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Introduction

In accordance with The Accessible Saskatchewan Act, which came into force on December
3, 2023, the Financial and Consumer Affairs Authority (FCAA) has developed a
comprehensive accessibility plan. This plan will support the removal and prevention of
accessibility barriers for people with disabilities working or interacting with the FCAA.

In developing an accessibility plan, The Accessible Saskatchewan Regulations require
government organizations to consult with persons with disabilities and consider the
principles of inclusion, adaptability, diversity, collaboration, self-determination and
universal design.

For the FCAA’s Accessibility Plan (the Plan), an internal survey was conducted with staff in
June of 2025. The purpose of the survey was to solicit feedback from staff on barriers to
accessibility such as the FCAA’s building, website and visual identity which would impact
staff, stakeholders or clients.

The FCAA also conducted an external survey aimed at members of the public who interact
with the FCAA. The survey was posted on the home page of the FCAA website and shared on
the FCAA LinkedIn account. The survey ran in July of 2025 but did not garner any feedback.
The FCAAran the survey for a second time from August to September of 2025, but no relevant
responses were received.

Accessibility Barriers

Accessibility barriers are created when systems, spaces, objects and information are
designed in ways that do not allow all people to use them. When looking at the FCAA
building, programs and services, the following accessibility barriers were taken into
consideration: physical, information and communication, attitudinal, and technology.
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Physical

Physical barriers can make it difficult for persons with disabilities to access office buildings
or other spaces. These could include parking/drop off spaces, entrances (stairs, doorways,
and waiting areas), walkways (too narrow and cluttered walkways), navigation (lack of
directions), and service counters (too high). There are also physical barriers that persons
with sensory disabilities may encounter when accessing office buildings (light, scent or
sound sensitivities). Working in an office environment or regular work hours can also present
barriers for some persons with disabilities.

Feedback from the internal survey identified the following physical accessibility barriers for
the FCAA:
1. Lack of automatic door access on the fire door in the lobby.
2. Lack of automatic door access on the fourth-floor main door and bathroom doors.
3. Anumber of fourth floor offices have knob style handles which can be challenging to
open.
4. The building lobby lacks auditory or braille signage to assist people with visual
disabilities.

Information & Communication

Information and communication barriers can exist when information is not provided in a
way that everyone can access or use. This could include complex language, small and
hard-to-read fonts, and a lack of accessible formats (Braille, American Sign Language
(ASL), closed captioning and screen reader compatible). These barriers could be
experienced on websites, emails, phone systems, printed and electronic documents.

Feedback from the FCAA internal survey raised the following concerns relating to
information and communication accessibility barriers:
1. The current FCAA visual identity font (Montserrat) is difficult to read for persons with
visual disabilities.
2. Thereisinconsistent formatting and communication standards on FCAA
documents, reports and emails.
3. Embedded links (such as “Click here”) on webpages and within materials are
difficult to see.
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4. The use of acronyms can be challenging to understand for people with visual or
learning disabilities.

Attitudinal

Attitudinal barriers occur when people think or act differently towards persons with
disabilities. This could include false assumptions being made about a person’s ability to
communicate or persons with disabilities being treated differently than other service users.
Attitudes or assumptions can interfere with a user’s ability to access accommodations and
disability supports.

There were no specific concerns raised in the internal FCAA survey regarding attitudinal
accessibility barriers. There were some comments requesting more understanding across
the organization of both visible and invisible disabilities. Staff also expressed that it can be
challenging to request or receive an accommodation if their disability is not understood or
recognized.

Technology

Technology barriers occur when technology is designed in a way that is not accessible for
persons with disabilities. This could include phone menus or messaging systems, website
structure and navigation.

The internal survey raised concerns regarding technology accessibility barriers in relation to
the FCAA website. These technology barriers are stated above under the Information and
Communication section.

Accessibility Achievements and Goals

Achievements To Date

The FCAA has implemented a number of accessibility initiatives to support people working
and interacting with the organization. These include:

e Automatic door switches on some of the doors (physical)

e Wheelchair accessible bathrooms (physical)

e Scent free workplace policy (physical)

e Dimmer switches in common workspaces such as the boardroom (physical)
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e Offering staff reduced lighting options for their office space (physical)

e Remote work arrangements and flexible schedules to support staff (physical)

e Alternative text is used on all social media post images (information and
communication)

e The FCAA website is compatible with screen reader technology (technology)

e During the interview process, candidates are asked if they would require any
accommodation if hired (physical, information and communication and technology)

Goal 1: Improve Building Accessibility

To ensure staff, stakeholders and clients have full accessibility to the office, the FCAA will
consult with building management to add automatic door options to building and bathroom
doors. In the 2026-27 fiscal year, the FCAA will change all knob door handles to levers
throughout the office. Interim steps will be implemented if these changes to improve
building accessibility cannot be made quickly.

Goal 2: Improve Accessibility of Digital and Written Content

As many individuals access information through digital platforms like websites and social
media, itis important to make sure that digital contentis understandable and accessible on
the mobile devices that people use.

The FCAA will change their current visual identity font to a more accessible font for persons
with visual disabilities. In the fall 2025, the FCAA updated document templates and standard
font styles to ensure documents and correspondence are consistent and accessible. In
2026-27, the FCAA will update the font on the FCAA website.

To make links more accessible on the website and in documents, the FCAA will bold and
include the full link rather than embedding it into the text (such as “Click here”). FCAA staff
willuse this style when including links in emails and other forms of communication to ensure
they are clearly visible. This will be implemented in the 2025-26 fiscal year.

Acronyms will be defined clearly in the first use of a document or communication, such as
Financial and Consumer Affairs Authority (FCAA). Once defined, the acronym can be used
throughout the rest of the document or communication. FCAA staff will define acronyms in
emails and other forms of communication to ensure the content is accessible. This will be
implemented in the 2025-26 fiscal year.
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Goal 3: Educate Staff on Accessibility and Accommodation Supports

Increasing staff awareness about accessibility and the importance of inclusion are key to
improving the quality of services provided to persons with disabilities.

The FCAA will provide learning opportunities to educate staff and increase their
understanding of physical and invisible disabilities and accommodation supports. This will
improve staff’s ability to support one another and clients of the FCAA with a disability.

Conclusion

The FCAA is committed to supporting persons with disabilities through this Plan. Since the
FCAA is a small, centrally located organization with minimal physical public interaction,
there were fewer barriers identified through the consultations compared to larger, public
facing organizations.

The FCAA currently has many accessibility supports in place and the goals outlined above
are achievable to further reduce and prevent barriers for persons with disabilities working
or interacting with the FCAA. Moving forward, the FCAA will seek regular feedback from
staff to ensure the organization continues to be accessible. The Plan will be reviewed and
updated as required every three years.
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