
What is
“Consumer Orientation?”
Communication with one or 
more consumers with the goal of 
supporting their understanding 
of the interaction.
Orientation may include:

Educating consumers about 
how the interpreter will 
function within the context 
of the interaction

OMITTING  CONSUMER  ORIENTATION  HAS
A  NEGATIVE  IMPACT  ON  CONSUMERS

Participants were then asked to give the presenter a rating from 1 to 5 in ten soft skill categories...

In this study, 357 hearing participants watched a video of a Deaf man giving a presentation in ASL with audio of an interpreter             
rendering the message into spoken English. Participants then answered the question, “What was your impression of the presenter?”

Percentage of Participants Indicating
Distraction and/or Confusion

Distracted
or

Confused
44%

Not Distracted
or

Confused
56%

the presenter’s facial expressions, or the process of watching the video) or confused (did not know who the presenter was)
Without orientation, 44% of participants’ responses indicated that they were distracted (commented on the ASL,
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Ratings by Category
Distraction and confusion corresponded to lower ratings in all ten categories

Perceived ethical constraints:

The myth of invisibility (2, 5, 6, 7, 8)

The interpreter is not a participant in the interaction (3, 8, 9)

Fear of Deaf disempowerment (10)

Research  shows  that  hearing
consumers  do  not  understand:
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INTERPRETERS HAVE THE INFORMATION
CONSUMERS NEED, 

BUT MAY NOT SHARE IT.

Familiarity with ASL or interpreters made little 
di�erence.

 Familiarity with ASL
Not at all familiar

47% 53%

Somewhat familiar

41% 59%

Very familiar

44% 56%

Familiarity with Interpreter
Not at all familiar

47% 53%

Somewhat familiar

39% 61%

Very familiar

42% 58%

Not Distracted or ConfusedDistracted or Confused

Explaining what consumers 
can expect to hear and see 
during the interaction and 
why this is di�erent than 
typical monolingual 
interactions

Describing how consumers 
can actively participate in 
ensuring communication is 
accessible and inclusive to 
all parties (1)

There is little research on

and best practices
Consumer Orientation,

have yet to be developed.

RID Code of
Professional Conduct

Tenet 3.5

Interpreters should “conduct
and present themselves in an

unobtrusive manner” (11)


