2020-178  proceeding.  A  summary  of  these  findings  are  listed                
as  cited  below:   Telecom  Sales  Experiences  of  Deaf,  Deaf-Blind  and  Hard  of  Hearing               
Canadians:   

● 43%  reported  they  communicated  with  sales  staff  by  Phone  (using  TTY,  IP  Relay               
or  SRV  Canada  VRS),   33%   reported  In-store  (walk-in)  experiences,   18%  used             
Live   Chat   Online   through   the   service   provider’s   website,   and    6%    used   email.   

● 29%  had  difficulties  understanding  the  plain  language  used  in  person  or  online,              
while    71%    had   no   problem   understanding.     

● 42%  felt  that  the  companies  did  not  make  an  effort  in  ensuring  accommodating               
Deaf,   Deaf-Blind   or   Hard   of   Hearing   communication   needs.   

● 81%  with  store-based  salespeople,  respondents  wrote  notes  back  and  forth  (with             
pen  and  paper),   13%   used  other  methods  such  as  (hand)  gestures  or  had  a                
CODA   customer   service   person   serving   them   as   customers .     

● 81%  were  not  aware  they  could  request  a  sign  language  interpreter  to              
communicate   with   a   retail   staff   person.   

● 70%  reported  they  interacted  with  staff  that  showed  a  willingness  to  meet  them,               
while    30%    did   not   have   a   positive   experience   with   the   sales   staff.     

● 82%   were  not  informed  by  the  sales  staff  of  any  type  of  accessibility  plan                
associated   with   Deaf,   Deaf-Blind   or   Hard   of   Hearing.     

  
  
  

8   Telecom  Sales  Experiences  of  Deaf,  Deaf-Blind  and  Hard  of  Hearing  Canadians  -               
http://www.deafwireless.ca/wp-content/uploads/2018/10/DWCC-et-al-Report-for-DDBHH-Sales-Practises 
-Experiences-for-TNC-2018-246_ARIAL_FINAL.pdf     

  
                                                                                     16   

http://www.deafwireless.ca/wp-content/uploads/2018/10/DWCC-et-al-Report-for-DDBHH-Sales-Practises-Experiences-for-TNC-2018-246_ARIAL_FINAL.pdf
http://www.deafwireless.ca/wp-content/uploads/2018/10/DWCC-et-al-Report-for-DDBHH-Sales-Practises-Experiences-for-TNC-2018-246_ARIAL_FINAL.pdf


Project   Summary   Overview     
  

33. This  report  was  prepared  to  be  submitted  to  CRTC,  providing  a  review  of  survey                
analysis  results  in  response  to   Telecom  Notice  of  Consultation  2020-178-3 .  This             
Mystery  Shoppers  aspect  purpose  is  to  gather  evidential  information  to  complement  the              
rest  of  our  information  to  provide  a  complete  overview  of  all  of  the  wireless  accessibility                 
issues   of   Deaf,   Deaf-Blind   and   Hard   of   Hearing   (DDBHH)   Canadians.   
  

34. One  approach  taken  was  to  get  to  the  bottom  of  the  shopping  experience  that                
DDBHH  Canadians  have.  There  were  three  parts  of  this  investigation  -  store  contacts,               
phone   communications   and   emails   as   summarized   below:   

a. Mystery  Shoppers  would  go  to  the  stores  or  contact  the  stores  over              
telecommunications  avenues  such  as  relay  services.  There  were   100  responses            
to  this  survey  with   30  Deaf,  Deaf-Blind  and  Hard  of  hearing  Mystery  Shoppers              
participating.     

b. Project  leaders  engaged  with  accessibility  departments  using  IP-Relay  or  e-mail            
to  assist  the  Mystery  Shoppers.  Selected  copies  of  emails  and  transcripts  will  be               
included   in    Appendix   C .   

c. The  CNSDB  President  also  made  some  IP  Relay  calls  as  a  Mystery  shopper  to                
see   what   could   be   gathered   from   them   regarding   intervenor   requests.     

d. The  primary  writer  for  the  report  would  go  deeper  into  the  investigation  by               
emailing  or  type  up  detailed  summaries  of  phone  calls  with  the  accessibility              
departments.  The  purpose  of  these  conversations  was  to  attempt  to  understand             
how  the  accessibility  centre  responds  to  questions  about  accessibility  in  the             
stores.  The  primary  writer  used  the  opportunity  to  request  sign  language             
interpreters   to   accompany   her   into   the   stores   to   be   a   Mystery   Shopper   herself.   

e. Evidence  was  gathered  where  possible,  with  IP  Relay  or  live  chat  transcripts,              
emails,  and  even  in  some  cases,  photos  that  contain  DDBHH  Canadians’             
experiences  with  the  sales  staff  of  wireless  service  provider  companies.  This             
evidence   is   in    Appendix   C .   

  
35. When  each  of  the  shoppers  went  into  the  stores,  they  would  immediately  open  a                
survey  link  to  answer  questions  about  their  shopping  experience  either  in  English  or               
French.  The  surveys  were  made  into  an  accessible  format,  large  font  size  print,  for  the                 
Deaf-Blind,  and  were  sent  to  them  via  email  attachment.  Project  leaders  each  were               
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available  to  assist  some  Deaf-Blind  consumers  in  their  shopping  journey  due  to  the               
barriers   they   were   facing.   

  
Project   Rationale   
  

36. Coming  off  the  heels  of  the  TNC  2018-246  Telecom  Sales  Practises  proceeding,              
DWCC  et  al.  had  a  continued  concern  of  the  lack  of  awareness  of  front-line  staff  about                  
their  own  company’s  accessibility  plan  and  general  accessibility  products  and  services.             
Committee  members  were  experiencing  situations  where  front-line  staff  were  unaware            
of  accessibility  plans  and  denied  that  they  existed  in  the  first  place.  DWCC  et  al.  wished                  
to  investigate  further  to  gather  the  information  that  would  emphasize  or  enhance  the               
perspectives   that   came   out   from   the   previous   proceeding.     
  

37. DWCC  et  al.  collected  the  Mystery  Shoppers  surveys  to  create  findings  of              
empirical,  quantitative  and  qualitative  evidence  to  determine  that  deficient  sale  practices             
or  accessibility  issues  are  facing  DDBHH  Canadian  customers.  DWCC  et  al.  conduct              
these  surveys  to  show  the  CRTC  and  the  wireless  service  providers  in  the  proceeding                
TNC  2020-178,  the  experiences  of  Deaf,  Deaf-Blind,  and  Hard  of  hearing  (DDBHH)              
wireless   customers   of   Canada.     
  

38. DWCC  et  al.  wished  to  see  if  there  had  been  any  improvements  or  anything  new                 
that  pops  up  regarding  accessibility  of  the  store  visits  and  other  issues  such  as                
awareness  of  front-line  staff  about  their  own  company’s  accessibility  products  or             
services,  including  the  “Accessibility  Plan”  and  the  Wireless  Code’s  extended  return             
policy.  While  DWCC  et  al.  had  the  objective  of  investigating  the  availability,  awareness               
and  ease  of  obtaining  accessibility  such  as  sign  language  interpreters  for  the  store               
visits,  CNSDB  was  additionally  concerned  about  the  availability  and  accessibility  of             
contracts  and  product  or  service  information  in  an  alternative  format  and  obtaining              
intervenors   for   the   store   visits.  
  

39. DWCC  et  al.  wanted  to  measure  the  sales  experience  trends  to  reaffirm  that  the                
problem  still  exists  even  after  three  years,  there  still  needs  to  be  greater  awareness  of                 
the  accessibility  plans  and  services  available  for  the  DDBHH  by  the  wireless  service               
providers’   storefronts.   
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40. DWCC  et  al.’s  survey,  and  the  different  types  of  investigative  communications,             
such  as  phone  calls  through  relay  services,  live  chat  and  email  communications,  are               
intended  to  complete  the  overall  picture  of  the  sales  experience  of  DDBHH  customers.               
This  was  undertaken  to  round  out  the  entire  experience  with  wireless  accessibility  for               
the   CRTC   proceeding   TNC   2020-178.     

  
Project   Methodology   
  

41. The  concept  is  the  project  with  a  limited  budget,  coordinated  and  managed  by               
DWCC  et  al.,  had  each  Mystery  Shopper  visit  a  minimum  of  3  store  locations.  The  first                  
task   was   the   promotion   and   recruitment   of   Shoppers   for   the   project.     
  

42. Focusing  on  recruiting,  DWCC  et  al.  had  a  list  of  over  40  shoppers  from  a                 
previous  mystery  shopper  attempt,  from  earlier  in  2020,  that  was  suspended  primarily              
due  to  the  initiation  of  that  project  on  the  cusp  of  when  the  coronavirus  pandemic  hit,                  
just  when  it  was  time  to  go  out  in  the  stores,  in  March.  Although  some  suggested                  
telecom  service  providers  were  “essential  services”  and  some  outlets  were  kept  open,              
Canadian   provinces   shut   down   most   stores.   
  

43. This  original  project  had  people  recruited  from  promotion  and  a  Google  Form              
link,  and  it  was  from  there  that  over  40  people  had  enrolled.  DWCC  et  al.  regrouped  the                   
same  pool  of  people  for  the  second  attempt  at  Mystery  Shopping  with  TNC  2020-178.                
DWCC  et  al.  re-sent  the  invite  to  those  who  were  not  able  to  complete  or  participate  in                   
the  first  round.  The  screening  took  place  for  a  balanced  representative  group  of  Deaf,                
Deaf-Blind  and  Hard  of  hearing  Canadians  based  on  geography,  language,  diversity  as              
well   as   ensuring   there   are   sufficient   Deaf-Blind   participants.   
    

44. Unfortunately,  some  circumstances  were  beyond  our  control,  with  the  pandemic            
suddenly  switching  into  high  gear  in  its  second  wave,  and  where  some  geographic               
zones  became  Red  Zones.  Once  again,  the  interest  in  participation  in  the  project               
waned,  and  fewer  people  than  our  goal  were  keen  to  participate.  As  a  result,  four                 
members  of  DWCC  et  al.  stepped  up  to  have  first-hand  experience  and  become               
Mystery  Shoppers  themselves,  and  then  the  final  resulting  total  was   30  Mystery              
Shoppers  to  meet  DWCC  et  al.  's  satisfaction.  DWCC  et  al.  agree  that  the  snapshot                 
size  from  30  Shoppers  and  a  minimum  of  3  stores  assigned  per  Shopper  is  sufficiently                 
large   enough   of   a   pool   of   data   to   analyze   the   DDBHH   Canadians’   experiences.   
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45. Handouts  with  project  objectives  were  outlined,  questions  were  developed  and            
determined  as  we  referenced  TNC  2018-178.  Each  Mystery  Shopper  was  sent  an  email               
invite  with  an  attachment  describing  the  goals  and  expectations  of  the  project  and  a                
copy   of   the   list   of   the   survey   questions.     
  

46. For  a  general  insight  into  the  expectations  of  the  Mystery  Shoppers,  here  are               
some   of   what   they   were   asked   to   note,   for   example,   whether   the   sales   agent:     

a. provided   service   in   an   accessible   manner?   
b. provided   service   in   the   preferred   language?   (sign   language   interpreter)   
c. provided   contracts/paperwork   in   accessible/preferred   methods?   
d. communicated   in   clear   and   simple   ways?   
e. understood   the   needs   of   the   customer?  
f. suggested   services/products   that   match   the   needs   of   the   customer?   

  
47. The  Mystery  Shoppers  were  then  instructed  to  note  additional  Assessment            
Criteria   and   were   asked   to   keep   in   mind   the   following   questions:   

a. Were  you  asked  whether  you  need  your  contract  or  any  written  documents  in  an                
alternative   format?   Was   the   alternative   format   available   upon   request?   

b. Did   you   have   to   ask   for   the   alternative   format   to   be   offered?   
c. Was  an  accessibility-related  rebate/discount  applicable  to  the  plan  according  to            

the   sales   agent?   
d. Did  the  sales  agent  note  that  the  trial  period  for  consumers  with  a  disability  is  30                  

days   and   not   the   standard   15   days?     
  

48. DWCC  et  al.  conducted  its  online  survey  for  the  Deaf,  Deaf-Blind  and  Hard  of                
Hearing  Canadian  Mystery  Shoppers  using  SurveyMonkey  ( www.surveymonkey.com )         
with   a   total   of    37    quantitative   and   qualitative   questions.     
  

49. The  SurveyMonkey  website  allowed  the  storing  of  data  to  be  exported  to  an               
Excel  format  for  further  analysis.  The  committee  has  left  the  raw  data  (including               
inconclusive  results)  within  the  SurveyMonkey  site.  Several  tools  within  Excel            
spreadsheets   were   used   to   analyze   the   survey   data.  
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50. When  the  Mystery  Shoppers  were  ready  to  go  Shopping,  an  online  link  to  these                
questions  was  sent  to  the  Shoppers.  Immediately  after  the  shoppers  left  the  store,  they                
were   instructed   to   go   and   fill   out   our   online   questionnaire/survey.   

  
51. The  all  survey  questions  are  available  in   Appendix  B .  The  following  list  of  the                
questions  focusing  on  the  outstanding  issue  exploring  the  failure  of  providing  sign              
language   interpreters   for   accessibility   :   

a. Whether  you  contacted  the  store  in  advance  to  make  arrangements  for  a  sign               
language   interpreter.   

b. Whether   the   staff   attempted   to   accommodate   your   language   barrier.     
c. Whether   a   sign   language   interpreter   was   present.   
d. Whether  the  sign  language  interpreter  was  able  to  provide  adequate            

accommodation   to   meet   your   needs.   
  

52. The  final  number  of  entries  into  the  survey  as  of  October  27,  2020,  was  100                 
responses ,   and  this  means  that   100  store  contacts  were  made  by  a  total  of  30                 
shoppers.  The  required  minimum  number  of  store  visits  or  contacts  was  3  per  shopper,                
and   some   went   beyond   this   number.     
53. After  each  visit,  evidence  such  as  scribbled  handwritten  notes  between  the             
Shopper  and  staff  person,  the  staff  person’s  business  card,  or  IP  Relay  call  transcripts                
were  sent  through  email  to  the  project  team.  Additionally,  some  respondents  emailed  us               
personal   excerpts   that   may   be   selected   and   summarized   in   this   report.   
  

54. Team  leaders  undertook  investigations  that  were  of  interest;  for  one  example,  the              
CNSDB  President  wanted  to  make  IP  Relay  phone  calls  to  customer  service  of  the                
wireless  companies  and  kept  the  transcripts.  The  DWCC  lead,  in  loop  with  the               
CAD-ASC  Vice  President,  undertook  an  e-mailed  investigation  while  requesting  sign            
language  interpreters  as  a  Mystery  Shopper  for  the  sake  of  the  report.  One  company                
required  a  phone  call  to  talk  about  the  sign  language  interpreter  booking.  The  objective                
was  to  learn  and  understand  how  each  of  the  companies  operates  with  the  request  of                 
the   interpreters   or   the   intervenors.     
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Project   Limitations   &   Challenges   
  

COVID-19   Pandemic   
55. While  the  original  intent  was  to  encourage  store-front,  in-person  store  visits,  this              
project  was  presented  with  a  unique  challenge,  dealing  with  the  external  impacts  of  the                
current   pandemic.     
  

56. As  the  project  was  initiated,  as  COVID-19  statistics  rose,  some  zones  in  Canada               
went  into  higher  alert  states.  As  a  result,  shoppers  reached  back  to  the  administrative                
team  to  confer  and  discuss  whether  they  could  opt  for  no-contact  store  interactions  and                
investigations   via   a   remote   instead   of   in-person   store   visits.     
  

57. For  safety  reasons,  the  administrative  team  conceded  to  allow  and  permit  these              
contacts,  to  provide  equal  opportunity  and  show  the  CRTC  the  unique  challenges  the               
pandemic  presented  for  the  shopping  project.  In  addition,  it  came  as  an  opportunity  for                
the  project  leaders  to  do  additional  investigative  work  using  other  communication  tools.              
Additionally,  there  will  be  a  note  of  the  challenges  that  the  shoppers  faced  with                
communication   in   person   in   the   store   with   staff   wearing   face-covering   masks.   
  

Evidence   Collection   
58. A  handful  of  Shoppers  could  not  access  walk-in  shopping  experiences  and             
instead   stores   were   contacted   through   IP-Relay   or    SRV   Canada   VRS .     
  

59. SRV  Canada  VRS  is  technically  set  up  in  such  a  way  that  no  conversations  -                 
either  signed  or  typed  -  can  be  saved  after  a  conversation  ends.  While   SRV  Canada                 
VRS  does  not  record  the  conversations  or  provide  text  transcripts  of  the  conversations,               
only  those  who  utilized  IP  Relay  services  had  the  option  for  saved  or  printed-out                
conversation   transcripts.     

  
Highlights   of   Survey   &   Investigation   Analyses   

  
60. A   profile   of   the   survey   results   is   illustrated   in   the   Infographic   in    Appendix   F .   
  

Demographics   
61. Of   the   30   mystery   shoppers   with   a   total   of    100    store   contacts:   

a. 55%    identified   as   Deaf,    30%    as   Deaf-Blind   and    15%    as   Hard   of   hearing.   
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b. 62%   identified  as  female,   38%  as  male,  and  none  identified  as  non-binary  or               
“other.”   

c. The  top  four  ( 4 )  provinces  these  people  mystery  shopped  were  at  locations  in               
British   Columbia   ( 32 ),   Ontario   ( 28 ),   Newfoundland   ( 13 ),   Nova   Scotia   ( 9 ).   

  
62. Of   the   100   store   contacts:   

The  majority  of  stores  visited  were  in  the  metropolitan  regions/cities,  which             
include:  Vancouver  ( 27 ),  Toronto  ( 16 ),  St.  John’s  ( 10 ),  Halifax  ( 6 ),  Edmonton  ( 6 ),              
Winnipeg   ( 5 )   and   Montreal   ( 4 ).   

  
Store   Visit   Prep   
63. Of   the   30   mystery   shoppers:   

a. 47% ,  the  majority,  of  shoppers  chose  the  Apple  iPhone  11,  due  to  its  features               
that   Deaf,   Deaf-Blind   and   Hard   of   hearing   champion   -   superior   video   quality.   

b. 72%   did  not  prepare  for  the  store  visit  by  visiting  the  companies’  website  to                
research,   and   they   should   not   have   to.   

c. 83%   did  not  contact  the  stores  before  the  in-person  visit  to  make  arrangements               
for   sign   language   interpreters   because   they   did   not   know   they   could.   

  
The   Store   Visits   
64. Of   the   30   mystery   shoppers:   

a. 88%  reported  in-person  store  visits,  due  to  COVID-19,  upgraded  public  health             
safety  zones  switched  to  a  non-physical  contact,   7%   with  IP  Relay   and   5%  Video                
Relay   (VRS).   

b. The  Top  3  company  stores  visited  were:  Bell  at   25% ,  Rogers  at   23%,  Telus  at                 
18% ,  with  the  flanker  companies  at   7%  each:  Fido,  Koodo,  Virgin  Mobile  and               
Freedom   Mobile.   

c. The  peak  time  of  the  day  participants  did  the  mystery  shopping  was  mid-day,               
which   is    3:00   pm.,   or   at   5:00   pm.   

d. 67%    spent   less   than   half   an   hour   engaging   with   the   staff   at   the   store.     
e. 33%  of  the  shoppers  spent  more  than  half  of  an  hour  engaging  with  the  store                 

staff.     
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Retail   Staff   Communication     
65. Of   the   30   mystery   shoppers:   

a. 91%  did  not  have  an  interpreter  or  an  intervenor  when  conducting  the  in-person               
store   visit.   

b. 63%  felt  they  had  a  language  and  communication  barrier  during  their  interaction              
with   the   staff   when   there   was   no   interpreter.   

c. 56%   reported  they  communicated  with  sales  staff  by  writing  back  and  forth  notes               
with  pen  and  paper,  while   24%  used  other  creative  methods  with  modern  ways  of                
interactive  communication.  Such  examples  include  typing  back  and  forth  on            
either  smartphone  devices  or  computers/laptops  or  turning  on  live  transcribe            
apps   for   recording   spoken   words   into   text.   

  
Accessibility   Services   or   Products   -   Retail   Staff   Experience     
66. Of   the   30   mystery   shoppers:   

a. 76%  of  shoppers  did   not  have  retail  sales  staff  recommending            
accessibility-specific  products/services  suitable  to  the  shoppers’  accessibility         
needs.   

b. 57%  of  retail  staff  did   not  encourage  the  shoppers  to  obtain  a  data  plan  that                 
contains   more   than   10   GB   for   an   affordable   price.   

c. 66%   of  the  shoppers  were   not  informed  of  any  accessibility  plan,  rebates  or               
“discounts”;  $20.00  per  month  that  Deaf,  Deaf-Blind,  and  Hard  of  hearing  qualify              
for.   

d. 79%   of  the  sales  agents  did   not  mention  that  the  trial  period  for  consumers  with  a                  
disability  is  30  days,  and  not  15  days ,   while   16%   did.  5%   were  unsure  if  the  sales                   
agent   had   mentioned   it   or   not.   

  
Recommendations   Summary     

  
67. Retail   Store   Experience     

1) Establish  and  designate   Accessible  Centre  of  Excellence  wireless  company           
flagship   stores.   

2) Produce  ASL  and  LSQ  videos  that  announce  and  describe  where  the  designated              
accessibility   flagship   stores   are   located.   

3) Provide  designated  in-store  tablets  such  as  iPads  that  play  the  ASL  and  LSQ               
Wireless   Code   videos.   
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4) Mandatory,  uniform,  consistent  and  frequent  staff  orientation  and  training  on            
accessible  company  services  and  products,  including  operating         
store-designated  iPads  that  contain  playback  of  ASL  and  LSQ  Wireless  Code             
videos.     

5) Having  system-wide  Accessibility  Plan  options  listed  on  Point  of  Sales  (POS)             
systems,  both  website  and  in-store  terminals,  including  in-store  and  e-commerce            
sites.   
  

68. In-Store   Accessible   Communication   Services   
6) Employ  Deaf,  Deaf-Blind  and  Hard  of  hearing  people  with  ASL  and  LSQ  fluency               

into   the   designated   Accessible   wireless   retail   stores.   
7) Where  the  option  listed  above  is  not  feasible,  in-person  or  VRI  sign  language               

services  are  provided  with  advance  requests  booked  through  the  corporate            
accessibility  department,  with  the  in-store  option  of  on-demand  VRI  services  for             
walk-ins.   
  

69. Wireless   Service   Providers   Company   Accessibility   Departments     
8) Publish  designated  Accessibility  Department  phone  numbers  and  email          

addresses   for   direct   contact.     
9) Produce  and  distribute  ASL  and  LSQ  videos  promoting  the  contact  information  of              

the   Accessibility   Department.   
10)  Implement  and  establish  a  designated  Accessibility  Department  team  of  persons             

with  disabilities  and  Deaf,  Deaf-Blind,  or  Hard  of  Hearing  ASL  fluent  staff  to  run                
and   manage   the   department   that   focuses   on   accessible   services   and   products.   
  

Mystery   Shoppers   Survey   Overall   Analysis     
  

70. In  these  visual  highlights,  graphics  were  gleaned  from  the  Infographic  created  by              
Jessica   Sergeant,   inserted   in   full   length   in    Appendix   F .   
  

Demographics   and   Identity   
  

71. The  purpose  of  this  section  was  to  create  a  demographic  profile  of  who  the  30                 
shoppers  were,  such  as  self-identification,  gender,  and  geographical  location.  To  see             
the   full   definition   of   each   of   the   identifications   below,   please   refer   to    Definitions .   
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72. A   table   of   the   numbers   of   respondents   can   be   seen   in    Appendix   A.     
  

Self-Identification   
73. Of  the   30  Mystery  Shoppers ,  the  self-identification  breakdown  for   Question  37             
was:   Deaf   -    55%,    Deaf-Blind   -    30%    and     Hard   of   Hearing   -    15%    as   illustrated   below:   
  

  
  

Gender     
74. When  asked  to  identify  their  gender,  there  were  four  options  given  to  the  30                
Shoppers:  Female,  Male,  Non-Binary  or  Other  in  Question.  No  one  chose  Non-Binary  or               
Other,  so  the  breakdown  of  gender  is  only  Female  or  Male,  and  the  result  was 62%  of                   
Females  and   38%  of  Males,  in   Question  35 ,  make  up  the  profile  of  the  Mystery  Shopper                  
as   illustrated   below:   

  

  
  

Geography   
75. According  to  our  study,  a  wide  variety  of  Mystery  Shoppers  reside  across             
Canada,  the  largest  concentration  being  in  British  Columbia  at   31% ,  followed  by              
Ontario,  at   27%  followed  by  Newfoundland  and  Labrador  at   13% ,  with  Nova  Scotia  at                
10% .   The  rest  originated  from  Alberta  and  Manitoba  at   6% ,  Quebec  at   4% ,               
Saskatchewan  at   3% .  There  were  no  Shoppers  as  residents  of  Prince  Edward  Island,               
New  Brunswick,  Yukon,  Northwest  Territories,  or  Nunavut.  Full  breakdown  results  are             
available  in   Question  5 .   An  infographic  summarizing  and  illustrating  the  geographic             
distribution   of   the   shoppers   is   seen   here:     
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Locations   
76. Cities  such  as  Vancouver,  Edmonton,  Winnipeg,  Toronto,  Montreal,  Halifax  and            
St.  John’s  Newfoundland  were  the  locations  of  most  of  the  store  visits.  Other  cities  had                 
store  visits  such  as  Victoria,  BC,  London  &  Kingston,  in  Ontario,  and  Mount  Pearl,  NL                 
and  the  full  breakdown  results  are  available  in   Question  6 ,  and  the  snapshot  infographic                
is  seen  here,  showing  the  West  to  East  store  visit  locations,  with  iconic  illustrations,                
seen   on   the   next   page:   
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Store   Visit   Profiles   
  

77.  Of  the   100  Stores ,  where  the  Shoppers  had  contact  with,  were  located  in  a                 
range  of  many  types  and  sizes  of  regions,  from  small  towns  to  major  cities  in  Canada.                  
Not  all  were  walk-in  and  in-person  store  visits  due  to  the  pandemic,  and  as  a  result,                  
there  were  three  types  of  store  contacts.  Shoppers  were  given  options  from  less  than                
half  an  hour  up  to  more  than  two  hours  to  let  us  know  how  long  they  spent  with  the  store                     
staff.   
  

Type   of   Store   Contact   
78. Store  contacts  comprised   88  percent  of  physical  store  visits,  with   7  percent              
made  through  IP  relay  telephone  calls,  and   5  percent  made  through  Video  Relay               
Services,   as   depicted   in   these   infographic   snapshots:   

  

  
  

Store   Companies   Visited   
79. Of  100  Store  visits,  the  top  7  Stores  visited  were  Bell,  at   25% ,  Rogers  at   23%,                  
Telus  at   18% ,  following  at 7%  each  were  the  flanker  stores  of  Fido,  Koodo  and  Virgin  as                   
well  as  Freedom  Mobile.  An  infographic  is  below  with  the  names  and  logo  colours  of  the                  
storefronts:   
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Time   and   Length   of   the   Visits   
80. The  majority  of  the  Mystery  Shoppers  did  their  mystery  shopping   mid-day,             
between  3  and  5  pm. ,  and   67%   of  the  Shopping  experience  was  completed  with  the                 
company   staff   within   a   half-hour,   as   seen   in   the   summary   infographic   below:   
  

  
  

Communication   with   Store   Staff   
  

81. With  the  majority  of  the  Deaf,  Deaf-Blind  and  Hard  of  hearing  Canadians  using               
ASL  or  LSQ,  it  is  no  surprise  there  would  be  challenges  with  communication  with  the                 
store  staff.  DDBHH  Canadians  are  a  creative  bunch  when  it  comes  to  communication               
strategies   with   hearing   people.   
  

Specific   Communication   Strategies     
82. While  in-store  56%  reported  that  they  communicated  with  sales  staff  by  writing              
back  and  forth  using  pen  and  paper  while   24%  used  electronic  devices  such  as                
smartphones,  tablets  or  computers  to  communicate  back  and  forth  ( Question  15 ).  Only              
9%  of  the  Shoppers,  as  seen  in   Question  17 ,  specifically  those  who  identified  as  Deaf,                 
brought  a  sign  language  interpreter  with  them  to  the  store.  An  infographic  summarizes               
this   below:   
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Language   and   Communication   Barriers     
83. 62%  of  Mystery  Shoppers  felt  there  were  language  and  communication  barriers             
( Question  20 )  and   83%  also  did  not  know  how  they  could  arrange  for  a  sign  language                  
interpreter,   as   seen   in    Question   16.    An   infographic   summarizes   this   below:   
  

  
  

Preparation   for   the   Store   Visits   
  

84. To  plan  for  the  store  visits  before  the  in-person  shopping,   83%   of  the  Shoppers                
did  not  contact  the  stores  to  make  arrangements  for  sign  language  interpreters,              
primarily  because  they  didn’t  know  they  could  or  how  or  where  they  could  make  the                 
arrangements.  For  example,  there  was  no  information  on  the  store  websites  with  this               
information.   Only    16%    investigated   and   inquired   about   the   interpreters   or   intervenors.   
  

85. While  DWCC  et  al.  gave  handouts  with  instructions  on  what  was  expected  for  the                
shoppers,  while  it  was  not  required  to  prepare  and  research  companies’  websites,   72%               
of   the   Shoppers   did   not   prepare   for   the   store   visit   by   reading   and   researching.     
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Shopping   Scenario     
86. The  scenarios  that  the  Shoppers  went  in  the  Stores  went  in  intending  to  inquire                
about  ranged  from:  wishing  to  upgrade  to  better  quality  phones,  Apple  phones,  20GB               
data  plans,  inquiries  about  overages,  texting,  to  inquiring  about  better  data  packages              
that  allow  for  unlimited  video  usage  on  data,  including  for  when  the  consumer  uses                
Video  Relay  Services  (VRS).  Deaf-Blind  shoppers  did  go  in  inquiring  what  products  or               
services  could  provide  them  with  accessibility  that  fits  their  needs.  A  majority  came  into                
the  stores  looking  for  Accessibility  packages  and  plans  that  they  would  benefit  from.               
The  most  frequent  words  used  to  describe  what  they  went  in  the  wireless  service                
provider   stores   with   a   goal   of   shopping   is   put   together   in   a   Word   Cloud   as   seen   here:   

  
Devices   

87. Additionally,  some  Shoppers  indicated  the  specific  brand  type  of  device  they  went              
to  the  Store  about,  and   69%   indicated  that  they  inquired  about  Apple  devices,  while                
31%    inquired   about   Android   devices,   as   seen   in    Question   3 .   
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88. A  review  of  the  pre-shopping  planning  forms  survey  results,  as  illustrated  in              
Question  4  a  majority,  at   47%  of  participants  indicated  that  it  was  the  Apple  iPhone  11                  
that  they  would  be  inquiring  at  the  stores  about,  due  to  its  video  quality  features,  to                 
pretend   they   want   to   upgrade   their   phones   too.   This   is   evident   in   the   infographic   below:   

  
  

Shopping   Services   and   Products     
  

89. When  visiting  the  stores,  Deaf,  Deaf-Blind  and  Hard  of  hearing  Shoppers  came              
back  to  let  us  know  that  the  store  staff  did  not  recommend,  mention  or  inform  them  as                   
customers   of   accessibility   services   or   products.   

  
Accessibility   Services   or   Products     

90. The  Shoppers’  input  in  the  post-store  survey  responses  evidenced  that  these             
retail   staff   were   not   aware   or   not   trained   to   know   about   accessibility.   
  

91. In  general,   76%  of  store  staff  did  not  recommend  accessibility-specific  products             
or   services,   as   seen   in    Question   26 .   
  

92. In   Question  27 ,  74%   of  store  staff   did  not  mention  any  accessibility-related  plans,               
and   79%  of  staff  did  not  inform  that  the  mobile  device  and  services  trial  period  for                  
consumers  with  a  disability  is  30  days,  from  the  updated  Wireless  Code  in  2017                
( Question   28 ).   
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Data   Plans     
93. In   Question  25 ,  at  a  combined   57% ,  it  is  evident  that  the  Store  staff  don’t  seem  to                   
grasp  the  concept  that  Deaf,  Deaf-Blind  or  Hard  of  hearing  customers’  primary  needs               
are  ample  amounts  of  data  packages  with  plenty  of  GB  available  for  their  video  calling                 
needs.  The  same  for  Deaf-Blind  with  their  GPS  wayfinding  needs.  The  employees              
couldn’t  even  manage  to  encourage  the  Shoppers  to  get  a  minimum  of  10GB,  and  even                 
better  offering  15GB,  20GB,  or  greater  GB  data  buckets  with  the  consideration  of               
accessibility   being   a   reason   for   the   suggestions.     

  
Q25.   Did   they   encourage   you   to   have   a   data   plan   that   contains   more   than   10   GB   
for   an   affordable   price?   

  
  

Alternative   Formats   
94. Deaf-Blind  Shoppers  went  into  the  stores  intending  to  see  if  they  were  offered               
their  contract  or  any  information  in  an  alternative  format,  for  example,  large  text,  braille,                
etc.  And  if  they  weren’t  they  would  inquire  to  see  if  they  could  be  made  available,  and                   
their  experience,  only  2  store  visits  out  of  30  store  visits  by  Deaf-Blind  shoppers  were                 
offered  a  contract  in  an  alternative  format,  with  3  of  the  Deaf-Blind  unsure  if  they  were,                  
possibly  because  of  miscommunication,  and  the  remaining  25  store  contacts  did  not              
have  any  suggested  alternative  formats  for  the  contracts  or  any  other  information  for               
these   consumers.   
  

95.  In   Question  31b  the  results  showed   83%  and  in   Question  32b,  it  was  evident                 
that   89%   of  the  store  staff  didn’t  have  any  knowledge  or  awareness  about  accessibility                
options  available  for  persons  with  disabilities,  especially  when  it  comes  to  alternative              
formats.     
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Q31b.   Were   you   asked   whether   you   need   your   contract   in   an   alternative   format?   
(large,   text,   braille,   etc.)   Analysis   of   only   Deaf-Blind   Responses: 

  
Q32b.  Was  the  contract  in  the  alternative  format  able  to  accommodate  your              
accessibility   needs?   Analysis   of   only   Deaf-Blind   Responses:   

 

 
  

Customer   Service     
96. Shoppers  went  into  the  stores  intending  to  shop  for  device  packages  and  to               
determine  whether  accessibility  barriers  were  raised  and  identify  what  they  were.  The              
responses  from  the  Shoppers  elicited  a  range  of  responses  in   Question  33  and               
Question   34.     
  

97. With  data  extraction  and  analysis  created  a  Word  Cloud  that  highlighted:             
Communication  Barriers,  No  ASL  interpreter,  frustration,  Wireless  Code  Not  Clear,  No             
Knowledge,  Mask  Barriers,  poor  customer  service,  balanced  out  by  good  customer             
service,  helpful,  but  also  comments  such  as  no  information,  extended  return  policy  not               
shown,  or  no  extended  return  policy,  in  the  top  list  of  word  data  entries  of  each  question,                   
as   illustrated   below:   
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Q33.   Where   there   any   other   accessibility   barriers   or     
difficulties   that   you   experienced   in   the   store?   

  
Q34.    Please   type   out   or   insert   an   ASL   or   LSQ   video   link   with   any   additional   

comments   about   your   experience   in   today’s   in-store   visit.   Enter   text:   
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Findings   from   IP   Relay   Calls,   and   Emails     
  

98. There  were  concerns  about  the  pandemic  impacting  the  number  of  Mystery             
Shoppers.  DWCC  et  al.  wanted  to  ensure  that  there  were  a  good  number  of  shoppers  to                  
give  us  a  good  profile  of  experiences  to  investigate  the  accessibility  and  awareness               
within  the  wireless  service  providers’  sales  and  storefront  locations.  After  discussion,  it              
was  agreed  the  benefits  outweigh  the  drawbacks,  and  the  result  is  that  the  leadership                
team   stepped   up   and   became   Mystery   Shoppers.   

  
In-person   vs.   Phone   communication   with   the   Stores   

  
99. This  allowed  the  leadership  team  to  learn  and  investigate  how  the  booking  of               
in-store  communication  accessibility  worked  out  for  each  of  the  big  3  companies.  The               
communication  was  primarily  done  through  e-mail,  or  IP-Relay  so  there  is  a  trail  of                
communication   to   reference   to.     

  
100. The  ultimate  goal  was  to  have  the  majority  of  the  Shoppers  do  in-person  store                
visits,  but  due  to  the  COVID-19  pandemic,  the  end  result  was  only  88%  of  shoppers                 
reported  in-person  store  visits.  As  some  locations  in  Canada  shifted  into  Red  (restricted)               
zones,  two  occurrences  happened,  1)  shoppers  backed  out  of  the  project,  or  2)               
shoppers  who  were  still  keen  to  help  investigate  but  didn’t  want  to  physically  go  into  the                  
stores  as  Mystery  Shoppers  reached  out  to  the  leadership  team.  A  discussion  ensued               
about  permitting  several  Shoppers  to  investigate  by  instead  using  the  phone  or  other               
means   of   communication   to   the   companies’   sales   departments.     

  
Shoppers   Contact   with   IP-Relay   Services     

  
101. Any  Shoppers  not  doing  the  physical  store  visits  were  encouraged  to  use  a               
recordable  method  of  phone  communication,  such  as  IP-Relay,  and  the  result  was  12               
calls  were  made  by  either  Internet  Protocol  (IP)  Relay  [7  Mystery  Shoppers]  or               
Canadian   Video   Relay   Services   (CVRS)   [5   Mystery   Shoppers].   
  

102.  Here  are  some  testimonials  and  facts  gleaned  from  5  of  these  IP-Relay  calls                
with   the   topic   of   sign   language   accessibility   within   the   stores   as   follows:   
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103. A  Deaf-Blind  Mystery  Shopper  shares  an  excerpt  describing  the  experience  from             
a  phone  call  through  IP-Relay  Services  with  a  specific  Rogers  store:  “Using  IP  Relay,  I                 
called  the  Rogers  store  in  the  Centerpoint  Mall  at  Yonge  and  Steeles  in  Toronto,  on                 
October  25,  2020.  My  goal  was  to  speak  to  a  retail  staff  person  to  get  information  on                   
purchasing   an   iPhone   11   Pro   Max,   with   a   data   plan.   
  

104. “When  the  staff  person  answered,  I  was  told  that  they  don’t  want  to  answer  calls                 
from  deaf  people  and  was  told  to  come  to  the  store  directly  to  talk  to  them  in-person.  I                    
indicated  that  I  was  not  able  to  go  to  the  store.  (I  didn’t  have  an  intervenor  plus  I  wanted                     
to  limit  my  public  exposure  due  to  the  pandemic)  The  staff  person  told  me  that  they  are                   
a  retail  store  and  told  me  to  call  another  number  for  customer  service.  I  explained  that  I                   
wanted   to   talk   to   the   retail   store,   but   they   hung   up.”   
  

105. “The  IP  Relay  operator  indicated  that  the  staff  person  had  said  they  can’t  help  me                 
and  that  I  must  call  customer  service  before  they  hung  up.  The  IP  Relay  operator  also                  
indicated   that   the   staff   person   was   not   very   cooperative.”   
  

106. “I  decided  to  call  back  on  October  26,  2020,  to  see  if  I  could  get  a  different  staff                    
person  who  might  be  more  helpful.  However,  it  appears  that  I  got  the  same  person  that  I                   
did  the  previous  day  as  they  said  this  is  store  support,  not  phone  support  and  that  I                   
need  to  come  into  the  store,  then  they  hung  up.  I  found  this  to  be  very  rude  and  poor                     
service.”   
  

107. “This  negative  experience  left  me  feeling  that  the  staff  person  did  not  want  to                
deal  with  a  DDBHH  customer  using  the  IP  Relay  system,  which  is  discriminatory.  (I’ve                
experienced  similar  experiences  in  the  past  under  other  circumstances)  When  I  called              
other   Telecom   retail   stores   using   IP   Relay,   they   were   courteous,   patient   and   helpful.”   
  

108. The  above  Mystery  Shopper  was  the  President  of  CNSDB,  Megan  McHugh.  IP              
Relay  transcripts  for  both  of  her  calls  on  October  25  and  October  26  are  enclosed  in                  
Appendix   C .   
  

In-Store   Sign   Language   Accessibility     
  

109. Another  Deaf-Blind  Shopper  called  through  IP-Relay  to  Videotron,  in  Quebec,            
made  inquiries  and  requested  about  sign  language  interpreters  in  the  store,  and  the               
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response  was  not  surprising  to  DWCC  et  al.’s  prediction,  that  the  store  staff  has  no  clue                  
what  to  do  with  requests  for  sign  language  interpreters,  says  that  they  “do  not  offer  this                 
service,”  and  asked  the  Mystery  Shopper  customer  to  come  and  bring   and  pay  for  their                 
interpreter.  An  IP  Relay  transcript  for  the  IP  Relay  call  on  October  25,  2020,  is                 
enclosed   in    Appendix   C .   
  

110. The  same  Deaf-Blind  Mystery  Shopper  proceeded  to  call  Bell  through  IP-Relay             
and  was  informed  that  to  get  a  sign  language  interpreter  they  would  need  to  contact  the                  
accessibility  centre  through  a  1-800#.  An  IP  Relay  transcript  for  this  IP  Relay  call  on                 
October   25,   2020,   is   enclosed   in    Appendix   C .   
  

111. A  Deaf-Blind  person  when  calling  Telus,  when  asking  the  customer  services             
agent,   not   once   but   twice   about   sign   languages,   there   were   two   responses:     

1) “There  will  be  no  language  interpreter,  maybe  you  could  write  it  down  on  a  paper                 
so   the   representative   can   communicate   with   you?”   
  

2) “I  have  very,  very  limited  vision  and  if  I  brought  my  interpreter,  is  there  any                 
chance  Telus  would  pay  the  interpreter  for  his  time?,”  the  response  was  the               
same,   “No,   we   don’t   have   that   kind   of   option.”    

  
There  were  no  communication  accessibility  options  offered,  An  IP  Relay  transcript  is              
enclosed   in    Appendix   C .   
  

112. When  the  DWCC  Chair,  Lisa  Anderson,  became  a  Mystery  Shopper,  she  first              
attempted  to  call  a  specific  Rogers  store  in  Victoria,  at  Hillside  Mall,  to  request  a  sign                  
language  interpreter  so  she  could  come  into  the  store  to  talk  about  upgrading  her                
phone.     
  

113. The  experience  with  this  Rogers  store  confirmed  the  same  experience  as  the              
previous  Deaf-Blind  Mystery  Shopper,  that  the  store  staff  had  no  clue  what  to  do  with                 
requests  for  sign  language  interpreters,  asking  the  customer  to  “ bring  someone  to              
translate ,”  not  knowing  that  the  Rogers  chain  had  a  system  for  people  to  request  sign                 
language   interpreters.     
  

114. Interestingly  enough,  the  onus  was  on  the  Chair  to  reassure  the  store  staff  that                
there  would  be  contact  to  the  company  accessibility  department.  Through  regulatory             
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contacts,  via  e-mail,  the  Chair  was  put  in  touch  with  the  accessibility  department  and  a                 
sign  language  interpreter  was  arranged.  An  IP  Relay  transcript  for  the  IP  Relay  call  on                 
October   21,   2020,   is   enclosed   in    Appendix   C .   
  

115. Through  regulatory  contacts,  via  e-mail,  the  Chair  was  put  in  touch  with  the               
accessibility  department  and  a  sign  language  interpreter  was  arranged.  An  IP  Relay              
transcript  for  the  IP  Relay  call  on  October  21,  2020,  is  enclosed  in   Appendix  C .  After                  
both  a  phone  call  and  an  e-mail,  a  sign  language  interpreter  was  booked  at  a                 
pre-arranged   date   and   time.   
  

Available   Wireless   Accessibility   Services   
  

116. A  Deaf-Blind  Mystery  Shopper  in  Montreal  did  her  shopping  through  the  IP-Relay              
and   the   first   three   points   below   are   from   her   calls:   
  

117. The  Bell  Centre  seemed  to  only  look  for  the  information  about  the  accessibility               
discount  plan  and  offer  it  only  when  the  Shopper  mentioned  a  discount  of  some  kind.                 
Bell  confirmed  that  if  Shopper  was  in  the  store,  yes  accessible  formats  of  the  data  plan,                  
or  contract  would  be  available.  A  generous  data  plan  with  more  gigabytes  was  offered  at                 
an  expensive  rate,  with  the  caution  that  the  data  would  slow  down  when  the  gigabytes                 
of   data   were   depleted.   
  

118. Telus  did  well  by  offering  an  accessible  discount  of  $20  off  per  month.  A  big                 
gigabyte  data  plan  was  offered  at  $125.00  and  stated  that  overusing  the  data  would                
slow  down  the  data  speed.  In  a  roundabout  way,  Telus  said  that  if  the  Shopper  came                  
into  the  store  the  requests  could  be  made  for  accessible  documents.  They  were  not                
clear   about   the   15   to   30   day   trial   period   extended   for   persons   with   a   disability.   
  

119. Videotron  offered  a  $20.00  discount  accessibility  plan  provided  there  is  proof  of              
disability  and  offered  the  package/plan  of  $105  for  20GB  as  the  maximum  amount  of               
gigabytes  it  could  offer.  The  sales  staff  person  stated  they  offered  alternative  format               
documents  such  as  contracts  with  a  pretty  big  size  format  also  they  mentioned  the  30                 
days   extended   trial   period   for   all   the   plans   for   the   customer.   
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Investigating   Accessibility   Services   
  

120. The  pandemic  has  presented  the  Team  with  a  unique  opportunity  to  have  a               
hands-on  approach  to  the  Mystery  Shoppers  Project.  It  allowed  the  team  to  assist               
the  Shoppers,  if  requested,  to  arrange  for  an  interpreter  to  go  with  them  into  the                 
stores.   
  

Leaders’   Contacts   with   the   Companies   
121. It  was  not  explicitly  offered  or  suggested  to  contact  the  leadership  team  to  assist                
with  accessibility  with  the  Mystery  Shopper  experience  in  the  stores.  However,  while              
assisting  the  Shoppers  with  their  accessibility  requests,  borne  the  opportunity  and             
spontaneity  for  the  leadership  team  to  directly  inquire  and  investigate  how  the              
accessibility  departments  function  with  the  Big  Three:  Telus,  Bell  and  Rogers.  These              
direct  contacts  to  the  accessibility  department  were  made  primarily  through  email,  and              
one   was   followed   up   through   the   Video   Relay   Services.     
  

122. This  section  focuses  on  the  e-mail  communications  with  the  Big  3  companies  and               
while  the  Shoppers  participated  in  the  store  visit  survey,  the  information  gleaned  from               
the  survey  is  not  discussed  per  se,  instead,  the  experience  of  the  communication  with                
the  accessibility  departments  is  explored.  While  these  email  threads  are  available,             
DWCC  et  al.  does  not  want  to  put  anyone  in  jeopardy  of  their  position  with  the  company                   
and  preserve  the  dignity  of  the  employees  so  the  emails  are  withheld  from  evidence,                
and   instead,   direct   quotes   are   given   where   possible.   
  

Telus   
123. The  Chair  at  DWCC  connected  one  of  the  Deaf-Blind  Shoppers  to  arrange  for  an                
interpreter  to  go  into  Telus,  and  the  timing  was  impeccable,  as  he  was  keen  to  get  a                   
new  smartphone  and  plan.  After  that  store  visit  with  the  Deaf-Blind  Shopper  was              
arranged  and  completed,  the  Chair  then  switched  and  with  the  same  contact  to  take  the                 
opportunity  using  the  same  email  address  to  reach  out  to  get  a  sign  language                
interpreter  for  her  own  store  visit  to  Telus,  further  learning  about  the  process  for  booking                 
sign   language   interpreters   with   Telus   corporate.   
  

124. After  the  initial  contact  with  the  former  Accessibility  team  leader,  there  was  a               
referral  to  the  new  Accessibility  Core  Team  co-chairs.  One  of  the  co-chairs  took  the                

  
                                                                                     40   



request.   
  

125. The  experience  with  this  contact  at  Telus  was  initially  confusing,  The  initial              
response  was  “It  wouldn’t  be  on  our  website  as  we  do  not  offer  sign  language                 
interpreters  or  reimbursement  for  interpreters.  Customers  may  bring  interpreters  into  the             
store   at   their   own   expense.”   
  

126. The  DWCC  Chair,  armed  with  the  tools  of  information  and  knowledge,  had  to  go                
back  and  forth  with  the  contact  person  at  Telus  with  self-advocacy  to  obtain  sign                
language  interpreters.  This  led  to  the  Chair  requesting  to  elevate  the  discussion  to               
management.  The  immediate  response  was  to  apologize  for  any  misunderstanding  and             
the   plan   to   get   back   to   me   in   a   few   days.     
  

127. The  result  is  another  personnel  took  over  for  the  original  contact  person  as  she                
went  on  vacation.  The  appointment  at  the  store  was  approved  and  the  financial  details                
were  sorted  out,  arrangements  were  made  with  the  interpreting  agency  for  a  store  visit                
at   a   predetermined   time   and   day.     
  

128. Telus  provided  the  Chair  with  an  interpreter,  which  resulted  in  an  impressive  store               
visit.  The  Telus  store  staff  had  a  clear  mask  so  the  Chair  could  see  what  they  were                   
saying  behind  the  clear  plexiglass.  Much  thought  and  consideration  were  taken  in              
preparation   for   the   store   appointment   which   was   greatly   appreciated.     
  

Rogers   
129. After  the  IP-Relay  call  to  Rogers,  the  Chair  followed  up  with  their  regulatory               
contacts  and  found  a  contact  person  for  Rogers.  The  regulatory  contact  person  turned               
out  to  be  the  same  person  to  contact  for  accessibility  requests  and  especially  billing  for                 
the   sign   language   interpretation   services.     
  

130. Some  of  the  email  correspondence  text  included  a  response  that  went  like  this:               
“Costs  are  invoiced  by  the  interpreter  to  the  Rogers  store  directly.  I  have  helped                
facilitate  several  requests  myself  and  it  is  my  experience  that  it  typically  requires  some                
planning  to  schedule  the  interpreter.  If  you  have  an  interpreter  lined  up,  by  all  means  go                  
to  the  store.  The  interpreter  sends  the  invoice  to  the  store  and  there’s  an  internal                 
process  to  send  it.  For  this  case,  this  step  could  be  skipped  and  sent  directly  to  the                   
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contact   ensuring   that   the   invoice   includes   the   Chair's   name,   store   location   and   date.”   
  

131. The  discussion  with  the  Rogers  contact  person  circled  to  feedback  about  this              
process,  and  the  discussion  was  about  why  their  email  address  wasn’t  on  their  website                
for  people  to  contact  them.  It  was  an  internal  email  set  up  for  the  frontline  teams  to  help                    
clarify  information  regarding  accessible  products  and  service  questions  and  to  facilitate             
the   interpreter   services   program   for   billing   (that   is   where   teams   are   to   send   invoices).     
  

132. Further  to  that,  the  email  address  discussed  was  described  as  “not  a  customer               
service  contact  point,”  and  the  contact  person  was  reluctant  for  it  to  be  shared  broadly                 
because  if  a  customer  contacts  that  email  for  account  support  they  will  be  redirected  to                 
our   contact   centre   which   might   just   frustrate   the   customer.    

  
133. As  a  result,  the  whole  communication  unearthed  a  systematic  issue,  that  there  is               
no  public  contact  information  for  Deaf,  Deaf-Blind  or  Hard  of  hearing  to  reach  to  request                 
for  interpreter  access  at  Rogers  locations.  This  fact  made  the  Chair  eager  to  bring  this                 
issue  to  the  record  of  this  proceeding  to  address  the  issue  which  would  apply  to  all  the                   
wireless   companies.   More   about   this   is   covered   in   the   Issues   raised   section   below.     
  

Bell   
134. At  Bell,  it  is  impressive  that  they  were  the  only  company  to  have  a  direct                 
webpage  with  a  link  with  “Request  a  sign  language  interpreter,”  which  contained  the               
sign  language  interpreter  booking   webpage  with  an  opportunity  to  fill  out  a  form  that  was                 
automated  and  sent  to  the  interpreting  agency.  The  website  currently  looks  different              
than  it  did  in  October,  which  was  a  very  glitchy  page  and  just  didn’t  work  for  any                   
requests.  The  page  now  confirms  it  only  worked  only  for  those  who  lived  in  Ontario  and                  
Quebec   and   didn’t   cover   the   rest   of   Canada.   
  

135. So  at  that  point,  it  required  the  DWCC  Chair  to  follow  up  and  after  initial  emails,                  
the  accessibility  centre  contact  wished  to  talk  further  on  the  phone  and  the  conversation                
ensued  through  Canada’s  Video  Relay  Service.  The  discussion  was  initially  about  how              
the  Chair  could  go  about  booking  a  sign  language  interpreter  for  a  store  visit,  and  about                  
how  Canadian  Hearing  Services  primarily  serves  customers  in  Ontario  and  Quebec  and              
not  the  rest  of  Canada.  Discussion  ensued  on  how  we  should  not  be  limited  to  that  one                   
agency,  and  how  that  agency  couldn’t  know  and  be  familiar  with  the  local  interpreters,                
for  example,  interpreters  in  British  Columbia.  It  was  recommended  to  support  local              
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interpreting  agencies  or  allow  the  DDBHH  customer  the  choice  of  an  interpreter  for  the                
appointment   in   the   store.     
  

136. Additional  discussions  took  place  with  the  Chair  giving  feedback  and  suggestions             
such  as  having  DDBHH  people  on  staff  at  the  accessibility  services  centre.  It  was                
interesting  that  it  was  a  concept  that  the  head  of  that  department  “hadn’t  thought  about                 
before”   and   was   a   new   idea   for   them.     
  

137. The  result  of  the  conversation  with  a  Bell   Accessible  Centre  contact  was  it  was                
agreed  to  follow  up  with  a  direct  email  that  a  sign  language  interpreter  would  be  booked,                  
through  the  local  agency,  and  the  financial  arrangements  were  ensured  to  be  sent               
directly   to   the   one   and   same   person   spoken   to   on   the   phone.     
  

Overall   Issues   raised   in   the   Survey,   Email   and   IP   Relay   Calls   Analysis  
  

Staff   Awareness   
  

138. The  issues  identified  by  both  the  Shoppers  and  the  leadership  team  confirm  that               
there  is  indeed  somewhat  a  systematic  discord  with  communication  between  the             
corporate  system  to  the  retail  sales  level  store-fronts.  This  is  true  for  two  accessibility                
products   or   services:     
  

a. Accessibility   Plan   
139.  First,  66%  of  Shoppers  reported  that  a  large  number  of  retail  staff  did  not                 
mention  the  accessibility  plan.  It  is  concerning  that  so  many  are  not  aware  of  the                 
industry’s  established  “accessibility  plan,”  and  shoppers  who  answered  the  survey  after             
they  came  back  from  the  stores  saying  that  76%  of  retail  staff  did  not  recommend                 
accessibility-specific  products  or  services  suitable  to  Deaf,  Deaf-Blind  or  Hard  of             
hearing.   
  

140. An  example  would  be  where  the  salespeople  were  not  promoting  larger  wireless              
data  packages  more  than  10GB,  for  the  Deaf,  Deaf-Blind  and  Hard  of  hearing  customer                
to   accommodate   critical   video   calling   communications,   with   the   results   at   49%.     
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b. Sign   Language   Interpretation   
141. Most  often  store  staff,  and  sales  call  centre  staff,  aren’t  aware  that  the  store   can                 

provide  sign  language  interpretation  as  on-demand  by  walk-in  Deaf,  Deaf-Blind  or             
Hard  of  hearing  (or  the  VRI  option)  to  make  inquiries.  Most  retail  staff  told  our                 
DDBHH  Shoppers  that  they  could  not  provide  this,  and  they  often  told  them  to   bring                 
their  own  interpreter  and  would  not  cover  the  costs  for  such  accessibility.  Only  two                
out   of   100   retail   store   visits   suggested   sign   language   interpreting.   
  

142. This  is  in  conflict  with  the  fact  that  internally,  with  corporate,  there  exists  such  a                 
system  to  book  and  a  billing  mechanism  to  accommodate  such  accessibility.  The              
experience  ends  up  being  frustrating  and  confusing  for  both  the  customer  and  sales               
staff.  Sign  Language  Interpreting  should  be  a  part  of  the  provisions  of  services  of  the                 
sales   and   everyone,   especially   the   frontline   retail   sales   staff,   should   be   aware   of   this.   
  

In-store   Sign   Language   Interpretation   
  

143. In-store  sign  language  accessibility  in  terms  of  Sign  Language  interpretation  is             
available  in  two  ways.  There  are  in-person  sign  language  interpreters,  who  physically              
come  in  to  interpret,  and  as  an  alternative  to  in-person  Sign  Language  Interpreting               
services,  there  is  a  virtual  option.  Video  Remote  Interpreting,  or  VRI,  is  where  an                
interpreter  appears  remotely  through  a  video  platform  remotely  through  devices  that             
have  a  webcam  capability.  There  are  software  and  applications  (apps)  that  make  this               
video   communication   possible.   
  

144. It  is  clear  through  the  survey  that  the  majority  of  the  DDBHH  Shoppers,  before                
the  in-person  visit,  did  not  contact  the  stores  to  make  arrangements  for  sign  language                
interpreters.  Primarily   83%  didn’t  know  they  could,  and  that  it  was  available  and               
possible.  Only  two  of  the  Shoppers  received  assistance  for  sign  language  interpretation              
accessibility  in  a  number  of  store  visits,  because  they  asked  for  assistance  or  only                
because  one  of  them  was  the  Chair,  who  had  the  knowledge  and  the  resources  in  order                  
to  do  so.  The  fact  is  that  DDBHH  consumers  should  be  treated  equally  as  any                 
consumer  and  should  not  be  required  to  make  arrangements  before  doing  the  shopping,               
therefore,   on-demand   VRI   is   required   in   every   store,   especially   at   the   peak   times.   
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145. Thus,  overall  the  majority  of  both  groups:  store  staff  and  DDBHH  Shoppers  are               
not  aware  that  they  can  request  and  book  sign  language  interpreters  for  their  store                
visits.  To  build  the  bridge  to  communication,  there  needs  to  be  two-fold  education  and                
information   on   how   to   book   a   sign   language   interpreter.   
  

Lack   of   publicity   
  

146. The  biggest  problem  identified  is  that  contact  information  is   not  publicized .             
There   are   two   places   that   this   should   be   promoted   physically,   or   virtually.     
  

147. While  there  are  fantastic  Accessibility  website  microsites  with  some  companies,            
for  example,  Telus,  generally  there  is  still  a  majority  of  websites  without  “one-stop               
solutions”  for  where  Deaf  people  can  reach  the  Accessibility  centre  or  services,  to  book                
sign  language  interpreting  services,  for  example  Bell’s  accessibility  centre  on  their             
website.  Industry-wide,  generally  there  is  not  an  identified  email  address  to  contact  the               
accessibility  centre  or  department  that  is  publicized,  with  the  exception  of  Bell,  used  as                
an   example,   with   its   published   email   address:    accessible@bell.ca .       9

  
148. Only  Bell  attempted  to  have  limited  information  on  a  webpage  about  sign              
language  interpretation,  with  the  caveat  that  the  interpreting  access  is  only  available  to               
those  that  live  in  Ontario  or  Quebec.  It  doesn’t  take  into  consideration  the  regional                
differences  of  the  varied  interpreting  services  available  to  Deaf,  Deaf-Blind  and  Hard  of               
Hearing   customers   in   other   Provinces   or   territories.     
  

149. While  engaging  with  the  other  two  major  wireless  companies’  accessibility            
departments,  it  remains  unclear  as  to  why  their  accessible  department  for  services  and               
products,  their  contact  information  is  not  permitted  to  be  made  public.  Having  an               
accessibility  team  or  department  and  at  the  same  time  not  having  a  public  email                
address  or  contact  direct  to  them  defeats  the  purpose.  How  can  we  bridge  the  gap  of                  
awareness  and  solutions  for  accessibility  if  neither  the  retail  store  staff  or  the  Deaf,                
Deaf-Blind  and  Hard  of  Hearing  customers  can  contact  the  very  department  that  can               
assist   them   the   best?   
  

9  Bell.ca    Accessibility   Services   Contact   Centre   webpage:   
https://www.bell.ca/Accessibility_services/accessibility-contact-centre   
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Retail   Store   Experience     
  

150. When  there  is  no  language  accessibility,  DDBHH  Canadians  have  to  find             
alternative  ways  to  communicate  with  the  retail  store  staff,   56%  wrote  back  and  forth  on                 
pen  and  paper,   24%  used  electronic  devices  or  apps  to  communicate.  As  a  result,  63%                 
overall   felt   that   there   were   language   and   communication   barriers.     
  

151. Very  few  of  the  Shoppers  encountered  a  store  with  a  staff  person  who  could  sign,                 
and  none  were  fluent  in  ASL  or  LSQ.  Apple  Canada,  for  instance,  has  a  number  of  retail                   
stores  across  the  country  that  have  met  great  success  where  they  have  stores  that  have                 
Deaf  staff  that  use  ASL  to  fulfill  the  need  of  walk-in  customers  who  are  sign  language                  
users.  For  examples  of  these,  please  reference   Appendix  E  with  numerous  links  of               
examples.   
  

152. With  the  onset  of  the  pandemic,  instead  of  going  into  the  retail  stores  in  person                 
the  demand  for  the  wireless  phone  companies  for  customer  services  and  sales  services               
on  the  phone  or  virtually  brought  strain  and  stress  to  DDBHH  customers  who  had  to                 
wait  in  queue  lines  and  deal  with  change  in  operators  while  waiting,  while  using  IP                 
Relay  or  VRS  phone  services.  There  is  no  direct  ASL  or  LSQ  customer  service,  which                 
can   be   conducted   virtually,   with   a   video   communication   platform.     
  

153. In  the  States,  including  Telus  International  in  partnership  with  Google  There  is  a               10

growing  development  and  creation  of  accessibility-specific  call  centres,  and   why  not  in              
Canada?   

  
154. In  fact,  only  one  exists  in  Canada  but  not  with  a  wireless  service  provider                
company,  and  instead  only  for  the  Canada  VRS  system,  through  9050,  with  ASL  and                
LSQ  fluent  customer   service  sales  agents,  and  that  call  centre  is  provided  by  Ivés                
Canada.  Why  not  provide  call  centres  with  the  same  type  of  service   described  as :  “   We                 
provide  SRV  Canada  VRS  platform  and  customer  service.  Do  you  have  a  question  and                
use  American  Sign  language  (ASL),  Quebec  Sign  Language  (LSQ),  English  or  French?              

10   “We’re  thrilled  to  have  partnered  with  Connect  Direct  and  TELUS  international  to  offer  American  Sign                  
Language  support  for  the  deaf  community  on  Google’s  products,”  said  Kyndra  LoCoco,  Partner  and                
Community  Programs  Manager,  Google  Accessibility.  “This  is  just  one  more  step  towards  our  mission  to                 
provide  the  most  accessible  support  possible  and  we  implore  others  to  join  us  in  this  journey.”  -                   
https://www.csd.org/stories/google-connect-direct/   
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Our   customer   service   agents   can   help   you   by   voice,   video   or   chat.”   11

  
The   Wireless   Code   and   the   Trial   Period   
155. The  Wireless  Code  is  a  critical  guideline  and  reference  for  all  retail  stores.  It  is                 
concerning  and  disappointing  to  learn  that  retail  store  staff  aren’t  doing  their  job  with                
knowledge  of  the  Code  in  relation  to  people  with  disabilities.  79%   of  Shoppers  stated                
that  retail  staff   did  not  inform  the  Shopper  that  mobile  devices  and  services  trial  period                 
for   consumers   with   a   disability   is   30   days.   
  

156. The  DWCC  Chair  physically  went  into  5  different  retail  stores,  armed  with  her               
knowledge  of  the  Wireless  Code,  most  concerning  was  that  the  information  about  this               
30-day  extension  for  trial  period  of  device  and  services  for  a  “person  with  a  disability,”                 
was  not  displayed  in  most  retail  stores.  The  Chair  noticed  that  even  if  enforced  to                 
display  the  Wireless  Code  in  the  stores,  there  was  no  consistency  or  uniformity  of                
adherence  to  this  guiding  principle  of  the  30-day  trial  extension  period  for  “persons  with                
a  disability.”.  Only  two  places  out  of  five  did  have  this  information  prominently  displayed.                
There  should  be  clear  and  more  visible  posters  around  the  stores  about  the  30  days  trial                  
extension   for   wireless   accessibility   so   both   the   store   staff   and   the   customer   are   aware.   
  

157. The  Wireless  Code  is  usually  posted  in  English  and/or  French  in  the  retail  stores.                
However  after  inquiring  all  store  staff  about  ASL  or  LSQ  videos  with  the  Wireless  Code                 
and  terminology  videos,  there  was  no  awareness  of  the  existence  of  these  videos.               
There  were  no  designated  in-store  playback  devices  that  could  play  the  ASL  or  LSQ                
videos  of  the  Wireless  Code.  The  Chair  had  to  describe  to  the  retail  staff  where  to  find                   
the  videos  (on  the  company  websites).  It  is  not  equal  access  if  the  information  is                 
available   in   English   or   French,   but   not   in   ASL   or   LSQ.   
  

Deaf-Blind   Issues   -   Alternative   Formats   
  

158. Deaf  and  Deaf-Blind  Shoppers  went  into  the  retail  stores  intending  to  see  if  they                
were  offered  their  contract  or  any  information  in  documents  in  an  alternative  format,  for                
example,  large  text,  braille,  etc.  If  the  stores  were  not  offering  these  documents,  then                
these   Deaf-Blind   would   inquire   to   see   if   they   could   be   made   available.     
  

11  Ives   Canada   -    https://www.ives-inc.ca/   
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159. The  report  has  30  identified  Deaf-Blind  people,  and  of  these  30,  only  2  store                
visits  had  retail  staff  offering  a  contract  in  an  alternative  format,  with  3  Deaf-Blind  not                 
sure  that  they  were  offered,  possibly  because  of  unclear  communication.  The  remaining              
25  store  contacts  did  not  have  any  suggested  alternative  formats  for  the  contracts  or                
any  other  information.   83%  responded  store  staff  did  not  demonstrate  adequate             
foresight  and  ask  if  alternative  means  of  providing  information  were  available  should              
their   Deaf-Blind   Shopper   need   it.   ( Question   31b )   
  

160. Of  the  total  30  store  visits  by  Deaf-Blind,  the  majority,  25  of  the  Shoppers,  the                 
majority,  said  that  the  contract  provided  to  them  in  an  alternative  format  was  not                
satisfactory  and  did  accommodate  their  accessibility  needs.  Three  of  these  Shoppers             
said  they  were  satisfied,  while  two  remained  unsure  about  their  satisfaction  with              
accessibility  accommodation.   89%  is  a  high  number  of  Deaf-Blind  that  don’t  feel  the               
offer  to  accommodate  or  the  accessibility  of  the  alternative  format  document  was              
satisfactory.   ( Question   32b )   
  

161. Just  as  with  sign  language  interpreters,  it  is  equally  important  for  Deaf-Blind  to               
have  the  ability  to  book  privately  through  local  service  providers  and  have  it  covered.                
The  ability  to  book  privately  is  essential  because  many  Deaf-Blind  people  have  limited               
or  no  local  services.  We  recognize  that  it  is  even  more  challenging  that  Deaf-Blind                
individuals  cannot  book  intervenors  /  SSPs  through  a  national  organization,  and  instead              
are  usually  coordinated  within  entities  variated  within  different  provinces.  The  CNSDB             
has  written  a  supplemental  document  about  this  in  more  detail:   “ Intervenors  or  SSPs  to                
be   Provided   by   the   Wireless   Service   Provider   Companies.”   12

  
162. This  shows  that  the  store  staff  don’t  have  any  knowledge  or  awareness  about               
accessibility  options  available  for  persons  with  disabilities.  They  are  not  creative  enough              
to  problem  solve  and  come  up  with  possible  solutions  because  they  don't  know  what  the                 
options  are  available  by  the  companies,  even  if  it  is  stated  in  the  Wireless  Code  policy                  
that   it   should   be   made   available   upon   request.   
  

  
  

12  CNSDB  Supplementary  document  -  “ Intervenors  or  SSPs  to  be  Provided  by  the  Wireless  Service                 
Provider   Companies.   -    link     
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Overall   Recommendations   
  

163. The  lack  of  accessibility  options  or  accommodations  provided  by  the  sales  staff              
leads  us  to  believe  there  must  be  improvements  made  for  store-front  in-person              
opportunities  and  interactions  with  fully  accessible  communication  between  the           
salesperson  and  the  DDBHH  customers  where  they  are  not  entirely  dependent  on              
writing   or   typing   back   and   forth   with   customer   service.   
  

164. DWCC   et   al.   hereby   makes   the   following   overall   recommendations:     
  

Retail   Store   Experience     
  

1. Establish  and  designate   Accessible  Centre  of  Excellence  wireless  company           
flagship   stores    in   high   traffic   locations   in   metropolitan   centres   across   Canada.     
a. Company  websites  should  list  these  stores  and  share  video  messages  about            

the  hours  where  full  accessibility  is  provided.  These  stores  can  be  chosen              
with  accessible  design  principles  in  mind,  wide-open  spaces  for  those  with             
wheelchairs,  no  mirrors,  and  at  least  one  solid  colour  wall,  preferably  a  dark               
colour,  for  retail  staff  to  stand  in  front  of  when  Deaf,  Deaf-Blind  or  Hard  of                 
hearing   come   in   the   store   for   comfortable   communication.     

b. Application  of  Deaf  Space  concepts  should  be  applied  to  the  design  of  the               13

interior  of  such  designated  retail  locations,  that  are  also  taken  into             
consideration.   

  
2. Produce  ASL  and  LSQ  videos  that  announce  and  describe  where  the             

designated   accessibility   flagship   stores   are   located.   
a. Staff  persons  who  are  Deaf,  Deaf-Blind  or  Hard  of  hearing  should  make  ASL               

and  LSQ  video  messages  and  share  to  the  local  DDBHH  community             
announcing  the  designated  (specialized  and  focused)  Accessible  Store          
flagship   locations.   These   videos   should   include:     

i. information   about   the   regular   hours   when   full   accessibility   is   provided.   
ii. scheduling  information  with  the  store’s  chosen  specific  dates  and          

times,  such  as  weekly  block  times,  when  accessibility  is  available  for             
DDBHH   customers.   

13  Design   and   Planning   -   DeafSpace   -    https://www.gallaudet.edu/campus-design-and-planning/deafspace/   
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b. Wireless  company  retail  stores  can  do  their  part  to  encourage  and  refer              
DDBHH  customers  to  the  designated  accessibility  retail  stores  for  a            
full-service   accessible   sales   experience.     

  
3. Provide  in-store  tablets  such  as  iPads  that  play  the  ASL  and  LSQ  videos  of                

the   following   content   (at   a   minimum):   
a. Wireless   Code   -   What   Are   Your   Rights?  
b. Wireless   Terminology   videos   
c. Wireless  Accessibility  video  -  Company  accessibility  services  offerings,          

information   about   Accessibility   Plans.   
d. Text   with   9-1-1   videos   

  
4. Mandatory,  uniform,  consistent  and  frequent  staff  orientation  and  training           

on  accessible  company  services  and  products,  Including  store-designated          
iPads   that   contain   playback   of   ASL   and   LSQ   Wireless   Code   videos.     

a. Staff  must  be  well-trained  and  well-informed   on  all  Accessibility  services,            
devices   and   features,   especially   at   the   designated   Accessibility   stores.     

b. Repeatedly  update  retail  staff  on  accessibility  service  provisions  and           
accessible   communication   in-store.     

c. This  includes  an   orientation  of  wireless  company  websites  where  the            
accessible   information   is   for:   

i. where  to  adjust  for  large  texts  and  proper  colour  contrast  for             
Deaf-Blind   

ii. where  to  find  the  accessible  videos,  including  the  Wireless  Code  -             
Your   Rights   and   the   series   of   Wireless   terminology.     

d. Orienting  staff  on  designated  system-implemented  iPads  that  will  have  two            
accessible   features:  

i. pre-installed   Video   Remote   Interpreting   (VRI)   apps;   and     
ii. ASL  and  LSQ  video  playback  of  Wireless  Code  and  Wireless            

Accessibility   videos   
iii. Settings  to  adjust  for  large  texts  and  background  colour  for  Deaf-Blind             

customers.   
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5. Having  system-wide  Accessibility  Plan  options  listed  on  Point  of  Sales            
(POS)  systems,  both  website  and  in-store  terminals,  including  in-store  and            
e-commerce   sites.   
a. Applicable   to   the   authorized   retail   reseller   locations.     
b. Accessibility   plan   information   needs   to   be   listed   in   the   systems.   

  
In-Store   Accessible   Communication   Services     

  
6. Employ  Deaf,  Deaf-Blind  and  Hard  of  hearing  people  with  ASL  and  LSQ              

fluency   into   the   designated   Accessible   wireless   retail   stores.   
Active  hiring  and  employment  of  DDBHH  staff  persons  that  are  fluent  ASL  or               
LSQ  to  serve  wireless  sales  customers.  This   avoids  misunderstandings,  and            
misleading   and   misunderstood   sales   practices   and   experiences.   

  
7. Where  the  option  listed  above  is  not  feasible,  in-person  or  VRI  sign              

language  services  are  provided  with  advance  requests  booked  through  the            
corporate  accessibility  department,  with  the  in-store  option  of  on-demand           
VRI   services   for   walk-ins.   
a. Sign  language  interpreters  at  the  designated  stores  available  on  regular  days             

and  times,  with  more  than  one  option  per  week  arranged  and  provided  to               
DDBHH   customers.     

b. Video  Remote  Interpreting  options  to  be  made,  not  just  at  the  Accessible              
Centres  of  Excellence,  but  also  made  available  system-wide  at  all  storefronts             
with  pre-installed  or  accessible  software  to  access  on-demand  Video  Remote            
Interpreting   (VRI).     

c. All  stores  must  be  made  aware  of  the  availability  of  this  Video  Remote               
interpreting   option.   

d. Form  business  partnerships  with  Deaf-owned  and  Deaf-led  businesses  or           
organizations   that   can   provide   VRI   accessibility   services.   

e. Establish  and  integrate  designated  in-store  iPads  to  have  the  VRI  software             
pre-installed   for   ease   of   access   by   store   staff   and   DDBHH   customers.   
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Wireless   Service   Provider   Company   Accessibility   Departments   
  

8. Publish  designated  Accessibility  Department  phone  numbers  and  email          
addresses   for   direct   contact.     

This  avoids  confusion,  and  has  both  retail  store  staff  and  DDBHH  Canadian              
customers  aware  and  informed  about  the  accessibility  services  available  to            
them.   
  

9. Produce  and  distribute  ASL  and  LSQ  videos  promoting  the  contact            
information   of   the   Accessibility   Department     

This  ensures  the  information  is  accessible  to  Deaf,  Deaf-Blind  and  hard  of              
hearing   customers.   
  

10. Implement  and  establish  a  designated  Accessibility  Department  team  of           
persons  with  disabilities  and  Deaf,  Deaf-Blind,  or  Hard  of  hearing  ASL             
fluent  staff  to  run  and  manage  the  department  that  focuses  on  accessible              
services   and   products    by   working   and   oversee   the   following:   
a. Accessibility  Departments  have  a  special  team  designated  to  serve  as            

front-line   customer   service   with   a   focus   on   accessibility.   
b. This  is  made  possible  in  order  to  reach  directly  to  company  staff  to  implement               

accessibility,  including  for  the  purpose  of  communications  with  store           
salespeople.  For  example,  this  avoids  the  quagmire  of  application  processes            
for  accessibility  plans  and  quickly  confirms  and  verifies  the  person  is  Deaf              
and   not   someone   trying   to   take   advantage   of   the   accessibility   plans.   

c. Tasked  to  coordinate  the  sign  language  interpretation  accessibility  in  the            
stores.   

d. Video  Call  centre  for  accessibility  sales  and  customer  service  inquiries:  just  as              
hearing  people  can  do  in  English  or  French,  the  Deaf,  Deaf-Blind,  and  Hard  of                
Hearing  Canadian  should  have  an  option  to  reach  the  customer  service             
virtually  in  a  “face  to  face”  approach  in  their  primary  languages  of  ASL  or  LSQ                 
through   direct  video  calls .  This  allows  them  to  communicate  in  the             
languages   they   are   most   comfortable   with.   

e. Therefore,  based  on  previous  recommendation,  directly  employing  people          
fluent  in  these  Sign  Languages  in  those  locations,  preferably  those  who  are              
Deaf,   Deaf-Blind   or   Hard   of   hearing   themselves.     
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f. Communication  Services  for  the  Deaf  (CSD)  explains  this  process  in  detail             
with  their  Connect  Direct  services,  a  description  “Connect  Direct  can  support             14

your  organization’s  efforts  to  create  a  successful  call  center  program  within             
your  Customer  Service  Department  to  effectively  provide  customer  service  in            
ASL   to   your   deaf   customers.”   

  
Conclusion   

  
165. This  report  analyzed   100   store-visit  responses  from   30  mystery  shoppers   and             
reveals  that  generally  speaking,  DDBHH  Mystery  Shoppers  do  not  have  sufficient             
accessibility   when   they   go   to   the   wireless   service   provider   companies’   storefronts.   
  

166. In  the  stores,  both  retail  staff  and  Deaf,  Deaf-Blind  and  Hard  of  Hearing               
customers  are  not  aware  about  sign  language  interpretation  availability  and  that             
arrangements  can  be  made  through  corporate  or  accessibility  departments.  Explicit,            
clear  and  easy  to  find  public  email  addresses  and  contact  options  need  to  be  publicized                 
for   both   retail   stores   and   customers   to   access   wireless   accessibility   services.     
  

167. The  results  of  the  post-store  visit  surveys  painted  a  dismal  picture  of  the               
knowledge  and  awareness  of  retail  store  staff  about  accessibility  services  and  products              
provided  by  their  corporate  wireless  service  providers.  The  general  unawareness  is             
illustrated   by   post-store   visit   survey   responses   from   Mystery   Shoppers:     

a. 66%    of   store   staff   did   not   mention   any   accessibility   plans;   
b. 76%     store   staff   did   not   recommend   accessibility   products   or   services;   
c. 79%  did  not  inform  the  customer  that  the  mobile  device  and  services  trial  period                

for   consumers   with   a   disability   is   30   days.     
  

168. As  seen  in   Appendix  C ,  five  IP-Relay  Service  conversation  transcripts  have  been              
supplied  as  hard  evidence  of  the  lack  of  awareness  even  over  the  phone  with  the                 
wireless   service   company   customer   service   or   retail   sales   staff.     
  

169. The  store  experiences  shared  by  the  Mystery  Shoppers  shows  that  it  justifies  the               
need  for  the  wireless  service  providers  to  change  customer  practices,  improving  and              

14  Connect   Direct,   Customer   Service   Departments:    https://www.csd.org/impact/direct/   
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enhancing   its   accessible   communication   in   retail   stores   and   in   call   centres.     
  

170. Some  overall  recommendations  involved  improving  the  store  experience  for  both            
the  sales  staff  and  the  DDBHH  customers  by  simply  identifying  central  designated              
flagship  Accessibility  Centres  of  Excellence,  in  geographic  locations  identified  with  the             
assistance  of  promotional  initiatives  and  the  hiring  and  employment  of  ASL  and  LSQ               
fluent   staff,   preferably   those   who   are   Deaf,   Deaf-Blind   and   Hard   of   Hearing   themselves.     
  

171. With  Apple  Canada's  successes  in  hiring  Deaf  employees,  and  as  evidenced  in              
this  report,  Deaf  employees  with  the  wireless  service  providers  will  result  in  a  success  of                 
designated   metropolitan   retail   locations   across   the   country.   
  

172. The  informative  Infographic  in   Appendix  F  summarizes  the  Mystery  Shopper            
project   results   for   TNC   2020-178.   
  

173. DWCC  et  al.  trusts  it  has  accumulated  sufficient  evidence  concerning  its             
accessibility  group  to  significantly  and  meaningfully  contribute  to  the  CRTC  proceeding             
TNC  2020-178:   Accessibility  –  Mobile  wireless  service  plans  that  meet  the  needs              
of   Canadians   with   various   disabilities   
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 Appendix   A:   Overall   Results   and   Analyses   of   Survey   Data   
  

Mystery   Shopping   Post-Store   Visit   Survey   Results   
  

A  total  of   100  store  contacts  were  made,  with  a  total  of   30   mystery  shoppers  doing                  
multiple  store  visits,  and  due  to  COVID-19,  some  opted  to  make  IP  Relay,  or  Video                 
Relay  Service  (VRS)  calls.  Each  shopper  completed  the  survey  at  least  3  times,  as  the                 
minimum  number  required,  or  expected,  store  contacts,  some  even  went  to  a  few  more               
as  they  wished  to.  This  resulted  in  10  “extra”  store  visits  from  30  Shoppers.  The                 
following  are  the  raw  tabulated  data  gathered  from  the  Shoppers’  experience  as  internal               
online  survey  responses.  Text  responses  resulted  in  over  100  comments,  so  as  a  result,                
only  a  selected  number  of  responses  are  entered  in  the  Appendix.  Raw  unedited  copies                
of   survey   data   are   available   only   upon   request.     
  

Format  of  Questions  and  Data  organization,  the  majority  of  the  questions  asked  in  the                
online  survey  tool,  Survey  monkey  were  quantitative,  with  some  opportunities  to  add              
text  responses  with  five  questions  having  responses  of  text-only  or  qualitative  nature              
results.  The  quantitative  questions  have  tables  tabulating  results  plans/discounts  and            
resulting  charts.  With  the  qualitative  data  and  text  responses  the  most  commonly              
repeated  or  used  text  data  was  presented  in  table  format  and  then  put  into  word  clouds                  
or  art  and  selected  respondent  text  was  listed.  To  sum  up  the  format  of  the  qualitative                  
data  is  presented  in  1)  Table  of  Common  or  Unique  Text  Used  in  Responses  2)  laid  out                   
in  a   Word  Cloud ,  or   wordle  and  3)  Edited,  for  grammatical  clarity,  text  response  data,                 
with   copy-pastes   of   words   directly   from   the   Shopper’s   survey   entries.   
  

Privacy   and   Security   
  

Due  to  privacy  and  security  reasons,  to  avoid  any  retaliatory  measures,  any  opportunity               
that  might  slightly  identify  the  consumers,  the  results  will  be  stricken  from  this               
document,  for  example,  the  person’s  actual  name,  any  questions  that  required  answers              
with  specificity  solely  and  only  for  our  team’s  ability  to  follow  up  with  each  of  the                  
shoppers,  will  be  stricken  from  this  document  as  well.  An  example  of  this  would  be  the                  
names,   specific   store   addresses   in   the   city,   or   town,   and   specific   dates   and   times.   
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 Question   1:   What   is   Your   Name?   
Due   to   privacy   and   security,   no   raw   responses   are   entered   for   the   first   question.   

  
DEMOGRAPHICS   
 
 Question   2:  Shop  Scenario  (Which  data  plan,  how  many  GB,  what  were  you               
looking  for,  did  you  ask  about  DDBHH  Accessibility  Plan?)   All  shoppers  answered              
this   question   with   typed-out   text   responses   in   full   sentences.     
  

The  most  common  occurrences  in  the  text  were  collated  in  this  table,  and  a  word  cloud                  
captured  the  most  used  words  for  the  text  for  the  responses  to  this  question,  and  then                  
followed   with   raw   text   responses   by   respondents   on   the   next   couple   of   pages.     
  

2a.   Table   of   Common   or   Unique   Text   Used   in   Responses   
2b.   Word   Cloud   
2c.   Raw   Data,   with   copy-pastes   of   words   directly   from   the   Shopper’s   entries   
  

2a.   Table   of   Common   or   Unique   Text   Used   in   Responses   to   Q2   Shop   Scenarios   
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Question   2:   Store   Scenario   -   Most   Commonly   Used   Words   

Word   use   count   Common   or   unique   text   used   

54   accessibility   plan     

33   20GB   

20   Apple   phone   upgrade   

14   better   GB   data   plan   

8   Samsung   phone   upgrade   

6   15GB   

6   Include   voice,   voicemail   and   texting   

6   Phone   upgraded   

4   10GB   

4   Bring   own   phone   (BYOD)   

4   More   than   10GB   

4   Unlimited   data   plan   without   throttling     



  
Obviously  the  Shoppers  went  in  the  stores  and  had  prepared  a  scenario  in  their  heads                 
to  go  into  the  store  to  ask  about  what  the  store  could  overall  offer  in  terms  of                   
accessibility,  and  more  specifically,  an  accessibility  plan,  and  to  request  at  least  20GB  of                
data  to  meet  their  video  calling  needs,  with  the  majority  curious  and  inquiring  about  the                 
Apple  smartphones,  slightly  more  than  the  Android,  or  rather  the  specified  Samsung              
phones.  Additionally  quite  a  few  were  generally  wanting  to  inquire  about  better  data               
plans  that  fit  their  needs.  A  slightly  reduced  number  of  people  were  more  interested  in                 
questions  to  the  store  staff  about  15GB  monthly  data  packages.  Several  Shoppers              
went  in  with  specific  devices,  plans  and  even  specific  prices  in  mind  to  inquire  about,  as                  
seen   in   the   selected   text   comment   responses   below.   
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3   Video   features     

2   $20.00   accessibility   plan   

2   asked   for   all   accessible   phones   and   plans     

2   maximum   GB   data   plan     

2   plan   fit   for   VRS   usage   

2   Reasonable   data   plan   

2   Unlimited   text   

2   More   data   for   cheaper   

1   Unlimited   data   for   video   calling   

1   accessible   phone   for   Deaf-Blind   

1   Same   monthly   data   at   a   reduced   price   

1   Voice   to   text   translator   apps   

1   No   overage   charge   

2   Max   speed/no   slow   speed   

1   New   phone   

1   Picture   quality   



2b.   Word   cloud   composing   of   the   most   common   word   usage   
  

A  capture  of  the  most  frequent  word  usages  in  the  text  responses  is  created,  to  sum  up                   
the   qualitative   responses   below   in   a    Word   Cloud :     

  
2c.   Selected   raw   comments,   edited   for   grammatical   clarity:   

  
1.   Visited   Freedom,   asked   about   accessibility   plans.   Freedom   doesn’t   give   discounts.   
    

2.   Visited   Fido,   asked   about   accessibility   plans.   Fido   gives   a   $10   discount.   
    

3.   Used  the  scenario  of  looking  for  an  iPhone  11  Pro  Max  64  GB  phone,  with  a  20  GB                    
data  plan,  including  voice,  voicemail  and  texting.  I  asked  about  the  plans  both  with                
the  phone  and  if  I  would  bring  my  own  phone.  I  asked  about  the  accessibility  plans  /                   
discounts.   

    
4.   Checked  out  about  the  different  plans,  10  GB  packages  per  individual,  and  yes,               

better   service   [than   what   I   currently   have].   
    

5.   I  was  interested  in  the  Rogers  20GB  for  $75.00  without  a  disability  discount,  minus                
20.00   with   the   discount   =   $55.00   must   provide   proof   of   association   membership.   
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6. Called  TELUS  customer  service  via  IP  Relay  because  Montreal  is  now  designated  a               
red   zone   and   I   cannot   go   in   the   store.   

    
7. Asked  for  an  Android  smartphone  with  good  video  characteristics  and  something             

suitable   for   Deaf   folks.   Asked   about   the   Accessibility   plan   later   in   the   conversation.   
    

8. The  most  suitable  device  for  customers  like  me  with  disabilities/who  are  deaf.  Asked               
what  plans  or  packages  they  had  to  offer  that  was  best  for  high  use  of  video  calls                   
including   CAVRS   and   voice-to-text   translator   applications.   Contract   terms,   etc.   

    
9. I  inquired  about  an  iPhone  11,  64  GB,  15  GB  data  plan  per  month  and  was  asking                   

for   an   accessibility   plan.   
    

10.  Went  to  the  Virgin  store,  they  gave  me  printed  material  of  different  plans,                
unfortunately,  no  specific  plan  for  DDBHH  people.  They  said  their  best  plan  is  10  GB                 
for   $75.   They   even   gave   me   a   list   of   the   phones   that   they   think   suits   my   needs.   

    
11.  My  experience  was  that  when  my  10  GB  data,  for  75  dollars  monthly,  is  used  up,  the                    

download  speed  slows  down  but  I  can  still  access  the  Internet.  I  asked  for  a  Deaf                  
Accessibility  plan.  I  was  impressed  with  Rogers;  they  displayed  a  small  brochure              
banner  to  me  with  the  information  of  the  Wireless  Code  -  Canada  government               
“CRTC”  labelled  information  and  showed  a  section  on  the  disability  accessibility             
plan.  However,  I  wasn’t  too  pleased  with  the  wording  meaning  of  "in-market  plan"  if  I                 
get  the  in-market  which  means  if  I  want  to  have  a  20  GB  plan  then  might  not  get  any                     
promotional   plan?   

    
12.  I  decided  to  target  the  data  that  matches  my  current  data  payment  under  TELUS:                 

$50  for  10GB  billing  monthly.  I  went  to  three  mobile  stores  (Bell,  Rogers  and  Fido).                 
Data  Payment:  $55  (20  GB)  GB:  64GB  for  the  phone  DDBHH:  Accessibility:  yes  they                
are  aware  of  I  am  looking  for  more  focus  on  the  Deaf  Blind-friendly  [devices  and                 
features]   such   as   contrast   switch,   dark   mode,   easy   to   use   apps.   

    
13.  I  noted  that  I  currently  had  a  Samsung  S8,  and  was  thinking  about  upgrading  to  a                   

newer  phone.  I  said  I  am  currently  with  Rogers  but  my  phone  plan  includes  50  GB  of                   
data   and   unlimited   text   and   voice   calls   Canada-wide.   I   wanted   to   know:     

-  if  Samsung's  phones  had  the  same  or  similar  accessibility  feature  that  the  new                
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iPhone  does,  that  alerts  the  user  to  sounds  like  a  crying  baby,  barking  dog,  or                 
alarm.     

-  whether  they  offered  a  phone  plan  for  deaf/hh  that  was  data  only  because  I                 
didn't   want   to   have   to   pay   for   voice   calls   which   I   don't   use.     

-   an   opinion   on   whether   iPhone   or   Android   would   be   better   suited   for   my   needs.   
  

14.  I  went  with  the  goal  of  obtaining  the  “$75  with  a  20GB  data”  plan  and  an  iPhone                    
with   a   discount.   

    
15.  Went  to  Bell,  and  requested  a  256GB  phone  but  ended  up  getting  128  GB  for                  

iPhone11  -  Green  colour.  Did  ask  about  accessibility  plans  and  they  didn’t  know               
about   it,   they   had   to   ask   their   manager.   

    
 Question   3:   Which   phone   or   tablet   did   you   inquire   about   (checklist):   

  
Out  of  100  responses,  the  shoppers  were  most  interested  in  smartphones,  for  example,               
the  Apple  iPhone  or  Android  smartphones  such  as  the  Samsung  Galaxy  series.              
Respondents  were  able  to  choose  more  than  one  option.  With  a  total  of  120  answers  to                  
this  question,  because  it  was  permitted  to  choose  multiple  times  in  this  question,   65%                
chose  to  investigate  and  learn  about  Apple  iPhones,  while   28%  chose  to  inquire  about                
Android  smartphones.  The  remaining   7%   were  interested  in  the  tablet  type  of  devices,               
such  as  the  Apple  iPad,  or  Android  tablets  or  other  devices  that  could  be  connected  to  a                   
wireless   or   WiFi   network.   

  
Q3.   Which   phone   or   tablet   did   you   inquire   about?   (checklist)   
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DEVICES   

  
The  team  asked  the  Shoppers  to  get  specific,  to  see  which  devices  and  phones  were                 
popular   for   inquiry   as   they   were   shopping.   

  
 Question  4:  Please  specify  which  model  you  are  pretending  to  target  and              
purchase   and   please   explain   why?     

  
Of  100  responses,   47%  planned  to  inquire  about  the  soon-to-be-phased-out  iPhone  11,              
followed  by  unspecified  devices  at   13% ,  while   11%   wanted  to  inquire  about  the  iPhone                
12  Pro.  Other  earlier  models  such  as  iPhone  XR,  Samsung  S20,  Note  20,  were                
identified  as  phone  devices  of  interest  each  at   6% .  The  least  sought  phone  device  was                 
an   earlier   model   of   the   Apple,   the   iPhone   8,   at    3%.   
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Q3.   Which   phone   or   tablet   did   you   inquire   about?   (checklist)   

Apple   iPhone   78   

Android   smartphone   33   

Apple   iPad   3   

Android   tablet   4   

Other   2   

Total   Responses:  120   



  

  
 Question  5:   “Which  Province  or  Territory  do  you  live  in?  (Choose  only  one  from                
drop-down   list)   

  
Out  of  the  30  shoppers,  32%  originated  and  live  in  British  Columbia,  with   28%  of  the                  
second  largest  number  shoppers  resided  in  Ontario,   13%   of  residents  in  Newfoundland              
and  Labrador.  The  rest  originated  from  Nova  Scotia,  Alberta,  Manitoba,  Quebec  and              
Saskatchewan.   

 
 
  

  
                                                                                     63   

Q4.  Please  specify  which  model  you  are  pretending  to          
target   to   purchase   (and   please   explain   why?)   

iPhone   11   47   

Not   Specified   13   

iPhone   12   Pro   11   

iPhone   XR   6   

Samsung   S20   6   

Samsung   Note   20   6   

Newest   Model   5   

Samsung   S10   3   

iPhone   8   3   

Total   Respondents  100   



  

  
 Question   6:    Which   city/town   are   you   located   in?     
Out  of  the  100  store  visits,  27   of  the  stores  were  in  the  Greater  Vancouver  region  of                   
British  Columbia,   16   of  the  stores  were  located  in  the  Greater  Toronto  Area  (GTA)  in                 
Ontario,  and   10   stores  were  visited  in  the  city  of  St.  John’s,  in  Newfoundland  and                 
Labrador.  The  rest  of  the  store  visits,  at  5  or  6  stores  each  location,  were  in  the  smaller                    
metropolitan  cities  of  Edmonton,  London,  Kingston,  Halifax,  Victoria,  and  Montreal.            
Others  went  into  stores  in  Saskatoon,  Coldbrook  and  Mount  Pearl  in  Saskatchewan,              
Nova   Scotia   and   Newfoundland-Labrador   respectively.     

  
                                                                                     64   

Q5.  "Which  Province  or  Territory  do  you  live  in?  (choose  only            
one   from   drop-down   list):"   

British   Columbia   32   

Ontario   28   

Newfoundland   &   Labrador   13   

Nova   Scotia   9   

Alberta   6   

Manitoba   5   

Quebec   4   

Saskatchewan   3   

Yukon   0   

Northwest   Territories   (NWT)   0   

New   Brunswick   0   

Total   Respondents  100   
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Q6.   Which   city/town   are   you   located   in?   

Greater   Vancouver,   BC   27   

Greater   Toronto,   ON   16   

St.   John’s,   NL   10   

Edmonton,   AB   6   

London,   ON   6   

Kingston,   ON   6   

Halifax,   NS   6   

Victoria,   BC   5   

Winnipeg,   MB   5   

Montreal.,   QC   4   

Saskatoon,   SK   3   

Coldbrook,   NS   3   

Mount   Pearl,   NL   3   

Total   Respondents:   100   



The   Stores   
  

 Question   7:    Which   company   storefront   did   you   just   recently   go   into?   
  

Of  all  the  companies  that  the  Shoppers  went  into,  the  most  visits  were,  as  instructed,  to                  
the  big  three  companies,  Bell,  Rogers  and  Telus.  A  total  of   25  Bell  stores ,   23  Rogers                  
stores ,  and   18  Telus  stores  were  visited.  The  smaller,  flanker  stores  such  as  Fido,                
Koodo,  Virgin  Mobile  as  well  as  Freedom  Mobile,  a  subsidiary  of  Shaw  each  got   7  store                  
visits.    Other   storefronts   for   Eastlink,   Videotron   and   others   were   visited   3,   or   less,   times.   
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Q7.  Which  company  storefront  did  you  just  recently         
go   into?   

Bell   25   

Rogers   23   

Telus   18   

Fido   7   

Koodo   7   

Virgin   Mobile   7   



  
 Question   8:    What   type   of   Store   contact   did   you   have?   
  

Out  of  the  100  store  visits,   88%   were  in-store,  walk-in/walk-out  in-person  storefront              
visits.  Due  to  COVID-19  and  the  pandemic,  in  order  not  to  jeopardize  the  project,  the                 
team  had  to  expand  the  scope  and  allow  flexibility.  As  a  result,  a  total  of   7  inquiries                   
were  instead  conducted  over  the  phone  using  IP  Relay  services,  with   5  calls  to  the                 
store   being   made   utilizing   the    SRV   Canada   VRS    (Video   Relay   Services).   
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Freedom   Mobile   7   

Eastlink   3   

Other:   2   

Videotron   1   

Sasktel   0   

Public   Mobile   0   

Total   Respondents :  100   

Q8.   What   type   of   Store   contact   did   you   have?   

In-Store   visit   88   

IP   Relay   Services   call   7   

Video   Relay   Services   call   5   

Total   Respondents:  100   



  
 Q9.    What   date   did   you   go?   MM/DD/YY   
Out  of  privacy  and  security  reasons,  we  will  not  list  the  responses  the  shoppers  entered                 
for  this  question.  It  was  merely  a  tool  for  the  coordinating  team  to  reference  the  specific                  
store  visit,  if  we  needed  to  get  back  to  the  shopper  to  get  clarity  as  we  put  the  report                     
together.     

  
 Question   10:    What   time   did   you   go?   Enter   text   with   AM/PM:   

  
Out  of  privacy  and  security  reasons,  we  will  not  list  the  responses  the  shoppers  entered                 
for  this  question.  It  was  merely  a  tool  for  the  coordinating  team  to  reference  the  specific                  
store  visit,  only  if  we  needed  to  get  back  to  the  shopper  to  get  clarity  as  we  put  the                     
report   together.     
  

 Question   11:    How   long   did   you   stay?   
  

Out  of  the  100  store  visits,  while  conducting  the  store  visits,  the  majority  of  shoppers                 
spent  less  than  an  hour  engaging  with  the  store  staff.   67%  spent  half  an  hour,  or  less,  in                    
the  storefront  or  on  the  phone  with  the  company  staff.   27%  spent  between  half-hour                
shoppers  engaging  inside  the  stores  or  on  the  phone.  Only   4%  spent  1  hour  to  an  hour                   
and  a  half  in  the  stores.  Fewer  shoppers  spent  between  1  hour  and  a  half  to  more  than                    
2   hours   with   the   store   staff.   Overall,   the   store   visits   were   short   in   time   length.   
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 Question  12:   Did  you  do  any  research  online  regarding  any  accommodation  that              
the   service   provider   can   provide   for   any   accessibility   needs   or   language   barriers?   
  

Out  of  30  shoppers, 72%  did  not  research  online  before  going  into  the  stores,  while   28%                 
did.  This  is  to  be  expected,  these  shoppers  really  shouldn’t  have  to  do  pre-shopping                
research,  they  are  no  different  from  mainstream  society’s  shoppers,  just  like  anyone              
who   wants   to   walk   into   the   store.     
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Q11.   How   long   did   you   stay?     

Less   than   a   half   hour   67   

Between   half   hour   (30   minutes)   and   1   hour   27   

Between   1   hour   and   1   hour   half   4   

Between   1   hour   half   and   2   hours   1   

More   than   2   hours   1   

                               Total   Respondents:   100   

Q12.  "Did  you  do  any  research  online  regarding  any          
accommodation  that  the  service  provider  can  provide  for         
any   accessibility   needs   or   language   barriers?"   

Yes   28   

No   72   

Total   Respondents:  100   



 Question  13:   If  YES,  please  elaborate  on  what  you  found  online,  were  you  able  to                 
find  the  right  accommodations  that  suited  your  needs?  Ignore  this  question  if              
your   response   to   the   question   above   was   NO.   

  
Out  of  100  store  shopper  respondents,   only  28  had  responded  yes  in  the  previous                
question,  and  with  that,  as  instructed,  left  text  comments  to  this  next  question,  so  the                 
quantities  of  repeated  word  usage  counts  would  be  less.  The  most  common  words  used                
were  “accessibility  plan”  with  10  repeated  usages  in  the  text  comments,  some  said              
information  was  provided,  assuming  they  found  the  information  they  were  looking  for,              
and  7  times  they  mentioned  the  specific  $20.00  accessibility  plan.  While  a  slightly  fewer                
number  of  people  said  they  couldn’t  find  any  accessibility  plan  information.  Four  times               
the  Shoppers  mentioned  that  they  couldn’t  find  Sign  language  interpreter  information             
available  in  their  online  research  of  the  company’s  websites.  Three  times  a  Shopper               
found  information  on  IP  Relay  and  they  went  looking  for  20GB  plans.  Several  people                
said  after  they  did  several  types  of  research  they  found  no  overall  clear  standards                
across  the  companies’  sites  or  no  clear  information  with  clear  packages  for  VRS  usage                
over  data  packages.  The  rest  of  the  comments  were  a  mixed  bag,  with  either  finding  or                  
not  finding  sign  language  information,  or  finding  accessibility  services,  or  not,  finding              
that  membership  is  required  for  an  accessibility  discount,  and  only  once  finding              
information  about  sign  language  interpreter  access.  The  table  of  the  word  usage  counts               
is  located  below  and  follows  with  a  word  cloud  summary  of  the  qualitative  text                
comments  provided  to  this  question,  and  then  follows  with  raw  text  responses  by               
respondents,   edited   for   grammatical   clarity,   on   the   next   couple   of   pages.     
  

13a.   Table   of   Common   or   Unique   Text   Used   in   Responses   
13b.   Word   Cloud   
13c.   Raw   Data,   with   copy-pastes   of   words   directly   from   the   Shopper’s   entries   

  
13a.   Table   of   Common   or   Unique   Text   Used   in   Responses   
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Q13:   Top   Common   Word   Usage   Responses    (repeat   1+)   

Word   use   count    Common   or     
unique   text   used   

10    Accessibility   Plan   



  
  

  
                                                                                     71   

8    Information   provided   

7    $20.00   

6    Discount   

6    No   Information   

6    No   Accessibility   Plan   information   

4    No   Sign   Language   Interpreter   Info   Available   

3    IP   Relay   

3    20   GB   

2    No   clear   standards   

2    No   data   for   VRS   usage   

1    No   Sign   Language   Access   Info   

1    Info   in   ASL   

1    Accessibility   Requirements   Met     

1    Accessibility   Services     

1    Not   equipped   for   DBHH   

1    Membership   Required   for   Discount   

1    Interpreter   provided   

1    Extended   Return   Policy     

1    Dynamic   Plans  

1    No   Guarantees   

1    10   GB   

1    2   GB   Discount   

1    30   GB   

1    50   GB   



13b.   Word   Cloud   Summary   
  

A  capture  of  the  most  frequent  word  usages  in  the  text  responses  is  created,  to  sum  up,                   
the   qualitative   responses   below   in   a    Word   Cloud :     

  
 13c.  OTHER  Text  Responses  -  note:  Sentences  were  edited  to  help  make              
grammatical   sense.   

  
1. Went  to  TELUS'  Accessibility  microsite  where  TELUS  provided  an  accessibility            

plan.   I   knew   they   had   untouched   data   while   using   VRS.   
  

2. No  explicit  information  on  Rogers’s  website  about  accessibility  with  the  provisions             
of   a   sign   language   interpreter.   
  

3. Virgin  Mobile  Accessibility  website  provides  information  for  Deaf  and  Hard  of             
Hearing  customers  but  unfortunately,  the  page  does  not  mention  how  to  book  an               
interpreter  or  call  the  accessibility  department  with  any  question  requesting  more             
info.   
  

4. No   guarantees   on   service   quality.   
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5. On  the  TELUS  Accessibility  website,  and  found  a  program  called  "TELUS  Tech              

for   Good"   program   in   collaboration   with   Neil   Squire.   
  

6. There  was  a  link  to  'TELUS  Accessibility  in  ASL'.  I  found  a  mobile  rate  plan                 
accessibility   discount   of   $20   for   Deaf   customers.   
  

7. Noticed   a   pattern   -   no   information   on   discounts   or   accessibility   online.   
  

8. The   staff   was   not   equipped   for   DBHH.   
  

9. Found  NOTHING!  Focused  on  Internet  &  TV  mostly.  I  saw  this  Eastlink  booth  in                
the  mall....  that  was  my  first  time.  Had  to  take  a  quick  look  in  my  mobile  to  find                    
information   about   its   accessibility...   :-(   

  
10. I  looked  at  the  website,  but  could  not  find  any  accessibility  requests.  Probably                

they  had  them,  but  it  was  hard  to  find…  the  website  focused  on  plans  and                 
bundles.   
  

11. When  I  enter  the  Bell  accessibility  website  they  don't  say  anything  much  on                
accessibility,  only  providing  demo  lists  of  different  features  to  check  but  it  seems               
like  no  phone  appears  with  all  the  lists  of  accessibility  features.  They  do  have                
accessibility   email   and   contact   info.   
  

12. I  did  an  email  request  for  an  interpreter  but  no  response  on  this.  I  noticed  there  is                   
a  chat  line  with  Bell,  so  I  connected,  and  a  fellow  named  Jack  from  Bell                 
answered.  There,  I  asked  about  the  Deaf  and  Blind  plan.  He  said  there  is  no                 
accessibility   plan.   
  

13.On  the  website,  I  looked  at  what  accessibility  they  provide  and  saw  lists  of                
different  features  that  possibly  have  on  phones  that  are  accessible  for  three              
areas.  Deaf,  Vision,  and  Physical  mobility.  There  is  a  20  dollars  discount  for               
people  with  disabilities  but  need  to  be  a  member  and  to  contact  accessibility  for                
this   discount.   
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 Question   14.    What   language   do   you   use?   
Out  of  30  shoppers,  the  majority  of  respondents  participated,   95% ,  using  responses              
English,   and   the   remaining    5%    used   French   and   LSQ   languages   for   communication.   
  

    

 
 Question  15:   How  did  you  communicate  with  the  salesperson?  ( Multiple            
responses   permitted)   

  
Deaf  people  with  sign  language  as  a  primary  language  face  communication  challenges              
with  the  greater  society  of  hearing  people  that  do  not  use  sign  language.  A  wide  variety                  
of  alternative  ways  of  communication  are  used  with  the  non-signing  staff  in  the  stores.                
Noting  that  multiple  responses  were  permitted  for  this  question,  a  total  of  152  entries                
were   made   in   response   to   this   question.     
 
36%  wrote  back  and  forth  using  pen  and  paper,  and   14%   with  14  shopper  visits,                 
Shoppers  wrote  that  they  were  lucky  enough  to  bring  intervenors  or  obtain  sign               
language  interpreters  to  attend  the  stores  with  them.   11   shoppers,  likely  the  identified               
hard  of  hearing,  attempted  to  communicate  with  lipreading  and  speaking  which  is  very               
challenging.  Some,   9% ,  went  the  modern  route,  and  typed  into  their  smartphones  and               
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Q14.   What   language   do   you   use?     

ASL/English   98   

French/LSQ   5   

Other   (please   specify)   0   

Total   Respondents  100   



typed  back  and  forth  with  the  staff  person,  by  typing  in  text  in  a  notes  type  of  app,  and                     
then  reading  the  other  persons’  typed  response  and  typing  back  in  a  back  and  forth                 
conversation.  A  limited  number  of  people  put  down  a  miscellaneous  number  of  text               
inputted  responses  that  show  other  ways  of  communicating,  followed  by  IP  Relay,   6% ,               
or   5%  were  VRS  contacts  or  modes  of  communication.  Other  lower  numbers  of               
shoppers  tried  other  means  of  communication  such  as  typing  back  and  forth  on               
computers  or  laptops  within  the  store  with  store  staff,  using  a  live  transcribing               
application  on  their  smartphones,  using  Video  Remote  Interpreting  (VRI)  or  bringing  a              
family   member   or   friend   along   to   assist   with   communication.     
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Q15.   How   did   you   communicate   with   the   salesperson?     
Write   on   paper   56   

Other   (please   specify)   37   

Lip   read   13   

Phone   type   13   

Type   on   computer/laptop   6   

On-site   interpreter   4   

Live  transcript  app  on  smartphone  (uses  microphone  to         
type   out   what   voice   said)   4   

VRI   interpreter   1   

Family   member   or   friend   0   

Total   Respondents:  101   



 
Total   of   39   entries   in   OTHER   as   follows:   

1. Provided   own   intervenor,   entered   in   3   different   responses.   
2. Typed  on  my  iPhone,  and  he  also  typed  on  his  phone  and  emailed  me  the                 

transcript!     
3. The  salesperson  was  very  rude  and  hung  up  on  me  on  both  IP  Relay  calls,  the                  

responses   were   below:   
- Oct  25:   they  don't  want  to  answer  calls  from  a  deaf  person,  said  to  go                 

in-store   directly    (then   hung   up)     
- Oct  26:   this  is  in-store  support  not  phone  support  and  he  said  you  have  to                 

come   into   the   store   and   he   hung   up   the   phone   
4. No  communication.  First,  they  hung  up  while  the  IP  Relay  operator  was              

explaining  communication.  On  the  second  call  they  hung  up  while  I  was  typing               
my   first   message   to   them.   

5. My   intervenor   helped   over   the   internet,   entered    3   different   responses.   
6. IP   Relay   call,   entered   in    8   different   responses.   
7. I   used   an   intervenor,   entered    5   different   responses.   
8. I   had   my   intervenor.   Telus   was   unwilling   to   cover   the   cost.     
9. ASL   interpreter     
10.VRS,   or   CAVRS,   was   entered   in   6   different   responses.   
11. They   had   a    tablet   device   for   voice   to   text     
12.Pointing   at   the   information   shown     
13.Type   up   on   the   computer   and   print   the   paper   to   answer   one   of   my   questions.   
14.Phone   call     
15.We  had  spoken  communication,  but  all  of  us  wore  masks.  I  made  several               

requests   to   repeat   what   was   said.   
16.Speak,   or   Speaking   was   entered   in    3   different   responses.   

  
 Question  16:   Did  you  contact  the  store  before  the  visit  to  make  arrangements  for                
a   sign   language   interpreter   or   an   intervenor?   

  
83%   of  the  survey  respondents  did  not  contact  the  store  in  advance  to  make                
arrangements  for  a  sign  language  interpreter  or  an  assistant.  Instead,  they  walked  into               
the  store  or  telephoned  to  find  out  how  the  employees  handled  their  communication               
disabilities.  Only  a  total  of   16  Shoppers  had  reached  out  to  the  store  to  inquire  if  an                   
interpreter  or  intervenor  could  be  arranged.  Whether  or  not  they  were  successful  in  this                
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will   be   apparent   in   the   next   few   questions.   

  
  

 
 Q17.  Was  a  sign  language  interpreter  or  an  intervenor  present  when  you  visited               
the   shop?   

  
Only   9%  of  people  reported  they  had  a  sign  language  interpreter  or  an  intervenor  with                 
them  when  they  went  to  the  store.  91%   of  the  individuals  surveyed  did  not  have  a  sign                   
language   interpreter   or   intervenor   with   them   at   any   one   time.   
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Q16.  Did  you  contact  the  store  prior  to  the  visit  to  make  arrangements              
for   a   sign   language   interpreter   or   an   intervenor?   

Yes   16   

No   83   

Skipped   1   

Total   Respondents:  100   



  

  
  

 Q18.  "Was  the  sign  language  interpreter  able  to  provide  adequate            
accommodation   for   your   accessibility   needs?"   

  
  

  
  

 Q19.  "If  you  did  NOT  have  a  sign  language  interpreter,  did  you  experience  a                
language   barrier   during   your   interaction   with   the   staff?"   

  
The  results  are  50%  of  the  Shoppers  had  a  language  barrier  when  there  wasn’t  a  sign                  
language  interpreter  present,  while  the  other   50%   felt  they  did  not,  which  includes  the                
people   who   skipped   this   question.     
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Q17.  Was  a  sign  language  interpreter  or  intervenor  present  when  you  visited             
the   shop?   

Yes,   Interpreter   or   intervenor   present   8   

No   interpreter   or   intervenor   present   81   

Total   Respondents  89   

Q18.  "Was  the  sign  language  interpreter  able  to  provide  adequate           
accommodation   for   your   accessibility   needs?"   

Yes   57   

No   14   

Total   respondents :                      71   



  
  

  
 Q20.   Did   you   feel   the   staff   person   fully   understood   you?   

  
Overall,  the  Shoppers  are  likely  to  feel  they  have  no  choice  but  to  do  with  what  options                   
are  available  to  them,  such  as  writing  on  pen  and  paper  or  texting  in  devices  for                  
communication,  and  think  it  is”  good  enough,”  and  with  this,  they  didn’t  feel  they  were                 
completely   understood   with   the   limited   communication   they   were   having,   at    62%.   
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Q19.  "If  you  did  NOT  have  a  sign  language  interpreter,  did  you  experience  a               
language   barrier   during   your   interaction   with   the   staff?"   

Yes   50   

No   48   

Skipped     2   

Total    Respondents:  100   



  
 Q21.   Did   you   feel   you   fully   understood   them?   

  
Now  we  are  talking  about  the  reverse,  does  the  Shopper  understand  the  retail  sales                
staff?   It   is   almost   the   same,   with    56%    not   understanding   the   sales   staff.   

  

  
  
  

  
 Q22.  Was  the  store  accessible  to  you?  Choose  examples  of  why  or  why  not  the                 
store   is   accessible   to   you   (can   choose   more   than   one):   

  
44%  of  the  Shoppers  were  able  to  just  walk  in  and  figure  out  things  by  looking  around                   
the  store.   22%   of  consumers  provided  text  comments  are  seen  below,  many  of  which                
described  the  store  scenarios  concerning  the  current  pandemic  with  COVID-19.  Another             
19%  specified  that  they  could  not  go  in  due  to  the  fact  they  were  situated  in  the  “red                    
zones”   of   their   locations   because   of   this   pandemic   (COVID-19).     
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Q20.  Did  you  feel  the  staff  person  fully         
understood   you?     
No   62   

Yes   38   

Total   Respondents: :  100   

Q21.   Did   you   feel   you   fully   understood   them?    
No   56   

Yes   44   

Total   Respondents:  100   



The  rest  explained  which  method  of  contact  they  made  instead,  for  example  using  IP                
Relay  Services  or  Video  Relay  Services.  Many  in  the  text  comments,  and   2%  indicated                
there  was  no  in-store  Video  Remote  Interpreting  option.  Very  few  stores,  at   2% ,  offered                
sign  language  by  staff  knowledge  or  experience  or  sign  language  interpreters  available              
upon  return  to  the  store.  In  the  table,  the  numbers  for  the  VRS  and  IP  Relay  from  the                    
comments  were  merged  for  the  analysis,  and  integrated  into  the  chart,  but,  the  fact  is,                 
the   numbers   of   the   raw   comments   are   larger   and   the   list   is   long,   as   seen   below.   
  

  
OTHER   text   comments:   

1. No   devices   available   to   look   at   due   to   COVID-19     
2. They  were  expecting  me  and  let  me  in  when  they  saw  me  standing  outside                

signing   ASL   with   the   interpreter.   
3. IP   Relay   call.   Not   in   store.   
4. IP   Relay   call.   
5. Used   IP   Relay.   No   store   visit.     
6. I   did   an   IP   Relay   call.   
7. Not   applicable   (N/A)   (7   entries   with   the   same   wording)   
8. Wished   to   call   Canada   VRS   for   that   visit.   Didn't   think   of   it.   
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Q22.  Was  the  store  accessible  to  you?  Choose  examples  of  why  or  why  not  the                
store   is   accessible   to   you   (can   choose   more   than   one):   

Can  you  walk  into  the  store  and  be  able  to  figure  things  out              
just   by   looking   around   the   store?   44   

Other   (text   responses)   22   

Due   to   COVID-19,   did   not   enter   store   or   met   outside   store   19   

IP   Relay   4   

VRS   4   

Did  anybody  at  all  in  the  staff  know  Sign  Language  or  even             
fingerspelling?   3   

Do  they  have  video  remote  interpreting  available  during  all          
store   hours?   2   

Did  they  offer  sign  language  interpreting  scheduled  for  another          
time?   2   

Answered  100   



9. Did   not   enter   the   store.   
10.Couldn’t   go   to   the   store.     
11. Didn’t   go   to   the   store   because   we   are   in   a   red   zone.   
12. I   can’t   go   to   the   store   because   we   are   in   a   red   zone.   So   I   called   through   IP   Relay.   
13.Called   via   CAVRS.   
14.Due  to  COVID-19  protocols,  there  were  limitations  but  I  was  able  to  meet  with  the                 

salesperson   with   no   problems.   
15.They  were  expecting  me  and  let  me  in  when  they  saw  me  standing  outside                

signing   ASL   with   the   interpreter.   
16.Due  to  COVID-19  protocols  there  were  limitations  but  I  was  able  to  meet  with                

salespeople.     
17.Due  to  COVID-19  protocols,  access  was  a  bit  limited  but  I  was  able  to  meet  with                  

a   salesperson.   
18. It   wasn't   a   store   but   a   small   area   in   the   mall   hallway.     
19.No   clear   policy   on   helping   deaf   people.   (the   same   comment   appeared   twice)   
20.One  person  said  to  know  a  bit  of  sign  language  (Asian)  and  tried  to  sign  with  me                   

but  I  recognized  it  as  BSL,  not  Asian.  Explained  that  we  need  an  ASL  interpreter                 
as  there  are  many  different  sign  languages  and  that  it  isn't  universal,  same  as                
spoken  language.  Said  okay,  will  contact  me  by  text/email  to  arrange  an              
interpreter.   

21.No   VRI   available.   (this   comment   appeared   twice)   
22.There   was   NO   offer   of   VRI   at   all.     
23.There  was  no  mention  of  access  to  ASL,  only  the  English-based  option  via  paper                

and   pen.   
24.No   information   on   accessibility   features.   
25.No  it  took  a  while  to  figure  out  and  didn't  have  any  offer  with  Sign  language                  

access.   
26.The   store   was   inaccessible.   
27.COVID19   restrictions   had   to   stay   outside   of   the   store.   
28.Called   via   VRS.(this   comment   appeared   three   times)   
29. It   was   a   shop   within   itself.  
30.This  store  was  a  bit  smaller  and  due  to  COVID-19,  I  could  not  really  go  around                  

the   store   -   only   went   to   that   table   where   I   could   write   back   and   forth   with   XXXX.   
31.Not  at  all  accessible  -  I  can’t  enter  the  store,  we  communicate  at  the  entrance                 

door.     
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32.The  sales  associate  met  me  at  the  front  of  the  store  where  a  table  was  set  up                   
with   clear   plexiglass   for   face-to-face   interaction.   Good   lighting.   

33.Because  of  Covid  the  store  was  closed  off  and  the  sales  associate  met  me  at  the                  
front  of  the  store.  I  had  face-to-face  contact  with  him  and  appreciated  that  he                
wasn't   wearing   a   mask   so   I   could   lipread.   

34.No  phone  display.  No  other  materials  like  printed  out  or  TV  ads.  Nothing.  Can  tell                 
that   this   booth   is   new.   

35.Not   allowed   in   due   to   covid.   
36.No   to   all.   Covid   limitation.   
37.She  made  me  feel  welcomed  and  ready  to  help  me  with  my  questions.  She  gave                 

me  good  information.  She  even  double-checked  with  the  Bell  Aliant  Accessibility             
inquiries  office  but  office  hours  are  closed  at  5.  She  gave  me  an  email  for  me  to                   
contact  the  office  regarding  the  accessibility  plan.  She  even  knows  that  they              
already   offer   20   dollars   off.   

38.When  I  walked  into  the  store,  there  was  a  stanchion  and  a  small  table  with                 
several  bottles  of  hand  sanitizer.  A  salesperson  gave  me  a  warm  welcome  after  I                
informed  him  that  I  was  Deaf.  He  guided  me  to  a  table  with  two  chairs.  After  Q/A                  
with   him,   he   moved   us   to   a   counter   where   a   computer   was.   

39.This   store's   stanchion   was   closed.   Mall   rules.     
40.Won't  let  me  come  in.  So  the  salesperson  brought  a  pad  and  a  pen.  Video                 

submitted.   
41.NONE!  Can't  enter  the  store  due  to  distance  and  COVID.  There  was  a  rope  to                 

block   me   from   entering,   so   I   had   to   stand   outside   chatting   with   a   salesperson.   
42.Friendly  and  communication  direct  to  me  not  to  intervene  and  check  with  me  by                

providing   information   in   larger   print.   
43.None  of  the  above  seems  DB  friendly  environment  because  once  you  walk  into               

the  store  I  am  not  able  to  hear  the  staff  tell  me  to  stop  and  tell  me  where  I  should                      
be  stand  due  to  the  distance,  but  lucky  to  have  the  intervenor  stop  me  and  tell                  
me  what  staff  mention  while  the  two  staffs  still  stand  behind  the  counter  not  come                 
to   me   due   to   distance.   

44. It   didn’t   have   anything   about   unlimited   text.   
45.Store  was  blocked  by  signs  regarding  the  limit  to  people  in  the  store.  No  one                 

provided   an   interpreter.    
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 Q23.  What  was  the  reaction  of  salespeople  when  you  said  you  were  Deaf  or                
Deaf-Blind?  Choose  the  experience  you  had  (can  choose  more  than  one)  -  Did  the                
salesperson   or   staff   person:   

  
This  question  was  put  in  to  allow  us  to  envision  what  the  initial  encounter  and                 
experience  is  of  the  Shoppers  as  they  enter  the  store  for  the  first  time,  and  what  the                   
reaction  is  of  the  salespersons  within  these  storefronts.  The  largest  number  of             
Shoppers,  at   43% ,  experienced,  when  they  walked  in  the  store,  scenarios  where  staff               
grabbed  a  pen  and  paper  to  initiate  communication.  Nearly  as  many  of  the  shoppers                
( 35% )  needed  to  initiate  the  communication  and  explain  to  the  employees  how  to  serve                
them.  Fewer  situations,   8% ,  took  place  where  pantomime  and  gestures  have  been              
exchanged  in  hope  of  communicating,  communication  by  typing  text  on  devices  back              
and  forth  or,  conversely,  sometimes  staff  members  became  so  uncomfortable  and             
backed  off  to  avoid  communication  with  the  Deaf  or  hard  of  hearing  customer.  As                
anticipated,   no   one   was   directed   toward   a   video   remote   interpreting   option   in   the   store.   
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 24.  How  did  they  answer  your  questions  about  devices,  about  special  Deaf              
pricing   packages,   about   your   needs/wishes?   

  
This  question  was  an  opportunity  for  Shoppers  to  respond  and  describe,  in  typed               
comments,  how  store  staff  responded  to  the  questions  asked  about  devices  and  special               
Deaf   pricing   packages   and   the   customers’   needs   or   wishes.     
  

Shoppers  typed  out  text  comments,  and  DWCC  et  al.  analyzed  the  common  word               
usage  among  the  long  list  of  text  remarks,  and  the  largest  number  of  Shoppers,  at   31%,                  
explained  that  overall,  they  didn’t  have  sufficient  information  offered  to  them  about  the               
devices.     
  

a. While  it  seems  slightly  less,  at   18% ,  say  they  did  get  information  supplied  by  the                 
salespeople.     

b. Others  identified  their  interactions,  both  at   12% ,  as  communicating  by  paper  and              
pen   or   that   generally,   the   staff   were   “helpful.”     

c. Conversely,  quite  a  few  say  the  salespeople  had  “no  knowledge”,  at   8% ,  and  did                
not  provide  different  format  options  of  the  contracts  or  information  available  to  the               
customer,   at    7% .     

d. Some,  at   6% ,  were  provided  discount  information  while  others  received            
unsatisfactory  customer  service,  at   5%,   as  usual,  some  stores  have  “bad  apples,”              
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Q23.  What  was  the  reaction  of  salespeople  when  you  said  you  were  Deaf  or               
Deaf-Blind?  Choose  the  experience  you  had  (can  choose  more  than  one)  -  Did              
the   salesperson   or   staff   person:   

Immediately   search   for   pen   and   some   paper   41   

Did  you  have  to  be  assertive  and  initiate  the  communication  yourself  and             
have   to   explain   to   them   how   to   be   accessible?   34   

Try   to   pantomime   what   they   were   saying?   8   

Immediately  offer  you  a  device  so  the  two  of  you  could  text  back  and  forth  on                 
it   8   

Back   away   or   avoid   you?   5   

Immediately   steer   you   toward   a   remote   interpreting   screen?   0   

Total   Respondents:  100   



while   others   have   amazing   staff   who   work   there.     
  

There  was  a  range  of  other  common  responses  about  membership  being  required  for               
the  accessibility  discount,  the  extended  return  policy,  the  specific  description  of  the              
$20.00  discount,  a  miscellaneous  of  discounts  were  offered,  and  that  papers  were              
provided,  and  the  general  comment  that  masks  that  staff  were  wearing  were  a  barrier  to                 
communication  while  in  the  store.  On  the  other  hand,  shoppers  experienced  frustration              
with  staff  assuming  their  needs,  and  not  asking  enough  questions  to  ascertain  their               
needs.     
 
These  retail  staff  persons  were  not  having  a  clear  or  full  understanding  of  the  discounts                 
or  demonstrated  unawareness  that  they  are  even  available,  and  even  not  offering  the               
discounts  when  they  are  available.  Some  even  described  the  interactions  as             
uncomfortable   as   customers.     
 
DWCC  et  al.  are  concerned  with  the  lack  of  knowledge  or  awareness  of  Video  Relay                 
Services  (VRS)  and  the  general  unawareness  that  these  data  packages  are  critical  for               
video  calling  communications.  The  most  common  occurrences  in  the  text  were  collated              
in  this  table,  and  a  word  cloud  captured  the  most  used  words  for  the  text  for  the                   
responses  to  this  question,  and  then  followed  with  raw  text  responses  by  respondents               
on   the   next   couple   of   pages.     
24a.   Table   of   Common   or   Unique   Text   Used   in   Responses   
24b.   Word   Cloud   
24c.   Raw   Data,   with   copy-pastes   of   words   directly   from   the   Shopper’s   entries   
  

24a.   Table   of   Common   or   Unique   Text   Used   in   Responses   
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Q24:   Top   Common   Word   Usage   Responses    (repeat   1+)   

Word   use   count   Common   or   unique   text   used   

31   Not   Enough   Information   

18   Information   Provided   

12   Paper   and   pen   

12   Helpful   

8   No   Knowledge   

7   No   Format   Options   
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6   Discount   

5   Poor   Customer   Service   

4   Information   Referral   

3   Membership   Required   for   Discount   

3   Knowledgeable   

3   Extended   Return   Policy   

3   Expensive     

3   Assumed   My   Needs   

3   Accessibility   Plan   

3   $20.00   

3   Uncomfortable   Service   

2   Papers   provided   

2   No   Understanding   of   Discount   

2   No   Discount   Offered   

2   No   Disability   Plan   

2   No   Data     

2   No   Customer   Service   

2      Mask   Barrier   

2   Incorrect   Referral   

2   Friendly   

2   Brief   

2   Avoided   questions   

2   Additional   discounts   offered   

2   Not   enough   info   on   VRS   data   

2   Advised   to   get   Another   Phone   



24b.   Word   Cloud   Summary   
  

A  capture  of  the  most  frequent  word  usages  in  the  text  responses  is  created,  to  sum  up                   
the   qualitative   responses   below   in   a    Word   Cloud :     

  
24c.   Selected   raw   comments,   edited   for   grammatical   clarity:   

1.   They   hung   up   and   refused   to   talk   to   me   when   I   called   IP   Relay.  
2.   They   were   not   comfortable,   and   the   experience   was   not   cool.   
3.   They  answered  by  writing  down  but  they  were  in  a  rush  as  there  was  a  line                  

behind  me  so  I  felt  they  were  very  brief  instead  of  elaborating  and  explaining                
well.   

4.   They  were  quick  and  not  friendly  because  they  didn’t  want  to  write  and  I  kept                 
telling   them   to   write   on   paper   again   and   again.   

5.   Felt  taken  advantage  of,  with  the  fact  that  I  did  not  know  about  the  disability                 
discount.   

6.   The  agent  knew  most  of  the  answers  and  was  very  friendly.  Offered  data  plans                
and  right  off  the  bat.  Said  they  had  a  20  dollars  discount  for  disability.  The  store                  
would   provide   braille   or   large   print   formats.   

7.   Yes  but  the  agent  admitted  she  didn’t  know  much  about  accessibility  plans  and               
asked   me   to   call   Bell   Accessibility   Centre.   

8.   Recommended   the   Samsung   Galaxy   A71   phone   without   explaining   why.   
9.   They  were  not  aware  of  any  pricing  packages  for  Deaf  customers.  The              

salesperson   double-checked   and   confirmed   no   plans   were   in   place.   
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10.  I  explained  that  I  used  American  Sign  Language  so  there  was  no  way  I  could  use                   
the  calling  feature  and  there  was  no  point  in  paying  for  that  but  staff  said  all  plans                   
came   with   texting   and   calling   anyways   so   basically   I   had   no   choice.   

11.  The  salesperson  did  well  answering  my  questions  about  the  device  i.e.  photo               
quality  and  storage,  however  was  not  as  knowledgeable  about  deaf  pricing             
packages.  Simply  showed  a  link  on  the  tablet  regarding  accessibility            
plans/features.   

12.  They  were  very  accommodating  -  MTS  (before  they  merged  with  Bell)  was  very                
familiar  with  the  deaf  plan,  unfortunately,  they  cut  out  the  deaf  plan  for  a  while  in                 
their   stores   then   merged   with   Bell   who   did   not   offer   a   deaf   plan.   

13.  Salesperson  was  excellent,  well  prepared.  Knowledgeable  about  accessibility           
plan/discount,   accessible   format   options.   Did   not   need   to   look   it   up.   

14.  They  first  pointed  at  the  standard  plan  on  the  computer  when  I  asked  for  a  more                   
than  10  GB  data  plan.  I  told  them  that  more  than  a  10  GB  of  data  plan  on  the                     
plan  lists  is  more  expensive.  They  said  "sorry,  we  have  no  other  plan  to  match                 
your   needs.   

15.  Avoided  questions,  tried  to  send  me  back  to  Fido,  which  seemed  to  be  a                 
common   trend.   

  
 Q25.   Did   they   encourage   you   to   have   a   data   plan   that   contains   more   than   10   GB   
for   an   affordable   price?   

  
DWCC  et  al.  needed  to  see  if  the  store  employees  were  understanding  and               
acknowledging  that  bigger  data  packages  were  better  for  the  video  calling  needs  and               
accessibility  of  Deaf,  Deaf-Blind  and  Hard  of  hearing  Canadians.  The  results  were              
mixed,  in  part  to  the  fact  that  the  stores  were  already  promoting  10GB,  20GB,  or  even                  
30GB   data   packages.     
 
49%  said  no,  the  salespeople  were  not  promoting  more  than  10GB  data  packages  at  a                 
reasonable  price,  while   43%  said  yes,  they  were  offered  promotional  data  bucket              
packages  and  8%  said  they  were  unsure,  possibly  due  to  barriers  with              
miscommunications   or   not   clear   communication   with   the   sales   staff.   
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 Q26.  Were  you  recommended  accessibility-specific  products/services  suitable  to          
your   accessibility   needs?   

  
DWCC  et  al.  needed  to  see  if  sales  staff  were  offering  or  recommending  accessibility                
specific  products,  such  as  the  devices,  smartphones  or  tablets  or  services  such  as  the                
data  packages  with  the  accessibility  discounts  or  the  extended  return  period  for              
accessibility.  Not  surprisingly,   76%  of  the  shoppers  said  “No.”  Only  24  out  of  the  100                 
store  visits  had  the  experience  of  accessibility  products  or  services  recommended  to  the               
Deaf,   Deaf-Blind   or   Hard   of   hearing   shoppers.   
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Q25.   Did   they   encourage   you   to   have   a   data   plan   that   
contains   more   than   10   GB   for   an   affordable   price?   

Yes   43   

  No   49   

  Not   sure   8   

Total   Respondents :  100   



  
 Q27.  Did  the  sales  agent  mention  any  accessibility-related  rebates  or  “discounts”,             
ie.   $15.00   or   $20.00   per   month?   

  
DWCC  et  al.  needed  to  see  if  any  sales  staff  were  directly  mentioning,  offering  or                 
recommending,  the  accessibility  plans,  as  rebates  or  discounts  off  the  monthly  data              
packages  to  the  Deaf,  Deaf-Blind  and  Hard  of  hearing  Canadians.  Only   26%  mentioned               
the   accessibility   plan.   

  
As  we  expected,   74%   of  the  Shoppers  said  “No,”  and  that  they  were  not  told  about                  
these  accessibility  plans.  This  evidence  shows  that  there  is  still  a  widespread              
unawareness   of   the   availability   of   these   accessibility   measures.   
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Q26.   Were   you   recommended   accessibility-specific   
products/services   suitable   to   your   accessibility   
needs?   

Yes   24   

No   76   

Total   Respondents:  100   



  
 Q28.  Did  the  sales  agent  mention  that  the  trial  period  for  consumers  with  a                
disability   is   30   days   and   not   15   days?   

  
DWCC  et  al.  needed  to  see  if  any  sales  staff  were  aware  of  the  exception  for  people                   
with  a  disability,  that  the  return  policy  for  the  device  or  services,  or  the  trial  period  was                   
extended  to  30  days.  Only   16% ,  16  store  visits  revealed  employees  or  sales  staff  that                 
are  aware  of  the  extended  trial  period.   5%  were  unsure,  meaning  due  to  unclear                
communication  they  were  not  sure  if  the  staff  were  aware  or  if  they  were  offered  or                  
mentioning   this   extended   trial   period.     
 
As  expected,  a  resounding   79%  did  not  mention  and  are  generally  unaware  of  the                
extended   period   offered   for   consumers   from   accessibility   groups   to   30   days.   
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Q27.   Did   the   sales   agent   mention   any   
accessibility-related   rebates   or   “discounts”,   ie.   $15.00   or  
$20.00   per   month?   

Yes   26   

No   74   

Total   Respondents  100   

Q28.  Did  the  sales  agent  mention  that  the  trial  period  for            
consumers   with   a   disability   is   30   days   and   not   15   days?   

Yes   16   

No   79   

Unsure   5   

Total   Respondents:  100   



 Q29.  Did  you  get  the  information  you  needed?  If  yes,  in  what  format?  Please                
choose   what   format   you   received   the   information:   

  
74%   agreed  that  yes,  they  got  the  information  they  needed  from  their  store  visit,                

and  how  they  received  this  information  was  most  commonly  from  the  direct              
communication  with  the  salesperson.  Whether  it  was  the  specific  information  they             
wanted  or  needed,  depends  on  the  responses  in  the  other  questions  they  were  asked  in                 
this  project.   22%  received  the  information  through  printed  material  they  were  given  in               
the   stores,   while    5%    received   their   information   from   referrals   to   online   information.     
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Q29.  Did  you  get  the  information  you  needed?  If  yes,  in  what             
format?   Please   choose   what   format   you   received   the   information:   

Salesperson’s  direct  communication  with     
you  (writing  back  and  forth  or  on  phone  or          
tablet   communication)   65   

Printed   material   19   

Referral   to   online   information   4   

Total   Respondents:  88   



 Q30.  Do  you  think  you  were  given  sufficient  accommodation  to  make  an  informed               
decision?   

  
DWCC  et  al.’s  crucial  focus  of  this  project  is  to  determine  whether  the  stores  are                 

providing  sufficient  accommodation  to  make  an  informed  decision.   52%  of  the  shoppers              
said  No,  they  were  not  given  sufficient  access  to  make  a  fully  informed  decision  for  their                  
shopping  needs.   36%  of  the  Shoppers  said  yes  they  were  given  enough              
accommodation  to  make  informed  decisions  and  another   12%  said  they  were  unsure,              
probably  because  the  information  provided  to  them  was  ambiguous,  mainly  because  of              
communication   barriers.     
  

  
  

  
 Q31a.  Were  you  asked  whether  you  need  your  contract  in  an  alternative  format?               
(large   text,   braille,   etc.)   

  
The  query  about  whether  the  shopper  was  asked  if  they  needed  their  contract  in  an                 
alternative  format,   87%  responded  store  staff  did  not  demonstrate  adequate  foresight             
and  ask  if  alternative  means  of  providing  information  were  available  should  their              
Deaf-Blind  Shopper  need  it.  While   4%  said  yes,  they  were  offered  alternative  formats,               
and    9%    were   unsure   if   they   were   asked,   possibly   due   to   communication   inadequacies.     
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Q30.  Do  you  think  you  were  given  sufficient         
accommodation   to   make   an   informed   decision?   

Yes   36   

No   52   

Unsure   12   

Total   Respondents:  100   



Thus,  it  should  be  noted  that  with  the   30  store  visits  by  Deaf-Blind ,  some  visiting  more                  
than  three  stores,  the  breakdown  is  different.  Truthfully,  in  a  perfect  survey,  the  Deaf  or                 
hard  of  hearing  shopper  respondents  and  participants  should  have  just  skipped  the              
question  if  it  did  not  apply  to  them.  A  separate  analysis  is  illustrated,  charted  and                 
analyzed   below.   
  

  
  

 
 31b.   Deaf-Blind   Analysis     
 
Upon  further,  and  deeper,  analysis  by  focusing  on  only  the   30  Deaf-Blind  identified  with                
their  shopping  experiences,  only  2  answered  Yes,  while   25  answered  No,  and   3  of  the                 
store  experiences  left  these  Deaf-Blind  ensure  that  they  were  offered  their  contract  in               
alternative  formats,  such  as  large  text,  or  braille  as  possible  alternatives.  It  might  be  that                 
they  were  not  asked,  they  did  not  ask,  or  that  they  were  not  given  a  chance  to  ask,  due                     
to   being   hung   up   on,   or   because   of   miscommunications.   
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Q31.  Were  you  asked  whether  you  needed  your  contract  in           
an   alternative   format?   (large   text,   braille,   etc.)   

Yes   4   

No   87   

Unsure   9   

Total   Respondents:  100   



  
  

  
  

 Q32a.  Was  the  contract  in  the  alternative  format  able  to  accommodate  your              
accessibility   needs?   

  
The  result  here  is   87%  said  the  contract  in  an  alternative  format  did  not  meet  their                  
needs,  and  only   13%  said  it  met  their  needs.   It  should  be  made  clear  that  10  people  did                    
skip  this  question,  and  the  total  number  of  respondents  to  this  question  was  90,  not  100.                  
The  Deaf  or  hard  of  hearing  shoppers  should  have  just  skipped  the  question  if  it  did  not                   
apply   to   them.     
  

The  number  of  store  visits  by  Deaf-Blind  identified  customers  totalled  30,  with  a  total  of                 
8  Deaf-Blind  visiting  them.  To  make  more  sense  of  these  numbers,  the  Deaf-Blind               
extracted   data   in   its   separate   table,   chart   and   analysis   below.   
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Q31.  Were  you  asked  whether  you  need  your         
contract  in  an  alternative  format?  (large  text,  braille,         
etc.)   Deaf-Blind   only   responses   

Yes   2   

No   25   

Unsure   3   

Total   Respondents:                30   



  
  

 
 32b.   Deaf-Blind   Analysis     

  
Some  of  the  8  Deaf-Blind  did  visit  more  than  three  stores,  to  the  total  of  30  store  visits                    
by  Deaf-Blind  shoppers.  One  of  the  entries  had  to  be  cleaned  out,  of  these  Deaf-Blind                 
Shoppers,   only  3  of  these  shoppers  were  able  to  say  that  the  contract  provided  to  them                  
in  an  alternative  format  was  satisfactory  and  accommodated  their  accessibility  needs,             
while  the   other  25  said  “No,”  they  were  not  satisfied  with  the  accessibility  provided  to                 
them.     
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Q32.  Was  the  contract  in  the  alternative  format  able          
to  accommodate  your  accessibility  needs?      
Deaf-Blind   

Yes   12   

No   78   

Total   Respondents:    90   



  
  

 Q33.   Were  there  any  other  accessibility  barriers  or  difficulties  that  you  experienced  in                           
the   store?   
  

Shoppers  had  an  opportunity  to  leave  text  comments  to  describe  other  accessibility              
barriers  or  challenges  that  they  were  experiencing  while  they  were  in  the  stores.  A                
rundown  of  the  total  text  responses  for  this  question,  counting  at   81  text  comments,  the                 
most  frequent  word  usage  was  the  word  “barriers,”  with   14  usages,   11  times  people                
typed  “pen  and  paper,”   8  typed  “mask  barrier,”  and   6  mentioned  that  staff  most                
commonly  had  “no  knowledge”  or  the  shoppers  experienced  “poor”  or  “uncomfortable”             
service.     
  

Unfortunately,  the  most  common  word  usage  was  that  there  was  “no  ASL  interpreter               
provided.”  The  theme  and  most  common  range  of  topics  was  focused  on  barriers,  and                
the  types  of  barriers  experienced  such  as  limited  communication,  limited            
communication,  poor  training  of  staff,  and  often  left  the  shoppers  feeling  frustrated,              
deflated,   discouraged   and   feeling   like   they   were   discriminated   against   in   the   store.   
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Q32.  Was  the  contract  in  the  alternative  format  able  to           
accommodate   your   accessibility   needs?   Deaf-Blind   

Yes   3   

No   25   

Total   Respondents:                    30   

Q33:   Top   Common   Word   Usage   Responses    (repeat   1+)   

Word   use   count   Common   or   unique   text   used   

14   Barriers   

11   Pen   and   Paper   

8   Mask   Barrier   

6   No   Knowledge   

6   Poor    Customer   Service     

6   Uncomfortable   Service   

5   No   ASL   Interpreter   Provided   



  
33b.   Word   cloud   composing   of   the   most   common   word   usage:   
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5   Space   Not   Friendly   

4   Helpful   

4   Not   Enough   Information   

3   ASL   interpreter   provided   

3   Communication   Barrier   

3   Limited   Communication   

3   No   Format   Options   

3   Info   Referral   

3   No   Other   Barriers   

3   Poor   Training   of   Staff   

2   Deflated   

2   Discriminatory   

2   Frustration   



33c.   Selected   raw   comments,   edited   for   grammatical   clarity:   
1.   Freedom   was   unfamiliar   with   accessibility   and   related   programs.  
2.     Shaw   was   unfamiliar   with   accessibility   and   related   programs.   
3.  The  Wireless  Code  wording  was  small  and  not  posted  on  the  wall  and  visible,                 

and  instead  on  the  table  in  front  of.  It  DID  have  the  30-day  period  for  persons                  
with   disability   on   their   printout   compared   to   Rogers   the   other   day.   

4.   The   staff   refused   to   speak   to   me   when   I   called   using   IP   Relay.   
5.   No   communication.   The   person   hung   up   on   both   calls.   
6.   Just  that  the  agent  had  no  idea  what  accessibility  features  bell  had  and  kept                

trying   to   refer   me   to   the   accessibility   department   
7.   Wearing  masks  was  the  barrier.  No  ASL  interpreter…  The  alternative  is  to              

lip-read.  Writing  on  paper  helps  while  I  was  able  to  communicate  verbally  and               
read   the   paper.   

8.   Lack  of  deaf  culture  knowledge,  training  for  staff,  as  well  as  knowledge  about               
connecting  to  hearing  aids  and  other  devices  (compared  to  Bell).  I  would  say               
Rogers  ranked  third  for  accessibility,  as  there  was  not  much  space  to  sit  down                
and   discuss   plans,   lights   were   also   too   dim   for   writing   with   paper   and   pen.   

9.   The  in-store  printed  Wireless  Code  did  not  have  the  30-day  for  persons  with               
disability  on  the  poster  that  was  displayed.  Photo  provided.  Staff  were  unaware  of               
the  accessibility  plan  and  had  to  look  it  up.  I  had  to  educate  them  and  show  them                   
where   to   find   the   information   on   their   website,   not   the   other   way   around.   

10.   Staff   got   a   little   frustrated   when   I   asked   them   to   repeat   things   over   and   over.   
 11.  They  wear  masks  and  don’t  fully  take  them  off  so  I  couldn’t  understand  them                  

clearly.   The   reply   from   the   staff   was,   “We   don’t   do   that   here.”   
12.  There  was  no  mention  of  an  ASL  interpreter  or  any  ASL-related  resources.  It  felt                 

like  a  huge  hassle  to  arrange  for  an  ASL  interpreter  online.  I  did  not  feel  like  an                   
equal   to   hearing   people   who   can   enter   the   store   anytime   and   with   ease.   

13.  The  ‘Accessibility  Certification’  form  that  she  handed  to  me  to  get  the  2GB                
accessibility  add-on  immediately  disgusted  me.  It's  grossly  invasive  and  places            
the  power  of  getting  a  discounted  rate  on  medical  professionals.  That  is              
unreasonable   so   I   walked   away.   

14.  Obstacles,  poor  lighting,  too  many  people  in  a  small  store,  and  being  stuck                
outside   of   the   store.   

15.   Plex   Glass...   No   display,   No   TV,   No   Printed   material.   
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 Q34.   Please  type  out  or  insert  an  ASL  or  LSQ  video  link  with  any  additional                  
comments   about   your   experience   in   today’s   in-store   visit.   Enter   text:   
  

Out  of  the  100  store  visits,  62  Shoppers  decided  to  leave  text  comments  to  respond                 
here,  DWCC  et  al.  undertook  a  word  analysis.  The  most  common  words  used  in  the  text                  
comments  were  a  mixed  bag  of  positive  and  negative  words,  for  example,  the  highest                
mentioned  text  words,  with  13  mentions  was  “poor  customer  service”,  while  8              
mentioned  “good  customer  service,”  while  12  times  “No  Knowledge”  was  mentioned,  at              
the  same  time  9  mentioned  “knowledgeable,”  but  the  weight  should  be  on  the  highest                
mentioned  words  for  the  overall  experience.  Some  mentioned  awareness  of  staff  about              
the  “extended  return  policy,”  as  opposed  to  those  not  being  aware  of  this  with  “no                
extended  return  policy.”  And  many  mentioned  not  having  discounts  offered  to  them  or               
mentioned   to   them,   when   referencing   the   accessibility   rebate   or   discount.     
 
The  most  common  occurrences  in  the  text  were  collated  in  this  table,  and  a  word  cloud                  
captured  the  most  used  words  for  the  text  for  the  responses  to  this  question,  and  then                  
followed   with   raw   text   responses   by   respondents   on   the   next   couple   of   pages.     
  

34a.   Table   of   Common   or   Unique   Text   Used   in   Responses   
34b.   Word   Cloud   
34c.   Raw   Data,   with   copy   pastes   of   words   directly   from   the   Shopper’s   entries   
  

34a.   Table   of   Common   or   Unique   Text   Used   in   Responses   to   Q34   Shop   Scenarios   
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Q34:    Top   Common   Word   Usage   Responses    (repeat   1+)   

Word   use   count   Common   or   unique   text   used   

13   Poor   Customer   Service   

12   No   Knowledge   

10   Friendly   

9   Knowledgeable   

8   Good   Customer   Service     

8   Helpful     

7   No   Discount   

5   Brief   



  
  

34b.   Word   cloud   composing   of   the   most   common   word   usage   
A  capture  of  the  most  frequent  word  usages  in  the  text  responses  is  created,  to  sum  up                   
the   qualitative   responses   below   in   a    Word   Cloud :     
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5   Discount   

5   Extended   Return   Policy   

4   Printed   Info   Provided   

4   Website   Referral   

3   Communication   Barrier   

3   Format   Options   

3   Info   Referral   

3   Mask   Barrier   

3   No   Extended   Return   Policy   

2   Pen   and   Paper   



  
34c.   Selected   raw   comments,   edited   for   grammatical   clarity:   

1.   Please  note  I  have  purchased  a  new  iPhone  and  data  plan  by  phone,  I  have                 
asked  them  about  the  accessibility  plan,  the  person  on  the  phone  said  not  have,                
never  heard,  just  follow  what  deal  on  the  web  page  home,  I  asked  to  check  with                  
his   manager,   he   said   no   must   follow   what   deal   on   the   web   page.   

    
2.   No  friendliness  or  openness  or  willingness  on  the  part  of  the  staff  sales  agent,                

mostly  writing  information  on  a  post-it  and  then  letting  me  take  the  printed               
information   and   then   I   left.   Very   brief.   Not   enough   information.   

    
3.   He  gave  me  a  printed  table  with  pricing  that  is  offered  by  TELUS.  He  knew  about                  

the  30  days  plan.  All  his  info  was  TELUS'  though.  It  seems  Koodo  itself  is  not                  
appropriate  for  persons  with  disability  needs  if  looking  for  discounts  and  deals  for               
accessibility.   

    
4.   Bell  had  the  most  versatile  staff  that  worked  together,  a  pair  of  staff  working                

together  on  two-points  of  sale  devices  to  get  the  information  to  provide  it  to  me,                 
and   asked   me   the   right   questions.   

    
5.   Pleasant  friendly  staff.  If  it  weren’t  for  Bell's  ugly  history  with  the  deaf               

community's  angst  with  Alexander  Graham  Bell,  I  would  purchase  a  plan  with              
them.   

    
6.   This  was  a  very  disappointing  situation,  to  be  treated  so  rudely  and  to  be  hung                 

upon.   
    

7.   Twice  the  salesperson  insisted  that  I  bring  a  "friend"  to  interpret  for  me.  If  you                 
think  about  it,  the  professional  interpreter  is  actually  FOR  the  salesperson,  as              
she   does   not   know   American   Sign   Language.   

    
8.   I  felt  out  of  all  the  stores  -  TELUS  was  the  most  accessible  and  friendly.  One                  

salesperson  was  more  knowledgeable  about  the  deaf  plan  whereas  the  younger             
guy   was   not.   
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9.   Had  a  very  good  experience.  The  salesperson  was  professional,  friendly  and             
knowledgeable.  Gave  me  the  manager’s  contact  to  follow  up  on  having  my              
intervenor  costs  covered.  They  also  offered  a  25-dollar  discount  on  my  first  two               
bills   to   help   defray   my   inventor   costs   if   I   switched   to   TELUS.   

    
10.  Overall  very  accessible.  The  first  sign  was  that  the  salesperson  offered  to  put  a                 

clear  face  mask  on  for  us  to  see  her  face  for  accessibility.  Knew  about  the  30-day                  
device  limit  according  to  the  Wireless  Code.  So  close  to  switching  to  TELUS               
based   on   my   experience   with   the   people   at   this   store!   

    
11.  When  shown  me  the  printed  Wireless  Code  poster,  it  did  not  indicate  the  30-day                 

exception  for  persons  with  disabilities.  Not  aware  of  the  Accessibility  plan  and              
had   to   check   internal   systems.   

    
12.  They  appeared  unaware  of  accessibility-related  plans/discounts.  Would  not           

cover   intervention   costs.   
    

13.  Store  can  apply  the  discount  but  it  takes  a  very  long  time  because  they  are  a                   
dealership.   

    
14.  I  was  frustrated  that  my  primary  language,  ASL,  was  not  recognized  at  all.  The                 

Accessible  Canada  Act  was  passed  in  2019  and  includes  the  recognition  that              
ASL  is  the  primary  language  of  Deaf  people.  Shouldn't  the  phone  company  be               
following   suit?   

    
15.  The  wait  for  Rogers  took  over  an  hour  and  I  was  kind  of  exhausted.  Also  saw                   

another  Deaf  couple  (recent  newcomers  to  Canada  a  year  ago)  completely             
clueless  about  Rogers  so  I  had  to  explain  the  data  plan,  Wi-Fi,  costs,  buyer                
beware,   etc.   So   it   was   worth   my   visit!   
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 Q35.   What   is   your   gender?   
  

Shoppers  identified  as  either  Male  or  Female,  even  when  given  the  option  to  identify  as                 
Non-binary.   There   were   62%   female   and   38%   Male   Mystery   Shoppers   in   this   project.     
  

  
  

  
 Q36.   How   old   are   you?   

  
For  this  project,  30  Shoppers  participated  and  completed  a  total  of  100  responses  to  the                 
survey.   33%  of  the  Shoppers  reported  as  being  aged  35  -  44  years  old.   29%   of  the                   
group  of  Shoppers  identified  as  being  within  the  age  range  of  45  -  54  years  of  age.  The                    
next  group  jumps  back  to  a  group  of  a  younger  range  of  age,  with   23%  of  the  Shoppers                    
being  between  25  to  34  years  of  age.  The  smallest  group  of  Shoppers  were  identified                 
as   being   in   the   age   55   to   64   years   of   age   group,   at    15% .   
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Q35.   What   is   your   gender?   

Male   38   

Female   62   

Non-binary   0   

Total   Respondents  100   



  
 Q37.   Are   you   identifying   as:   

  
The  demographics  of  the  survey  shoppers,  of  all  the  100  store  visits,  55%  were  Deaf,                 
30%  were  Deaf-Blind,  and  15%  were  hard  of  hearing.  This  means  of  the  total  number  of                  
30  shoppers,  the  numbers  of  self-identification  of  the  shoppers,   15   were  Deaf,   10  were                
Deaf-Blind,   and    5    were   hard   of   hearing:   
● Deaf   -    55%   
● Deaf-Blind   -    30%   
● Hard   of   Hearing   -    15%   
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Q36.   How   old   are   you?   

18   to   24   years   0   

25   to   34   years   23   

35   to   44   years   33   

45   to   54   years   29   

55   to   64   years   15   

65   years   or   older   0   

Total    Respondents:  100   

Q37.   Are   you   identifying   as:   

Deaf   55   

Deaf-Blind   30   

Hard   of   Hearing   15   

Total   Respondents:  100   



  
  
  
  

  

  
  
  
  
  

 Appendix   B:    
Survey   Questions   
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Appendix   B:   Post   Visit   Survey   Questions   
  

Post   Wireless   Store   Visit   Survey     -   Survey   Monkey   
  

Thank  you  for  your  time  going  to  the  3  or  4  wireless  companies  to  inquire  about                  
products  and  services.  Please  take  15  minutes  to  describe  your  experience  by  filling  out                
this   quick   survey   for   EACH   store.     
  

Feel   free   to   type   in   English/French   or   insert   a   video   of   ASL   or   LSQ.   
  

1.    YOUR   NAME    Enter   text:   _________________________________________   
  

Your   visit   
  

2.   Shop   Scenario   -   DDBHH   Accessibility:   
a. 10GB   data   plan     
b. 20GB   data   plan   
c. Other,   enter   text:_________________________________________   

  
3.    Which   phone   or   tablet   did   you   inquire   about?   
a.   Apple   iPhone   
b.   Android   smartphone     
c.   Apple   iPad   
d.   Android   tablet   
e.   Other:   ____________________________________________________  

  
4.   Please  specify  which  model  are  you  pretending  to  target  to  purchase  and  please                            
explain   why?   

  
5.   Which   Province   or   Territory   do   you   live   in?   
a.   British   Columbia   f.   Manitoba k.   Nova   Scotia   
b.Yukon g.   Nunavut l.   Prince   Edward   Island   
c.   Alberta h.   Ontario m.   Newfoundland   &   Labrador     
d.   NorthWest   Territories i.   Quebec   
e.   Saskatchewan j.   New   Brunswick   
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6.   Which   city/town   are   you   located   in?     Enter   text:   
____________________________________________________________   
  

7 .    Which   company   storefront   did   you   just   recently   go   into?   
a. Rogers   
b. Bell   
c. Telus   
d. Videotron   
e. Sasktel   
f. Eastlink   
g. Fido   
h. Koodo   
i. Public   Mobile   
j. Virgin   Mobile   
k. Freedom   Mobile   
l. Other   (type   it   out):   _________________________________________   
  

8.   What   was   the   store   location/address?    Enter   text:   
____________________________________________________________   
  

9.     What   date   did   you   go?     MM/DD/YYYY   
  

10.   What   time   did   you   go?     Enter   text   with   AM/PM:   _______________________   
  

11.   What   time   did   you   finish/how   long   did   you   stay?     
a. Less   than   an   half   hour   
b. 1   hour   
c. 1   hour   half   
d. 2   hours   
e. More   than   2   hours   
f. Other,   enter   text:_________________________________________   
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Before   You   went   to   the   Store   
  

12.   Did  you  do  any  research  online  regarding  any  accommodation  that  the  service               
provider   can   provide   for   any   accessibility   needs   or   language   barriers?     

a. Yes   
b. No   

  
13. If  yes,  please  elaborate  on  what  you  found  online.  Were  you  able  to  find  the                 
right  accommodations  that  suited  your  needs?  Ignore  this  question  if  your  response              
to   Q11   was   NO.   
  

Communication   
  

14. What   language   do   you   use?:     (Please   choose   from   the   choices   below)   
a. ASL   
b. LSQ   
c. English   
d. French   
e. Other   (Please   specify):   ___________________________   

  
15. How   did   you   communicate   with   the   salesperson   

a. Lip   read   
b. Write   on   paper     
c. Phone   type   
d. Type   on   computer/laptop   
e.  Live  transcript  app  on  smartphone  (uses  microphone  to  type  out  what  voice               

said)     
f. On-site   interpreter   
g. VRI   interpreter   
h. Family   member   or   friend     
i. Other   (please   specify)   

  
16. Did  you  contact  the  store  prior  to  the  visit  to  make  arrangements  for  a  sign                 
language   interpreter?   

a. Yes   
b. No   
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17. Was   a   sign   language   interpreter   present   when   you   visited   the   shop?   
a. Yes   
b. No,   please   elaborate,   enter   text:_____________________________   

  
18. Was  the  sign  language  interpreter  able  to  provide  adequate           
accommodation   for   your   accessibility   needs?     

a. Yes   
b. No,   please   elaborate,   enter   text:_____________________________   

  
19. If  you  did  NOT  have  a  sign  language  interpreter,  did  you  experience  a               
language   barrier   during   your   interaction   with   the   staff?   

a. Yes   
b. No   
c. Please   elaborate,   enter   text:_____________________________   

  
20.   Did   you   feel   the   staff   person   fully   understood   you?     

a. Yes   
b. No   
c. Other,   please   describe,   enter   text:________________________   

  
21.   Did   you   feel    you    fully   understood    them?   

a. Yes   
b. No   
c. Other,   please   describe,   enter   text:_________________________   

  
The   Store   -   Accessibility     
  

22.  Was  the  store  accessible  to  you?  Choose  examples  of  why  or  why  not  the  store                  
is   accessible   to   you,   for   example   (can   choose   more   than   one):   

a. Can  you  walk  into  the  store  and  be  able  to  figure  things  out  just  by  looking                  
around   the   store?     

b. Do   they   have   video   remote   interpreting   available   during   all   store   hours?   
c. Did   they   offer   sign   language   interpreting   scheduled   for   another   time?   
d. Did    anybody   at   all    in   the   staff   know   Sign   Language   or   even   fingerspelling?   
e. Other   -   enter   in   text   box   or   insert   a   video   link:__________________     
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23.  What  was  the  reaction  of  salespeople  when  you  said  you  were  Deaf,  or                
Deaf-Blind  (point  your  ears  and  shake  your  head)? Choose  the  experience  you  had               
(can   choose   more   than   one)   -   Did   the   salesperson   or   staff   person:   

a. back   away   or   avoid   you?     
b. try   to   pantomime   what   they   were   saying?     
c. immediately   offer   you   a   device   so   the   two   of   you   could   text   back   and   forth   on   it?     
d. immediately   search   for   a   pen   and   some   paper?  
e. immediately   steer   you   toward   a   remote   interpreting   screen?   
f. did  you  have  to  be  assertive  and  initiate  the  communication  yourself  and  have  to                

explain   to   them   how   to   be   accessible?   
g. Other   (please   specify):   ________________________   

  
About   the   Sales   experience,   your   discussions   with   the   Staff   persons   
  

24.  How  did  they  answer  your  questions  about  devices,  about  special  Deaf              
pricing   packages,   about   your   needs/wishes?     
  

25.  Did  they  encourage  you  to  have  a  data  plan  that  contains  more  than  10  GB  for                   
an   affordable   price?   

a. Yes   
b. No   
c. Not   sure   

  
26.  Did  they  recommend  accessibility  specific  products/services  suitable  to  your            
accessibility   needs?   

a. Yes   
b. No   
c. Other,   please   describe,   enter   text:________________________   

  
27.  Did  the  sales  agent  mention  any  accessibility  related  rebates  or  “discounts”,              
ie.   $15   or   $20.00   per   month?   

a. Yes   
b. No   
c. Other   offering,   please   describe,   enter   text:___________________   
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28.  Did  the  sales  agent  mention  that  the  trial  period  for  consumers  with  a                
disability   is   30   days   and   not   15   days?     

a. Yes   
b. No   
c. Not   sure   

 
29.  Did  you  get  the  information  you  needed?  If  yes,  in  what  format?  Please                
choose   what   format   you   received   the   information:   

a. Printed   material     
b. Referral   to   online   information   
c. Salesperson’s  direct  communication  with  you  (writing  back  and  forth  or  on  phone              

or   tablet   communication)   
  

30.  Do  you  think  you  were  given  sufficient  accommodation  to  make  an  informed               
decision?     

a. Yes   
b. No   
c. Not   sure   

  
31.  Were  you  asked  whether  you  needed  your  contract  in  an  alternative  format?               
(large   text,   braille,   etc.)   

a. Yes   
b. No   
c. Not   sure   

  
32.  Was  the  contract  in  the  alternative  format  able  to  accommodate  your              
accessibility   needs?   

a. Yes   
b. No,   please   elaborate,   enter   text:   ________________________   

  
33.  Were  there  any  other  accessibility  barriers  or  difficulties  that  you  experienced              
in   the   store?    Please   identify   them,   enter   text:   _____________________   

  
34.  Please  type  out  or  insert  an  ASL  or  LSQ  video  link  with  any  additional                 
comments  about  your  experience  in  today’s  in-store  visit.  Enter  text:            
______________   
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About   You   
  

 35.   What   is   your   gender?   
a. Male   
b. Female   
c. Non-binary   
d. I   prefer   not   to   answer   
e. Other   (please   specify):_________________   

  
36.   What   year   were   you   born?    ________________   

  
 37.   Are   you   identifying   as:   

a. Deaf   
b. Deaf-Blind   
c. Hard   of   Hearing   

  
THANK   YOU!!   

  
Thank   you   for   your   participation   on   behalf   of   the   DWCC,   CAD-ASC,   CNSDB.     

  
Any   questions?   Feel   free   to   contact   us   at:    survey@deafwireless.ca   
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 Appendix   C:    

IP-Relay   Service   Transcripts     

Supplementary   Evidence   
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Appendix   C:   IP   Relay   Transcripts   
  

Transcript   1:   October   25,   2020   -   Rogers   -   Toronto   
  

IP   Relay   Call   with   -   Transcript   
Initiated:   Sun   Oct   25   2020   15:49:57   GMT-0400   (Eastern   Daylight   Time)   
15:49:58   -   Calling:   4165128800   
15:49:58   -   011008:   IP   Relay   Service,   this   is   operator   011008,   my   name   is   XXX   GA   
15:51:06   -   011008:   yes   
15:51:06  -  416001795:  Hello,  did  you  get  the  info  about  the  number  to  call  and  my                  
message?   ga   
15:51:08   -   011008:   Thank   you,   please   hold...   
15:53:18  -  011008:  they  don't  want  to  answer  calls  from  deaf  person,  said  to  go  in  store                   
directly   
15:53:19   -   416001795:   what   did   they   say   exactly?   
15:53:30   -   416001795:   I   am   deaf-blind   and   am   not   able   to   go   to   the   store   
15:53:35   -   011008:   please   hold   
15:54:03   -   011008:   hello   how   can   i   help   you   ga   
15:54:22   -   416001795:   hello   my   name   is   XXX   I   have   my   cell   phone   and   TV   with   you   
15:55:14  -  416001795:  I  am  interested  in  a  new  cell  phone  and  would  like  to  know  what                   
plan  options  you  have  for  plans  in  the  10  or  20  gb  range.  I'm  looking  for  an  iPhone  11                     
Pro   Max   64   gb   
15:55:25  -  011008:  i  will  give  you  a  phone  number,  you  are  at  a  retail  store  so  the  phone                     
number   for   customer   service   1   888   764   3771   
15:55:50   -   416001795:   I   was   calling   the   retail   store   to   talk   to   a   representative   
15:56:03   -   416001795:   ok   thanks....     
15:56:16  -  011008:  (they  hung  up.  but  they  are  saying  they  cant  help  with  that  you  must                   
talk   with   a   customer   service   representative   )   
15:56:33  -  416001795:  ok  thanks  very  much,  no  more  calls  for  now...  thanks  and  bye                 
now   sksk   
15:56:52  -  011008:  (sorry  about  the  inconvenience  they  (the  guy)  was  not  really               
cooperative   and   seemed   to   hurry..)   
15:57:07   -   011008:   Thank   you   for   using   the     Relay   Service,   goodbye   SKSK   
15:57:37   -   Operator   disconnected   (011008)   
Duration:   00:07:40   
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Transcript   2:   October   26,   2020   -   Rogers   -   Toronto   
  

IP   Relay   Call   with   -   Transcript   
Initiated:   Mon   Oct   26   2020   17:50:53   GMT-0400   (Eastern   Daylight   Time)   
17:50:54   -   Calling:   4165128800   
17:50:54   -   000009:   IP   Relay   Service,   this   is   operator   000009,   my   name   is    XXX   GA   
17:51:04   -   000009:   Thank   you,   please   hold...   
17:52:33  -  000009:  This  is  in  store  support  not  phone  support  and  he  said  you  have  to                   
come   into   the   store   and   he   hung   up   the   phone    ga   
17:52:50   -   416001795:   ok   thanks   for   your   assistance.   bye   now   sksk   
17:53:04   -   000009:   ok   thanks   bye   sksk   
17:53:08   -   000009:   Thank   you   for   using   the   Relay   Service,   goodbye   SKSK   
17:53:27   -   Operator   disconnected   (000009)   
Duration:   00:02:34   
Rogers   Centerpoint   
  

Transcript   3:   October   21,   2020   -   Rogers   -   Victoria     
  

IP   Relay   Call   with   -   Transcript   
Initiated:   Wed   Oct   21   2020   11:35:20   GMT-0700   (Pacific   Daylight   Time)   
11:35:20   -   Calling:   2503704339   
11:35:20   -   undefined:   IP   Relay   Service,   this   is   operator   011039,   my   name   is    XXX   GA   
11:35:44   -   778000715:   Hello   there   
11:36:33  -  undefined:  ringing  ....1  ...  (  Hi  )  ....  2  ....  3  ....  4  ....  5  ....  6  ....  7  ....  8  ....  9  ....  10                             
.....   no   answer.   
11:36:34   -   undefined:   Do   you   wish   to   place   another   call?   GA   
11:36:44  -  778000715:  My  name  is  XXX.  I  am  Deaf  and  I  would  like  to  make  an                   
appointment   with   someone   in   your   store.   
11:36:54   -   undefined:   I   will   try   again   ,   one   moment   ..   
11:37:08   -   undefined:   (they   must   be   busy   with   in   store   customers   ,   just   a   sec...   
11:37:19   -   778000715:   Pls   retry   call   again   
11:37:27   -   778000715:   Thanks   
11:38:03  -  undefined:  ringing  ...1  ...  2  ....  3  ...  4  ....  5  ....  6  ...  7...  8...  9  ...  10  ....  11  ...  12                           
....   no   answer.   
11:38:04   -   undefined:   Do   you   wish   to   place   another   call?   GA   
11:39:04   -   778000715:   Try   one   more   time   please.   Hope   3rd   time   a   charm   
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11:39:07   -   undefined:   Thank   you,   please   hold...   
11:40:47  -  undefined:  ringing  ....  1  ....  2  ....  3  ....  4  ....  answer  ,  (m),  reading,  yes  you                     
can  come  in  store  ,  tell  me  what  time  ,  because  we  technically  don't  do  appt  ,  you  can                     
come   at   the   store   and   we   can   help   you   out   ga   
11:40:52   -   778000715:   Let   me   look   at   my   schedule.   
11:41:16   -   778000715:   Can   we   do   430   on   Thursday   tomorrow?   
11:41:30   -   778000715:   430pm   
11:42:16  -  undefined:  yes  we  can  do  that,  sometimes  there's  other  people  at  the  store                 
too  ,  so  you  may  have  to  wait.  its  first  come  first  serve  basis,  you  can  come  at  4:30  we                      
can   help   but   sometime   it   is   busy   ga   
11:42:52  -  778000715:  Alright  because  I  am  Deaf  I  would  like  to  request  a  sign                 
language   interpreter   to   come   and   interpret   the   conversation.   Thank   you.   
11:43:15   -   778000715:   Does   your   store   have   a   direct   email   address   I   can   reach   you   at?   
11:44:11  -  undefined:  I  just  have  a  work  email,  XXXX...  it's  just  a  work  email,  it  doesn’t                   
work  externally  ....  as  long  as  you  come  and  with  someone  to  translate  we  can  help  no                   
problem   ga   
11:44:31   -   778000715:   Well   how   can   I   arrange   for   an   interpreter   with   the   store   
11:44:50  -  778000715:  Need  email  so  I  can  make  arrangements  and  Rogers  covers  the                
cost   of   the   interpreters.   
11:45:47  -  undefined:  I  have  no  information  on  that  there's  no  way  for  me  to  book                  
interpreter   as   far   as   I   know   ga   
11:46:25  -  778000715:  I  mean  I  could  BOOK  the  interpreter,  I  could  arrange  to  be  the                  
interpreter  but  there  needs  to  be  a  contact  person  to  send  the  invoice  for  the                 
interpreter’s   time.     
11:46:54  -  undefined:  I  could  type  with  you  on  a  computer  screen,  that's  what  I  can  do                   
on   my   part,   i   haven't   done   that   before   ga   
11:47:04  -  778000715:I  would  prefer  an  interpreter  for  seamless  communication  and  to              
allow   me   to   ask   questions   and   get   proper   answers.   Thanks   
11:47:31  -  778000715:  Okay.  I  will  try  to  contact  Rogers  head  office  accessibility               
department   and   see   if   they   can   assist   us.   Thanks.   
11:48:03  -  undefined:  I  understand  but  I  just  don't  know  the  process  how  rogers  would                 
reimburse   or   something   like   that   ga   
11:50:27  -  778000715:  It  is  required  by  the  CRTC  and  the  Accessible  Canada  Act.  So                 
there  has  to  be  a  system  in  place  for  this  accessibility.  Thanks  for  your  honesty.  I                  
appreciate  it,  I  will  be  in  touch.  Can  I  get  your  name  so  I  can  ask  for  you  or  if  Rogers  up                        
line   needs   to   talk   to   someone   at   the   store   they   can   talk   with   you   directly?   Thanks   
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11:51:52  -  undefined:  my  name  XXX  and  I  am  manager  for  the  store  at  the  mall  and  I                    
just  checked  online.  What  I  found  is  called  video  relay  service,  you  have  to  register  for  it                   
on  rogers  portal  and  that's  for  assistance  for  deaf  community.  you  need  to  register  on                 
rogers  portal  and  it  will  give  you  direction.  I  have  found  the  page  but  I  don't  really                   
understand   the   detail   in   it   ,   it's   called   VRS   video   relay   service   ga   
11:51:54  -  778000715:  Thank  you  XXXX  However  VRS  doesn’t  work  for  me  to  ask                
questions   in   the   store.   
11:52:30  -  undefined:  but  at  a  store  level  I  can  just  talk  on  my  behalf  like  typing  and  give                     
you  something  to  type,  I  know  it  would  be  easier  with  a  translator  but  I  don't  know  if                    
that's   something   Rogers   could   provide   at   a   store   level   so   ga   
11:52:31  -  778000715:  Only  in  person  on  site  interpreters  or  video  remote  interpreters               
are   available   for   this   
11:53:24  -  778000715:  It  might  be  easy  but  at  the  same  time  misunderstandings  can                
take  place.  I  would  rather  avoid  that.  But  thanks  for  the  suggestion.  Much  appreciated.  I                 
will  reach  out  to  the  accessible  department  at  Rogers  and  be  in  touch.  Thank  you                 
XXXX   
11:54:16  -  778000715:  I  hope  to  be  in  on  Thursday  tomorrow  at  430.  See  you  then.  Bye                   
for   now   ga   or   SK   
11:54:19   -   undefined:   perfect   thank   you   ga   sk   
11:54:25   -   undefined:   Do   you   wish   to   place   another   call?   GA   
11:54:38   -   778000715:   No,   that's   all   for   now   thanks   to   the   Relay   operator.   
11:54:40   -   undefined:   Thank   you   for   using   the   Relay   Service,   goodbye   SKSK   
11:54:48   -   Operator   disconnected   (011039)   
Duration:   00:19:28   

  
Transcript   4:   October   25,   2020   -Videotron   -   Montreal     
  

IP   Relay   Call   with   -   Transcript   
Initiated:   Sun   Oct   25   2020   13:17:46   GMT-0700   (Pacific   Daylight   Time)   
13:17:46   -   Calling:   5143807000   
13:17:46   -   011139:   IP   Relay   Service,   this   is   operator   011139,   my   name   is   XXXX   GA   
13:17:52   -   011139:   What   number   would   you   like   me   to   call?   GA   
13:17:57   -   011139:   Thank   you,   please   hold...   
13:18:10   -   011139:   automated   system   
13:18:20   -   011139:   which   department   
13:18:31   -   778000715:   No   
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13:18:32   -   011139:   are   you   a   member   of   videotron   
13:18:47   -   778000715:   i   want   to   inquire   about   becoming   a   new   customer   
13:18:51   -   011139:   ook   thanks   
13:19:00   -   778000715:   wireless   plan/device   
13:19:24   -   011139:   the   customer   service   is   closed   
13:19:33   -   011139:   its   open   to   monday   to   friday   
13:19:42   -   778000715:   ok   can   i   try   another   number   
13:19:48   -   011139:   yes   of   course   go   ahead   
13:20:06   -   778000715:   438   387   4115   
13:20:14   -   011139:   Thank   you,   please   hold...   
13:21:27   -   011139:   man   answered   GA   
13:21:53  -  778000715:  Hello,  my  name  is  XXXX.  I  am  Deaf  and  Blind.  I’d  like  to  inquire                   
about   wireless   data   and   devices   Videotron   has   to   offer   
13:22:01   -   778000715:   Am   I   talking   to   the   right   person?   
13:23:07   -   778000715:   Hello?   
13:23:12   -   011139:   one   moment   
13:23:14   -   778000715:   ok   
13:24:01  -  011139:  if  you  are  talking  about  wifi  data  and  stuff  like  this  about  Videotron  ,                   
you  are  not  talking  to  the  good  person,  you  are  calling  a  videotron  store,  so  i'm  gonna                   
give   you   the   right   number   ok   ?   GA   
13:24:20   -   778000715:   not   wifi   
13:24:26   -   778000715:   cellular   data   
13:25:13   -   011139:   oh   ok   what   do   you   want   to   know   about   cellular   data   ?   
13:25:55  -  778000715:  ok...  i  wanted  to  know  if  you  have  a  data  plan  for  a  cellular                   
device   for   a   device   for   disabled   people?   
13:26:13  -  011139:  everything  is  going  to  depend  on  the  flat  rate  and  how  much  internet                 
data   you   wanted   
13:26:33   -   778000715:   what's   the   maximum   data   plan   you   have?   
13:27:20  -  778000715:  I  need  a  plan  that  has  more  data  due  to  my  disability...  more                  
accessibility...   I   use   a   webcam   for   video   relay   interpreters,   webcam   etc...   no   voice.   
13:27:31  -  011139:  i  dont  have  the  information  about  those  devices  but  i  can  get  the                  
information   to   my   helpdesk   
13:27:47  -  778000715:  I  just  need  to  know  what  data  plans  you  have....  for  disabled                 
people...   especially   deaf   people.   
13:28:22   -   778000715:   125   for...?   How   many   GB   for   data?   I   don’t   need   a   voice.   
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13:28:24  -  011139:  the  maximum  price  with  telephone  is  125$  per  month  et  without                
telephone   just   with   your   telephone   it   can   go   to   90   $   per   month   
13:28:40   -   011139:   21   GB   
13:28:45  -  778000715:  Telephone  for  home?  Landline?  I’m  asking  for  apple  device  data               
plan   
13:29:04   -   778000715:   Is   there   a   discount   for   disabled   people?   
13:29:52   -   778000715:   ok   thank   you   
13:30:43  -  011139:  i  need  to  go  check  to  my  helpdesk  to  have  the  information,  in  my                   
knowledge  not,  but  there  might  possibilities,  so  we  will  have  to  hang  up  and  you  should                  
call   tomorrow   and   more   likely   in   the   morning   
13:30:51   -   778000715:   i   can’t   call   tomorrow,   it   has   to   be   today   
13:31:00   -   778000715:   customer   service   is   closed   
13:31:07   -   011139:   we   close   at   5   
13:31:18   -   011139:   ok   just   give   me   2   minutes   am   looking   for   something   
13:31:41  -  778000715:  ok....  also  can  you  tell  me  if  you  provide  documents  in  large  print                  
for   my   vision?   
13:33:48  -  778000715:  also  i  wonder  if  your  trial  period  is  15  days  to  test  the  plan?                   
Would   it   be   extended   to   30   for   disabled   people?   
13:34:01   -   011139:   (the   man   is   still   looking   for   informations)   
13:34:45   -   778000715:   I   know   :)   I   just   wanted   to   type   my   questions   before   I   forget   :)   
13:34:52   -   011139:   (good   no   problem   !   )   
13:35:40   -   011139:   i   had   the   information   
13:36:44  -  011139:  yes  there  is  a  discount  for  person  with  disabilities  and  the  discount  is                  
20$  per  month,  but  you  have  to  send  a  prove  that  you  have  and  handicap  or  just  go  in                     
store   to   show   the   handicap   
13:36:51  -  778000715:  so  that  would  be  105  per  month  for  21  Gb?  How  can  I  prevent                   
overcharge   if   I   pass   21   Gb   on   my   bill?   
13:37:12   -   011139:   no   problem   for   the   documents   with   your   vision   
13:37:39   -   011139:   all   our   services   has   a   trial   of   30   days   
13:38:01  -  778000715:  ok  so  the  store  can  give  me  large  print  documents  when  i                 
request  them?  Also  will  Videotron  provide  a  sign  language  interpreter  if  I  go  in  the  store                  
to   talk   to   a   representative   since   I   don't   use   my   voice?   If   I   look   at   devices?   
13:38:36   -   011139:   105   $   it's   the   maximum   it   can   cost   and   its   for   20   GB   
13:38:45   -   778000715:   ok   
13:39:11   -   011139:   everything   will   depend   with   the   phone   and   the   flat   rate   you   choose   
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13:39:37  -  778000715:  ok....  if  i  go  in  the  store  would  Videotron  pay  for  an  interpreter  for                   
me?   
13:40:03   -   778000715:   But   would   Videotron   corporate   send   one?   
13:40:11  -  011139:  unfortunately  if  you  come  in  store  with  don't  have  an  sign  language                 
interpreter   but   you   can   come   with   someone   
13:40:25   -   011139:   Videotron   will   cooperate   yes   
13:40:35   -   011139:   wait   
13:41:19  -  011139:  you  have  to  pay  your  interpreter  we  don't  offer  that  service  but  if  you                   
bring   one   we   will   cooperate   with   him   for   you   to   understand   everything   
13:41:32  -  778000715:  oh  I  see.  Ok  thank  you  so  much.  I  know  the  store  is  closing                   
soon.  So  if  I  decide  to  go  to  your  store  will  you  print  large  print  documents  for  me  in  the                      
store?   
13:42:11  -  778000715:  I  can't  afford  an  interpreter  but  if  I  bring  one  will  Videotron  pay  for                   
the   interpreter   that   I   bring   in?   
13:42:26   -   778000715:   that's   great   
13:42:36  -  011139:  we  have  already  documents  prints  that  are  pretty  big  its  contract  size                 
so   if   you   want   to   take   them   
13:42:56   -   011139:   no   videotron   will   not   pay   for   an   interpreter   sorry   
13:43:21  -  778000715:  ok  that's  good  to  know.  I  think  that  will  be  all.  I’ll  contact  you  if  I                     
go   to   the   store.   Where   is   your   store   located?   
13:43:45   -   011139:   1264   jean   talon   east   
13:43:58  -  778000715:  that's  not  far  from  where  I  live.  Great.  Thank  you.  Have  a  great                  
day!!!   
13:44:14   -   011139:   thank   you   too   have   a   great   day   !   
13:44:29   -   778000715:   ok...   thank   you.   Bye   bye   
13:44:29   -   011139:   Do   you   wish   to   place   another   call?   GA   
13:44:38   -   011139:   Thank   you   for   using   the     Relay   Service,   goodbye   SKSK   
13:44:41   -   778000715:   no   thank   you.   
13:44:46   -   011139:   good   evening   !/day   
13:44:47   -   778000715:   you   too   
13:44:51   -   Operator   disconnected   (011139)   
Duration:   00:27:05   
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Transcript   4:   October   25,   2020   -   Bell   -   Montreal     
  

IP   Relay   Call   with   -   Transcript   
Initiated:   Sun   Oct   25   2020   14:13:14   GMT-0700   (Pacific   Daylight   Time)   
14:13:14   -   Calling:   8006670123   
14:13:14   -   011139:   IP   Relay   Service,   this   is   operator   011139,   my   name   is   XXXX   GA   
14:13:25   -   011139:   Thank   you,   please   hold...   
14:13:40   -   011139:   automated   system   
14:14:04   -   778000715:   What   are   the   choices   
14:14:30   -   011139:   you   would   like   to   become   a   bell   customer   ?   GA   
14:14:32   -   778000715:   yes   
14:14:45   -   778000715:   to   inquire   about   their   data   and   device   plans   
14:14:53   -   011139:   yes   i   talked   to   you   sooner   
14:15:09   -   778000715:   Sorry?   
14:15:21   -   011139:   i   think   you   called   to   videotron   
14:15:22   -   778000715:   oh   yes   
14:15:30   -   778000715:   pretty   much   the   same   questions   :)   
14:15:33   -   011139:   ok   thank   you   
14:15:36   -   778000715:   i   will   repeat   them   anyway   
14:16:17   -   011139:   woman   answered   
14:16:52  -  778000715:  Hello,  my  name  is  XXXX.  I  am  deaf  and  blind.  I  am  shopping                  
around   for   a   new   data   plan   with   an   Apple   device.   Can   you   answer   my   questions?   
14:17:03   -   778000715:   about   what   data   cellular   plans   bell   provides?   
14:18:51  -  011139:  I'm  looking  if  we  have  a  discount  to  blind  and  or  deaf  people  give  me                    
a   second   
14:19:06   -   778000715:   sure   thank   you   
14:21:23   -   011139:   at   first   sight,   there   are   no   discount   but   let   me   cross   check   again   
14:21:42   -   778000715:   you   could   check   disability   or   accessibility   discount   plan   
14:24:10  -  011139:  ok  let  me  transfer  you  the  the  customer  service  because  I  can't  find                  
any   information   
14:24:19   -   011139:   (we   are   in   transfer)   
14:24:21   -   778000715:   ok   
14:27:10   -   778000715:   I   would   like   to   ask   about   data   plans   
14:27:13  -  011139:  we  have  an  accessibility  centre  if  have  you  questions  about  that,  you                 
must   call   there   I'm   gonna   give   you   the   number   
14:27:21   -   778000715:   and   a   couple   of   other   questions   
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14:27:29   -   778000715:   is   it   open   now?   
14:28:05  -  011139:  1800-268-9243  (its  not  open  the  weekend  open  Monday  to  Friday,               
8h30am   to   5   pm   eastern   time)   
14:28:07   -   778000715:   I   would   just   like   to   ask   some   questions...   it   has   to   be   today   
14:28:21   -   778000715:   what's   your   best   data   plan   with   the   most   GB?   How   much?   
14:28:52   -   011139:   under   the   accessible   disabilities   services   ?   
14:29:02   -   778000715:   yes   and   no   
14:29:20  -  778000715:  what's  it  separate  from  the  discount?  Like  what's  your  regular               
plan   look   like?   
14:29:39   -   778000715:   how   much?   
14:30:18   -   011139:   the   maximum   50GB   (he's   looking)   
14:30:30   -   011139:   the   50GB   for   normal   person   that   would   be   125$   per   month   
14:30:31  -  778000715:  I  have  my  own  Apple  device  under  no  company...  so  it's  just  data                  
only   
14:30:53  -  778000715:  ok....  you  can’t  find  the  answer  through  the  help  desk  online?                
For   how   much   the   discount   is?   
14:30:54   -   011139:   we   don't   offer   data   only   plan   for   phone   
14:31:07   -   778000715:   oh?   It   must   include   voice?   
14:32:27   -   778000715:   I   see.   I   needed   to   know   today....   just   one   more   question   okay   
14:32:33  -  011139:  you  should  contact  the  centre  i  told  you  sooner  so  can  double  check                  
with   them   for   your   question   but   the   discount   may   be   20$   less   per   month   
14:33:06  -  778000715:  that's  correct,  pretty  standard  $20...  so  that  would  be  105  a                
month   for   50gb   plan   
14:33:34  -  778000715:  does  bell  provide  large  print  and  braille  documents  for  me?  Such                
as   a   contract   etc   if   i   go   in   the   store?   
14:33:43   -   011139:   that   would   be   the   biggest   discount   with   what   i   see   now   yes   
14:33:50   -   011139:   at   105$   for   50GB   
14:34:47  -  011139:  everything  you  would  have  to  do  in  store,  so  everything  including  the                 
service  you  would  have  to  go  in  the  store  and  they  will  contact  the  help  centre  that  i                    
mentioned   
14:34:57   -   011139:   we   have   a   lot   to   services   to   help   
14:34:58   -   778000715:   ok   what   about   documents   in   large   print   and   braille?   
14:35:06   -   011139:   braille,   large   size   documents,   audio   etc   
14:35:30  -  778000715:  ok  cool...  do  you  even  know  if  bell  provides  a  sign  language                 
interpreter   if   i   go   in   the   store?   I   would   need   bell   to   reserve   one   in   advance   
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14:36:14  -  778000715:  can  you  tell  me  where  the  closest  store  is  to  my  home?  I  live  at                    
XXXX   
14:36:18   -   011139:   it's   a   question   i   would   ask   the   help   centre   
14:36:42   -   011139:   at   1800-268-9243   
14:36:52   -   778000715:   yes   i   put   it   down   already   
14:37:51   -   011139:   (great   :))   
14:38:00   -   778000715:   what   is   the   closest   store?   
14:38:02   -   011139:   the   person   is   looking   for   the   store   
14:38:04   -   778000715:   oh   ok   :)   :)   
14:39:57   -   011139:   the   closest   4270   rue   Jean   Talon   East,   in   saint   Leonard   
14:40:02   -   011139:   in   the   mall   
14:40:04   -   011139:   or   
14:40:42  -  778000715:  yes  great....  I  think  that  will  be  all.  Thank  you  for  referring  me  to                   
the  accessibility  centre.  I  will  call  them  later  this  week  to  inquire  some  more  but  I  think                   
you   answered   most   of   my   questions.   Much   appreciated   
14:40:47   -   011139:   my   pleasure   
14:40:55   -   778000715:   that   will   be   all   :)   
14:41:13   -   778000715:   have   a   nice   evening   bye   bye   
14:41:28   -   011139:   awesome,   glad   I   could   have   helped   you   guys   !   bye   bye   
14:41:39   -   778000715:   thumbs   up   
14:41:42   -   011139:   Do   you   wish   to   place   another   call?   GA   
14:41:56   -   778000715:   later   haha.   I   have   to   write   all   the   info   down.   
14:41:58   -   778000715:   Thank   you   :)  
14:42:04   -   011139:   ok   no   problem   maybe   ttyl   then   !   
14:42:08   -   778000715:   ahaha   yeah   i   was   thinking   the   same   thing   
14:42:11   -   011139:   goodbye   
14:42:13   -   778000715:   lol   ttyl   maybe   
14:42:14   -   011139:   Thank   you   for   using   the     Relay   Service,   goodbye   SKSK   
14:42:18   -   Operator   disconnected   (011139)   
Duration:   00:29:04   
  

Transcript   5:   October   25,   2020   -   Bell   -   Montreal     
  

IP   Relay   Call   with   -   Transcript   
Initiated:   Sun   Oct   25   2020   14:52:41   GMT-0700   (Pacific   Daylight   Time)   
14:52:41   -   Calling:   8665582273   
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14:52:42  -  011114:  IP  Relay  Service,  this  is  operator  011114,  my  name  is  Anne-Sophie                
GA   
14:52:50   -   011114:   Thank   you,   please   hold...   
14:53:12   -   778000715:   I   want   to   become   a   new   customer   
14:53:20   -   778000715:   to   inquire   about   cellular   data   plan   
14:54:35   -   778000715:   ok   thanks   
14:54:52   -   011114:   telus   automated   system...   we    are   on   hold    a   woman   answered   
14:54:56   -   011114:   I   must   explain   the   Relay   Service,   please   hold...   
14:54:59   -   778000715:   ok   
14:55:36  -  778000715:  Hello,  my  name  is  XXXXX.  I’d  like  to  become  a  new  customer.  I                  
have  an  apple  device  with  no  cellular  plan.  I  am  Deaf  and  Blind.  I  want  to  ask  some                    
questions   about   your   data   plan   
14:56:28   -   778000715:   ooh   that   sounds   nice.   Can   you   tell   me   more?   
14:57:08  -  778000715:  What  about  data?  I  need  more  data  for  video  calls  as  I  use  video                   
relay   service   and   it   takes   up   so   much   data.   I   don't   use   voice.   
14:57:47  -  011114:  We  have  peace  of  mind  plan  and  that  include  a  unlimited  calling  and                  
texting  in  Canada  and  20  gigabyte  maximum  speed  of  data  and  that's  for  75$,  and  if  you                   
have   home   services   with   TELUS   there   will   be   a   discounted   price   on   the   plan   
14:58:01  -  778000715:  no  home  service.  I’m  just  looking  for  the  best  data  plan  that  can                  
provide   me   more   data   GB   for   my   needs   as   a   deaf/blind   person.   
14:58:34   -   011114:   how   many   GB   of   data   your   are   looking   to   have   ga   
14:58:37   -   778000715:   is   your   plan   with   20GB   the   maximum   you   have?   
14:58:48   -   778000715:   I   would   say   probably   50?   
14:59:02   -   778000715:   the   apps   i   use   for   my   disability   consumes   so   much   data   
14:59:34  -  011114:  50...  ok  we  have  a  plan  with  50  GB  unlimited  calling  and  texting  in                   
Canada   for   $125   
14:59:48   -   778000715:   do   you   have   a   disability   discount?   Accessible   discount?   
15:00:07   -   778000715:   do   you   have   a   15   day   trial?   
15:00:49   -   778000715:   trial   15   days   or   30   for   disabled   people   to   try   it   out?   
15:01:29  -  011114:  yes  we  do  let  me  check  ok  we  do  have  an  accessibility  discount  for                   
$20  off  per  month.  If  you  don't  want  to  go  with  a  contract  do  a  bring  your  own  device                     
and   you   can   cancel   anytime   but   you   would   still   be   paying   a   monthly   bill   ga   
15:01:41   -   778000715:   no   trial?   
15:02:17  -  011114:  no  trial  because  you  would  be  using  the  service  from  there  and  we                  
only   have   monthly   bill   once   you   started   the   service   ga   
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15:02:44  -  778000715:  Oh  I  see  okay....  umm...  if  I  went  into  the  store,  would  Telus                  
provide   me   with   large   print   or   braille   documents?   For   contract   and   information?   
15:03:34  -  778000715:  ok  but  for  general  documents  would  the  store  provide  accessible               
reading   material?   
15:03:42   -   778000715:   ok   great   
15:03:50  -  011114:  yes  but  there  would  be  no  contract  as  you  would  be  just  doing  a                   
month   to   month   no   contract   plan   but   papers   will   be   provided   at   the   store   
15:03:57   -   778000715:   if   I   overuse   my   data   would   I   be   charged   more   $?   
15:04:41  -  011114:  no  the  peace  of  mind  plan  once  you  use  up  the  50  GB  we  will  not  be                      
charging   but   your   data   will   be   slowed   down   ga   
15:05:13  -  778000715:  that's  good  to  know.  Since  I  am  Deaf,  and  I  need  to  go  to  the                    
store,  how  would  I  communicate  with  the  representative?  Would  there  be  a  sign               
language   interpreter?   
15:06:04  -  011114:  there  will  be  no  language  interpreter  maybe  you  could  write  it  down                 
on   a   paper   so   the   representative   can   communicate   with   you   ga   
15:06:19  -  778000715:  I  have  very,  very  limited  vision  and  if  I  brought  my  own                 
interpreter   is   there   any   chance   Telus   would   pay   for   the   interpreter   for   his   time?   
15:07:12  -  778000715:  oh  ok....  can  you  tell  me  the  closest  store  there  is  near  my                  
home?   My   postal   code   is   H2E   0A1   Montreal   
15:08:04  -  778000715:  I  prefer  to  go  in  person  so  they  can  work  on  my  phone  and                   
install   Telus   on   my   phone   
15:08:10  -  011114:  no  we  don't  have  that  kind  of  option  you  can  order  it  online  or  with  us                     
over  the  phone,  I  could  be  the  one  to  process  it  if  you  can't  do  it  online  and  if  you  want                       
to   process   it   today   
15:08:42   -   778000715:   great   thanks   
15:11:37   -   778000715:   perfect.   That’s   quite   far!   But   I   know   where   it   is.   Downtown.   
15:11:48  -  011114:  ok  let  me  check  I'll  look  it  up  here...  it's  loading...  ok  we  have  one  in                     
sainte-catherine  OUEST  that's  in  950,  sorry  let  me  just  check...  ok  it's  a  TELUS  mobility                 
556   sainte-catherine   east   montreal   but   they   are   close   until   tomorrow   
15:12:06  -  778000715:  okey  dokey....  i  think  that's  all!  I  wrote  down  all  the  info  and  when                   
I   decide   I’ll   go   to   the   store.   Thank   you   so   much   for   your   help.   
15:12:38  -  011114:  perfect  thank  you  so  much  as  well  take  care  and  have  a  great  day  ga                    
to   sk   
15:12:39   -   778000715:   you   too   
15:12:42   -   778000715:   bye   bye   sksk   
15:13:06   -   778000715:   no   thank   you,   take   care.   
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15:13:06   -   011114:   Would   you   like   to   place   another   call?   ga   
15:13:09   -   011114:   Thank   you   for   using   the     Relay   Service,   goodbye   SKSK   
15:13:12   -   Operator   disconnected   (011114)   
Duration:   00:20:31     
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Appendix   D:    2021   Canadian   Population:   Deaf   and   Hard   of   Hearing   Statistics   (Statistics   Canada)     
  

  

  
                                                                                     130   

Country/Province/Territory   Population   Deaf   ASL/LSQ   
based   on   .001   

Profound   Deaf   
based   on   .01   

Hard   of   Hearing   
based   on   .10   

Canada   38.27   million     38,270   382,700   3,827,000   

British   Columbia   5.03   million   5,030   50,300   503,000     

Alberta   4.36   million   4,360   43,600   436,000     

Saskatchewan   1.16   million   1,160   11,600   116,000    

Manitoba   1.36   million   1,360   13,600   136,000   

Ontario   14.49   million   14,490   144,900   1,449,000   

Quebec   8.45   million   8,450   84,500   845,000   

Newfoundland   522,537   522   5,225   52,253   

New   Brunswick   773,020   773   7,730   77,302   

Prince   Edward   Island   155,318   155   1,553   15,531   

Nova   Scotia   966,858   966   9,668   96,685   

Yukon   40,208   40   402   4,020   

Northwest   Territories   44,420   44   444   4,442   

Nunavut   39,170   39   391   3,917   



Note:     
● For   those   Deaf   individuals   using   sign   language   (based   on   .001)     
● For   those   profoundly   deaf   or   severe-profound   hard   of   hearing   regardless   of   their   

communication   needs   (i.e.,   spoken   or   signed   or   both   languages   ASL-English   or   
LSQ-   

● French)   (based   on   .01)     
● For   those   with   some   form   of   hearing   loss   (based   on.10)     

    

Source:     
In   CRTC   Feasibility   Study   Report   (2012)   commissioned   by   Bell,   Canada/Mission   
Consulting   Inc,   they   use   .001   (i.e.,   34,000,00   Canadian   Population   in   2010   x.001   for   a   
formula   to   identify   Deaf   Canadians   who   use   sign   language)   in   attached   Phase   9   of   the   
Final   Report   of   the   Feasibility   of   Video   Relay   Services   (VRS).    In   Phase   9   Page   13     
  

Table   2:   Canadian   demographic   estimates   Canadian   Demographic   Estimates     
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Total   2010   Canadian   population   34,100,000   

Total   population   in   Canada   with   some   form   of   hearing   loss   3,400,000   

Total   population   identified   as   profoundly   deaf   in   Canada   340,000   

Total   sign   language   users   (as   primary   language,   both   ASL   and   LSQ)   34,000   

Total   potential   ASL   VRS   users   in   Canada     26,100   

Total   potential   LSQ   VRS   users   in   Canada   7,900   

Total   reported   sign   language   Interpreters   in   Canada     782   

Total   reported   ASL   interpreters   in   Canada   599   

Total   reported   LSQ   interpreters   in   Canada   183   
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Appendix   E:   Customer   Service   Links   &   Screenshots   
  

Click   the   blue   links   and   they   direct   you   to   the   associated   web   page   URL     
  

Canadian   Ives   Platform   -   9050   -     
IVèS   Canada:   Home    -   ( We   cover   all   of   Canada   and   our   customer   service   agents   
communicate   in   ASL,   LSQ,   English   &   French. )   

  
Apple   Store   Examples   and   Successes   

  
Note:   Apple   Metrotown-Burnaby,   Pacific   Centre   and   Coquitlam   Apple   stores   have   
Deaf   Staff   working   the   Retail   store   floors   

  
Apple   Offering   In-Store   Accessibility   Workshops   
  

Gallaudet   University   Announces   'Connected   Gallaudet'   Educational   Partnership   With   
Apple   
  

Apple   and   Gallaudet   University   foster   innovation   in   education   
  

When   it   comes   to   accessibility,   Apple   continues   to   lead   in   awareness   and   innovation   
  

Google   Announces   Partnership   With   Connect   Direct   
CSD’s  Connect  Direct  and  Google  Launch  ‘ASL  Now’  Accessibility  Solution  for  the  Deaf               
Community   -    https://www.csd.org/stories/google-connect-direct/   
  

Direct   Video   Calling   Customer   Direct   Services   
Direct   Video   Calling   &   ACE   Direct   
  

Some   Examples   of   Sign   Language   Interpreter   Booking   Webpage   Forms   &   
Screenshots   -   Bell.ca:   
Old   webpage   look   -   using   web   archive   URL:   
https://web.archive.org/web/20200930081621/https://www.bell.ca/Accessibility_services/ 
Request-interpreter   
Current   webpage   -    https://www.bell.ca/Accessibility_services/Request-interpreter   
Bell   website   
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https://www.ives-inc.ca/
https://www.applevis.com/blog/apple-offering-store-accessibility-workshops
https://www.forbes.com/sites/stevenaquino/2020/08/26/gallaudet-university-announces-connected-gallaudet-educational-partnership-with-apple/?sh=233950ea59e5
https://www.forbes.com/sites/stevenaquino/2020/08/26/gallaudet-university-announces-connected-gallaudet-educational-partnership-with-apple/?sh=233950ea59e5
https://www.apple.com/ca/newsroom/2020/10/apple-and-gallaudet-university-foster-innovation-in-education/
https://techcrunch.com/2016/05/19/when-it-comes-to-accessibility-apple-continues-to-lead-in-awareness-and-innovation/
https://www.csd.org/stories/google-connect-direct/
https://www.fcc.gov/ace
https://web.archive.org/web/20200930081621/https://www.bell.ca/Accessibility_services/Request-interpreter
https://web.archive.org/web/20200930081621/https://www.bell.ca/Accessibility_services/Request-interpreter
https://www.bell.ca/Accessibility_services/Request-interpreter


  
1. Current   webpage   for   sign   language   interpreter   booking   services:   
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2. Older   sign   language   interpreter   booking   automated    website   booking   form :  ¶ 
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https://web.archive.org/web/20200930081621/https://www.bell.ca/Accessibility_services/Request-interpreterhttps://web.archive.org/web/20200930081621/https://www.bell.ca/Accessibility_services/Request-interpreterhttps://web.archive.org/web/20200930081621/https://www.bell.ca/Accessibility_services/Request-interpreterhttps://web.archive.org/web/20200930081621/https://www.bell.ca/Accessibility_services/Request-interpreterhttps://web.archive.org/web/20200930081621/https://www.bell.ca/Accessibility_services/Request-interpreterhttps://web.archive.org/web/20200930081621/https://www.bell.ca/Accessibility_services/Request-interpreterhttps://web.archive.org/web/20200930081621/https://www.bell.ca/Accessibility_services/Request-interpreterhttps://web.archive.org/web/20200930081621/https://www.bell.ca/Accessibility_services/Request-interpreterhttps://web.archive.org/web/20200930081621/https://www.bell.ca/Accessibility_services/Request-interpreterhttps://web.archive.org/web/20200930081621/https://www.bell.ca/Accessibility_services/Request-interpreterhttps://web.archive.org/web/20200930081621/https://www.bell.ca/Accessibility_services/Request-interpreterhttps://web.archive.org/web/20200930081621/https://www.bell.ca/Accessibility_services/Request-interpreterhttps://web.archive.org/web/20200930081621/https://www.bell.ca/Accessibility_services/Request-interpreterhttps://web.archive.org/web/20200930081621/https://www.bell.ca/Accessibility_services/Request-interpreterhttps://web.archive.org/web/20200930081621/https://www.bell.ca/Accessibility_services/Request-interpreterhttps://web.archive.org/web/20200930081621/https://www.bell.ca/Accessibility_services/Request-interpreterhttps://web.archive.org/web/20200930081621/https://www.bell.ca/Accessibility_services/Request-interpreterhttps://web.archive.org/web/20200930081621/https://www.bell.ca/Accessibility_services/Request-interpreterhttps://web.archive.org/web/20200930081621/https://www.bell.ca/Accessibility_services/Request-interpreterhttps://web.archive.org/web/20200930081621/https://www.bell.ca/Accessibility_services/Request-interpreterhttps://web.archive.org/web/20200930081621/https://www.bell.ca/Accessibility_services/Request-interpreterhttps://web.archive.org/web/20200930081621/https://www.bell.ca/Accessibility_services/Request-interpreterhttps://web.archive.org/web/20200930081621/https://www.bell.ca/Accessibility_services/Request-interpreterhttps://web.archive.org/web/20200930081621/https://www.bell.ca/Accessibility_services/Request-interpreterhttps://web.archive.org/web/20200930081621/https://www.bell.ca/Accessibility_services/Request-interpreterhttps://web.archive.org/web/20200930081621/https://www.bell.ca/Accessibility_services/Request-interpreterhttps://web.archive.org/web/20200930081621/https://www.bell.ca/Accessibility_services/Request-interpreter


  
  
  
  
  
  
  
  
  
  
  
  
  

 Appendix   F:     
Mystery   Shopper   Experience   Overview     

Infographic   
  
  
  

  
                                                                                     136   



 Appendix   F:   Infographic     

    
***End   of   Document***   

  
                                                                                     137   


