
 

 

 

 

 

 

 

 

 

The Tourism Needs of People with Hearing Loss 

 

 

 

 

 

 

The New Zealand Tourism Research Institute 

AUT University, Auckland, New Zealand 

www.nztri.org 

 

October 2011 

http://www.nztri.org/


 

 

 

i 

Executive Summary 

¶ This research has three aims: to offer a better understanding of Access Tourism as a 
legitimate tourism market, to establish what people with hearing loss want in terms of 
tourism products and services, and to evaluate the case for the development of a 
ΨIŜŀǊƛƴƎ ¢ƛŎƪΩ ŦƻǊ ǘƻǳǊƛǎƳ ōǳǎƛƴŜǎǎŜǎ ǘƘŀǘ ŎŀǘŜǊ ŦƻǊ ǇŜƻǇƭŜ ǿƛǘƘ ƘŜŀǊƛƴƎ ƭƻǎǎΦ 

¶ The report presents the final results from online surveys conducted to understand the 
tourism experiences of people with hearing loss. One survey was aimed at international 
respondents with hearing loss (who may or may not have visited New Zealand) and ran 
from 20 February 2011 to 20 June 2011 yielding 198 international responses. The second 
survey was aimed at New Zealand residents with hearing loss and ran from 10 March 
2011 to 10 July 2011 generating 167 domestic responses. 

¶ New Zealand respondents were mainly from the Canterbury (22%), Auckland (20%), and 
Wellington (13%) regions, while the majority of international respondents were from the 
USA (40%) and Australia (34%). 

¶ Both the New Zealand and international samples were dominated by older age groups, 
with 78% of New Zealand and 63% of international respondents being aged 45 years or 
older. 

¶ Most New Zealand (73%) and international (68%) respondents have medium to high 
hearing loss. Eighteen percent of New Zealand and 27% of international respondents 
have total hearing loss. Very few have low levels of hearing loss. 

¶ The top four reasons why New Zealand and international respondents travel in general 
are: for enjoyment (84%/91%), to connect with friends, family or partner (84%/59%), to 
have new experiences (65%/72%), and for relaxation (53%/57%). 

¶ New Zealand respondents on average took 7.18 overnight domestic trips during 2010; 
this is almost twice the number of domestic overnight trips (4.2) than taken by New 
Zealanders in general (see MED, 2010a). 

¶ New Zealand respondents took either one (30%), two (11%), or three or more (10%) 
international trips during 2010. Forty-nine percent did not travel internationally. 

¶ The primary reasons New Zealand respondents took their most recent domestic trip 
were to be with friends and family (31%), to holiday (25%), for business (11%), or to 
attend conferences (10%). 

¶ The majority (82%) of New Zealand respondents travelled with at least one other person 
on their most recent domestic trip - most commonly a spouse or partner (73%). Eighteen 
percent travelled alone. 
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¶ On their most recent domestic trip, New Zealand respondents stayed an average of 4.6 
nights away from home, and spent on average $107 per person per day on transport, 
accommodation, activities and attractions, and food and beverage. 

¶ Thirty-three percent of international respondents took between three and five domestic 
overnight trips in their own country. The mean number of domestic overnight trips 
taken by international respondents was 6.8. 

¶ Forty percent of international respondents did not take any international trips during 
2010. Of the 60% who did travel internationally, the majority (83%) took between one 
and three trips. 

¶ Forty-three percent of international respondents have previously visited New Zealand, 
47% have never visited New Zealand but plan to do so one day; 10% have never visited 
and have no plans to do so. 

¶ For those international respondents who have been to New Zealand, the main reasons 
ŦƻǊ ǘƘŜƛǊ ƭŀǎǘ Ǿƛǎƛǘ ǿŜǊŜ ΨƘƻƭƛŘŀȅΩ όпн҈ύΣ ǘƻ ōŜ ǿƛǘƘ ŦǊƛŜƴŘǎ ŀƴŘκƻǊ ŦŀƳƛƭȅ όмр҈ύΣ ŀƴŘ ǘƻ 
attend a conference or similar event (13%). 

¶ The majority (83%) of international respondents who visited New Zealand travelled with 
at least one other person on their last visit ς mainly their spouse or partner. Seventeen 
percent of international respondents travelled by themselves to New Zealand. 

¶ On their last visit to New Zealand, international respondents stayed an average of 13.2 
days.  

¶ Just under half (46%) of New Zealand respondents would like to take more domestic 
overnight trips. Factors that prevent these respondents from travelling more 
domestically are cost (74%), a concern that their hearing needs will not be met (37%), 
and difficulty finding information about access for visitors with hearing loss (24%). 

¶ Fifty-ƴƛƴŜ ǇŜǊŎŜƴǘ ƻŦ bŜǿ ½ŜŀƭŀƴŘ ǊŜǎǇƻƴŘŜƴǘǎ ΨŀƎǊŜŜΩ ƻǊ ΨǎƻƳŜǿƘŀǘ ŀƎǊŜŜΩ ǘƘŀǘ ǘƘey 
would take more domestic overnight trips if the level of service for people with hearing 
loss across the tourism industry in New Zealand was improved. 

¶ Just under half (43%) of international respondents would like to take more international 
trips. Factors preventing international visitors from taking more international trips are 
cost (73%), time constraints (54%), concerns that their hearing needs will not be met 
(33%), and difficulty finding information about access for visitors with hearing loss (25%). 

¶ Both New Zealand and international respondents agree (mean 4.4-4.6 out of 5) that the 
most important access needs when travelling away from home include customer service 
staff who have ŀ ΨŎŀƴ-ŘƻΩ ŀǘǘƛǘǳŘŜ and are knowledgeable about serving guests with 
hearing loss. The provision of reliable information is also important, including 
information about safety in clear print, emergency alarms in public areas that are visual 
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as well as audible and  public audio announcements that are provided in text on TV 
screens. 

¶ When asked what other things would make their travel more enjoyable and accessible, 
both New Zealand and international respondents highlighted the importance of 
understanding, patient staff trained to know how to accommodate people with hearing 
loss, how to meet their needs, and what to do in an emergency. 

¶ Over two-thirds (70%) of New Zealand and half (52%) of international respondents 
indicated that it is difficult to find information about New Zealand tourism products that 
are accessible to people with hearing loss. 

¶ Forty-two percent of New Zealand and 29% of international respondents agreed with 
the statement ǘƘŀǘ ΨƛƴŦƻǊƳŀǘƛƻƴ ŀōƻǳǘ ǎŜǊǾƛŎŜǎ ŦƻǊ ǘƘŜ ƘŜŀǊƛƴƎ ƛƳǇŀƛǊŜŘ ƛǎ ƻŦǘŜƴ wrong 
or misleadingΩΦ 

¶ The reasons most often stated by both New Zealand and international respondents for 
not seeking information about New Zealand tourism products were: a lack of knowledge 
on how to seek information and a perception that it is too hard to find. Some also think 
the information does not exist, and that businesses do not cater for people with hearing 
loss. 

¶ The majority of New Zealand (90%) and over half (55%) of international respondents feel 
that the level of service in the New Zealand tourism industry for people with hearing loss 
needs to be improved. 

¶ Nearly two thirds (60%) of New Zealand and three quarters of international respondents 
indicate they would ΨƻŦǘŜƴΩ return to a tourism business that has good services for 
people with hearing loss; 64% and 76% would tell friends and family about such a 
business. 

¶ The majority of both New Zealand (88%) and international (89%) respondents think it is 
a good idea to have a hearing-rating symbol that New Zealand businesses could use to 
show they are accessible to people with hearing loss. 

¶ The main reasons given by both domestic and international respondents for saying the 
use of a ΨƘŜŀǊƛƴƎ ǘƛŎƪΩ is a good idea are: to show that people with hearing loss are 
accepted and provided for, to reduce anxiety and frustration, to make the business 
easily recognisable, to promote awareness by businesses of people with hearing loss, 
and to improve first time and repeat patronage by people with hearing loss. 

¶ The majority of New Zealand (83%) and international (91%) respondents indicate that 
they would visit a website that had reliable information on tourism businesses in New 
Zealand that cater for people with hearing loss. 

¶ Based on literature research, and empirical evidence in this research, it is recommended 
that a hearing-rating symbol be developed for use by businesses in New Zealand. 
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Objectives, Context and Method 

The National Foundation for the Deaf (NFD, see www.nfd.org.nz) is a non-profit, non-

government organisation which promotes the interests of New Zealanders with any degree 

of hearing loss or deafness. In 2011, the NFD partnered with the New Zealand Tourism 

Research Institute at AUT University to conduct research to investigate the tourism needs of 

people with hearing loss. 

For the purpose of this report, the term ΨtourismΩ includes tourism, travel, and hospitality, 

ŀƴŘ ǘƘŜ ǘŜǊƳ ΨǇŜƻǇƭŜ ǿƛǘƘ ƘŜŀǊƛƴƎ ƭƻǎǎΩ ƛƴŎƭǳŘŜǎ ǘƘƻǎŜ ǿƘƻ ƘŀǾŜ ǎƭƛƎƘǘ ǘƻ ǘƻǘŀƭ ƘŜŀǊƛƴƎ ƭƻǎǎΣ 

whether innate or acquired. Access Tourism is a term used to describe tourism for people 

with disabilities, seniors who may not be as agile as they once were, parents with 

pushchairs, people with luggage, or anyone else who may need better access to tourism 

products and services. 

!ƴ ǳƭǘƛƳŀǘŜ Ǝƻŀƭ ƻŦ ǘƘŜ bC5 ƛǎ ǘƻ ŎǊŜŀǘŜ ŀ ƘŜŀǊƛƴƎ Ψ¢ƛŎƪΩ ǎȅǎǘŜƳ ŦƻǊ ōǳǎƛƴŜǎǎŜǎ ǘƘŀǘ ŎŀǘŜǊ ŦƻǊ 

ǇŜƻǇƭŜ ǿƛǘƘ ƘŜŀǊƛƴƎ ƭƻǎǎΦ  ¢Ƙƛǎ ǎȅǎǘŜƳ ǿƛƭƭ ōŜ ǎƛƳƛƭŀǊ ǘƻ ǘƘŜ IŜŀǊǘ CƻǳƴŘŀǘƛƻƴ ΩIŜŀƭǘƘȅ IŜŀǊǘ 

¢ƛŎƪΨ ǿƘƛŎƘ ƛǎ ŀ ŦǊƻƴǘ ƻŦ ǇŀŎƪ ŦƻƻŘ ƭŀōŜƭƭƛƴƎ ǎȅǎǘŜƳ used on products approved by that  

organisation.  

The aims of this research are threefold: 

1) To offer a better understanding of Access Tourism (especially hearing loss related) as a 
legitimate tourism market.   

2) To establish what people with hearing loss want in terms of tourism products. 

3) To evaluate the case for the development ƻŦ ŀ ΨIŜŀǊƛƴƎ ¢ƛŎƪΩ for tourism businesses that 
caters for people with hearing loss. 

The main body of this report presents the final results from two web surveys (see Appendix 

2): one aimed at people with hearing loss living in New Zealand and the other at people with 

hearing loss living in other countries (who may or may not have been to New Zealand). New 

Zealand respondents were asked to provide information about their domestic and 

international travel, their most recent domestic trip, and about general travel needs. 

International respondents who had been to New Zealand (43%) were asked to provide 

information about their last visit to New Zealand. They were also asked to provide 

information related to their general travel needs. 

International respondents who had not been to New Zealand were asked if they did or did 

not plan to visit in future. Those that planned to visit in future (47%) were asked about 

planning their trip to New Zealand, and about their general travel needs. Those who 

http://www.nfd.org.nz/
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responded that they had no plans to visit (10%) were asked why this was - and about their 

general travel needs.  

The international survey ran from 20 February to 20 June 2011, the New Zealand survey 

from 10 March to 10 July 2011 (four months each). The surveys were promoted in a variety 

of ways to the hearing impaired community, including: email, social media, in newsletters 

and electronic magazines, and on websites of national and international government 

departments and non-governmental organisations (see Appendix 1 for a full list of 

organisations that promoted the online surveys). 

A total of 167 New Zealand and 198 international respondents participated in the research. 

Not all respondents answered all questions as they were optional, so the number of 

respondents to each question varies. For some questions, respondents could select or 

provide more than one answer, and in those cases totals do not add up to 100%. 

Given the non-probability sampling used in this study, caution should be taken in any 

generalisation of the findings. The results, however, do provide an initial indication of the 

tourism needs of people with hearing loss. 

Throughout this report, results are discussed in relation to any other relevant data or 

ǊŜǎŜŀǊŎƘΦ ¢ƘŜ ǘŜǊƳǎ ΨƎŜƴŜǊŀƭ bŜǿ ½ŜŀƭŀƴŘ ǇƻǇǳƭŀǘƛƻƴΩΣ ΨƎŜƴŜǊŀƭ bŜǿ ½ŜŀƭŀƴŘ ǾƛǎƛǘƻǊǎΩΣ 

ΨƎŜƴŜǊŀƭ ƛƴǘŜǊƴŀǘƛƻƴŀƭ ǾƛǎƛǘƻǊǎΩ ŀƴŘ ǎƻ ƻƴ ǊŜŦŜǊ ǘƻ ŀƴ Ŝƴǘƛre population which includes people 

with and without hearing loss. 

The report commences with an overview of the importance of Access Tourism generally and 

more specifically tourism and people with hearing loss. The reader is referred to relevant 

existing literature in what is now a growing area of study. The report then moves on to focus 

on the survey findings. First the basic characteristics of the respondents are outlined. We 

then explore the general travel characteristics of the respondents and look at which access 

factors they see as important when travelling. The report then explores respondent 

perceptions of finding information about accessible tourism products and the barriers they 

face in travel. Feedback is also sought on the support of the ŘŜǾŜƭƻǇƳŜƴǘ ƻŦ ŀ ΨƘŜŀǊƛƴƎ ǘƛŎƪΩ 

and a website with information about accessible tourism businesses. The report concludes 

with a series of key points that can be drawn from the research. 

ACCESS TOURISM ς A MARKET OF GROWING SIGNIFICANCE 

There have been several studies that outline the importance of Access Tourism as a critical 

market segment of the tourism industry (for example, see Darcy, Cameron, & Pegg, 2010; 

Dwyer & Darcy, 2008; Patterson & Pegg, 2009). This market is set to grow with the ageing of 

the world population because disability increases with age (World Health Organization & 

World Bank, 2011). A number of countries or regions have government-generated Access 
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Tourism strategies or development plans, and many provide toolkits for tourism business 

owners who wish to improve access (see Cultural Ministers Council, 2009; DCMS, 2010; 

Rhodda, 2011). 

Of all the disabilities, hearing loss is currently the most prevalent and as it increases with 

age, there will be an increase in hearing loss prevalence in coming years (United Nations, 

2011). The World Health Organization (World Health Organization & The World Bank, 2011) 

estimates that 124.2 million people worldwide have hearing loss. Estimates of people with 

hearing loss in some of New ZealandΩǎ ƪŜȅ ƛƴōƻǳƴd tourism markets include: 

¶ Australia: 3.7 million (Australian Government, 2011)  

¶ United Kingdom: 8 million plus (NHS, 2009) 

¶ United States: 11 million (USA Census Bureau, 2009) 

¶ /ƘƛƴŀΥ нл Ƴƛƭƭƛƻƴ ό/Ƙƛƴŀ 5ƛǎŀōƭŜŘ tŜǊǎƻƴǎΩ CŜŘŜǊŀǘƛƻƴΣ нллсύ 

¶ Japan: 350,000 (Okuno, 1998) 

¶ European Union:  50 million (European Federation of Hard of Hearing People, 2011) 

¶ Canada:  3 million (Hearing Foundation of Canada, 2010) 

¶ India: 24 million (Johnson & Johnson, 2008) 

In New Zealand, hearing loss prevalence is 5.6% in those 14 years old and under, but rises to 

27% in those aged 65 or more (Greville, 2005). About 4,000 New Zealanders are thought to 

be profoundly deaf, and most of these belong to the pre-lingual Deaf and communicate 

visually by New Zealand Sign Language (Deaf Aotearoa New Zealand, 2010).  An estimated 

728,000 are thought to be hard-of-hearing (HoH) to a greater or lesser extent (Louise 

Carroll, National Foundation for the Deaf, pers. comm.). 

While there is growing research in the field of access needs in tourism (Darcy et al., 2010; 

Dwyer & Darcy, 2008), very little of this work has concentrated on the tourism needs of 

people with hearing loss. The research presented in this report is therefore timely in 

providing information useful to the industry and to organisations working in the areas of 

hearing loss. 
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Respondent Characteristics 

Just over half (56%) of New Zealand respondents live permanently in the North Island, with 

36% living in the South Island, and 8% living in regions other than those listed in the survey 

(for example, Stewart Island, the Chatham Islands etc). The largest group of respondents live 

permanently in areas where there are large cities, for example, in Canterbury (22%), 

Auckland (20%), and Wellington (13%), indicating that there were more urban-dwelling than 

rural-dwelling respondents (Figure 1). 

Figure 1: Place of permanent residence: New Zealand respondents (n=120) 
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The majority of international respondents live permanently in the United States (40%), 

Australia (34%), Canada (9%), and the United Kingdom (7%) (Figure 2). A more detailed 

breakdown of international respondents can be found in Appendix 3. 

Figure 2: Country of permanent residence: international respondents (n=151) 
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Sixty-two percent of New Zealand respondents and 67% of international respondents are 

female.  

Just over half (52%) of New Zealand respondents are aged 60 or older, with 19% being 

under 40 years of age. Just over one third (34%) of international respondent are aged 60+ 

with 29% being under the age of 40 (Figure 3). 

Figure 3: Age groups (NZ n=153; Intl n=120) 
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Just over half of the New Zealand (52%) and 41% of international respondents are living 

with a partner (Figure 4). A quarter of both New Zealand and international respondents are 

single and living alone or residing in shared accommodation with others. 

Figure 4: Life circumstances (NZ n=118; Intl n=151) 

 

More than half of New Zealand (59%) and more than three quarters of international 

respondents (77%) have completed tertiary education. The remainder have secondary 

school qualifications or trade certifications (Figure 5).  By way of comparison, just over 20% 

of the general New Zealand population have attained tertiary education at degree level or 

above (Statistics New Zealand, 2008). 

Figure 5: Highest level of formal education (NZ n=118; Intl n=151) 
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Twenty-three percent of New Zealand respondents have a personal annual income of 

NZ$60,001 to $150,000 and 3% have an income of more than NZ$150,001. Nearly three 

quarters (74%) have annual incomes of up to $60,000. The number of New Zealanders in the 

general population with an average annual income of NZ$60,001 or more is approximately 

18% (Inland Revenue, 2010). 

Thirty-seven percent of international respondents have a personal annual income of 

US$60,001 to US$150,000 and 6% have an income of more than US$150,000. 

Respondents were asked to indicate their level of hearing loss. Nearly three quarters (73%) 

of New Zealand respondents, and 68% of international respondents, state that they have 

medium to high hearing loss (Figure 6). Eighteen percent of New Zealand and 27% of 

international respondents have total hearing loss. Very few have low levels of hearing loss.  

There is insufficient data available to allow comparisons with the general New Zealand 

population. 

Figure 6: Level of hearing loss (NZ n=119; Intl n=153) 
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Travel Characteristics  

Slightly more than half of New Zealand respondents travelled internationally during 2010. 

Thirty percent of the sample took one trip, 11% went on two trips and 10% took three or 

more international trips in 2010 (Figure 7). The mean number of such trips in 2010 was 0.9. 

In comparison, the average New Zealander takes 0.4 trips per annum (MED, 2010a). 

Forty percent of international respondents took no international trips in 2010. Most (83%) 

of the international respondents who did take international trips took one to three trips in 

that year. The mean number of such trips was 1.34. 

Figure 7: Number of international trips in 2010: New Zealand respondents (NZ n=115; Intl n=170) 

 

Just over one third (34%) of New Zealand respondents took between three and five trips 

within New Zealand in 2010 that involved at least one night away from home (hereinafter 

called Ψovernight tripsΩ), while 28% took between six to ten trips. Only 4 respondents took 

more than 31 domestic trips (Figure 8). A small number of respondents took no overnight 

domestic trips (5%), one fifth (19%) took one or two trips, and 11% took between 11 and 30 

overnight trips. 

The mean number of domestic overnight trips taken by New Zealand respondents was 7.18.  

The Domestic Tourism Market segmentation report for 2009 shows that New Zealanders in 

the general population take on average 4.2 domestic overnight trips per year  (MED, 2010a).   

Thirty-three percent of international respondents took between three and five domestic 

overnight trips in their own country, while 19% took between six and 10 trips (Figure 8). A 
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smaller number took no overnight domestic trips (8%), one or two such trips (23%), or 

between 11 and 30 trips (14%). The mean number of domestic overnight trips taken by 

international respondents was 6.8.  

Figure 8: Domestic overnight trips in 2010 (NZ n=134; Intl n=170) 

 

The survey of New Zealand residents closed in July 2011, so data for travel by respondents 

in 2011 covers only approximately 6 months. Most New Zealand respondents (70%) took 

their most recent domestic trip in 2011; the remainder took their most recent trip in 2010. 

Half of the respondents travelled in the high season (November to March inclusive), and half 

travelled in the shoulder or low season. In comparison, the high season (especially 

December and January) is the peak season for domestic travel by the general New Zealand 

population (New Zealand Tourism Strategy Group, 2007). 

It is possible that more New Zealand respondents in this survey travel out of season 

compared to the norm because more are in older age groups. They may not have 

dependent children, and therefore may not be tied to the main school holiday periods. In 

addition, more are likely to be retired, which would leave them free to choose travel at any 

time. Older people often prefer to travel out of season when it is less crowded, potentially 

cheaper, and generally more appealing (Glover & Prideaux, 2010). 

International respondents were asked if they had ever visited New Zealand, and if so what 

were some of the details of their trip and what brought them here. If they had not visited, 

they were asked why that was. 

Forty-three percent of international respondents had visited New Zealand, 47% have never 

visited but plan to do so one day; 10% have never visited and have no plans to do so.   
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Just over half of international respondents (53%) who had visited New Zealand had done so 

in the decade between 2000 and 2009, 19% had visited more recently in 2010-2011, and the 

remaining 28% had visited in or prior to 1999. Reasons given by international respondents 

(n=21) for not having visited New Zealand included cost and travel distance, health reasons, 

no desire to visit, and not knowing much about New Zealand. 

New Zealand and international respondents were asked about their reasons for travelling in 

general (both domestic and international travel). The most common reason for both New 

Zealand (84%) and international (91%) respondents for travelling was ΨenjoymentΩ (Figure 9). 

New Zealand respondents are also highly likely to travel to connect with family and friends 

(84%) ς a reason that featured less for international respondents (59%). To have new 

experiences (65% NZ, 72% international) and for relaxation (53% NZ, 57% international) 

were also common reasons. Approximately one third of both groups of respondents (35% 

NZ, 30% international) gave other reasons such as looking after health needs, formal 

education, and sports participation or attendance.   

Figure 9: Why New Zealand and international respondents travel (NZ n=167; Intl n=198) 
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Most recent New Zealand trip 

The following section is based on responses from both New Zealand and international 

respondents. For New Zealand respondents, the section is related to their most recent 

domestic overnight trip in 2010. International respondents who had previously visited New 

Zealand (43%) where asked about their last visit here. 

More New Zealand respondents (31%) took their most recent domestic overnight trip to be 

with friends and family than for any other reason. One quarter travelled for a holiday, 

followed by business or work reasons (11%), and attending a conference, seminar or 

training (10%) (Figure 10). In contrast, the most important travel motivator for New 

Zealanders in the general population for travelling domestically is to holiday (32%) followed 

by visiting friends and family (26%), for business (14%), and attending a conference or 

similar (9%) (MED, 2011a). 

Figure 10: Primary reason for most recent New Zealand trip (NZ n=135; Intl n=85) 
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Forty-two percent of international respondents, who had visited New Zealand, ƎŀǾŜ ΨǘŀƪƛƴƎ 

ŀ ƘƻƭƛŘŀȅΩ ŀǎ ǘƘŜ ǇǊƛƳŀǊȅ ǊŜŀǎƻƴ ŦƻǊ ǘƘŜƛr last visit here (Figure 10). Fifteen percent visited to 

be with family and friends, 13% attended conferences, seminars or training, and 11% visited 

for sightseeing. In comparison, 67% of general international visitors to New Zealand (YE 

MAR11) came for a holiday, 13% came to be with friends and family, and 12% came for 

education or study, business, or a conference or convention (MED, 2011a). 

Nearly half (46%) of both New Zealand and international respondents travelled with one 

other person on their last trip in or to New Zealand (Figure 11). Nearly one-fifth of New 

Zealand (18%) and international (17%) respondents travelled alone, while 28% (NZ) and 13% 

(international) travelled in groups of three to ten. A smaller number of respondents (8% NZ, 

12% international) travelled in larger parties; these included visitors who were travelling 

with sports teams, special interest groups, or who were on tours or cruises. 

Figure 11: Travel party during most recent New Zealand trip, respondent incl (NZ n=120; Intl n=78) 
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Of those who travelled with others, three quarters (73%) of New Zealand respondents 

travelled with a spouse or partner; this was the case for 81% of international respondents. 

For both New Zealand and international respondents, the remainder mainly travelled with 

another family member or a friend; a few travelled with a business associate. 

By way of contrast, more New Zealanders (38%) in the general population travel 

domestically by themselves (MED, 2011a). For those who travel with others, 38% travel with 

one person (mostly with their partner or spouse), two people (35%), or three or more 

people (26%). General international visitors to New Zealand usually travel with one other 

person (46%), most commonly with their spouse (MED, 2011a). This is similar for 

international respondents in this survey. A third of general international visitors travel 

alone, 12% travel in groups of three or four including themselves; the remainder travel in 

larger groups. 

Because respondents tend to travel with one or more people, any need for improved 

accessibility in tourism by the visitor with a hearing loss is also a need for their travelling 

companions. I.e. losing the patronage of a visitor with hearing loss is compounded by 

potentially also losing that of their travelling companions. 

Respondents were asked about their use of transport, accommodation, activities and 

attractions, and food and beverage provision in New Zealand in relation to their last visit. 

Responses show that there was considerable use of these products and that those surveyed 

made a significant contribution to the economy during that visit. 
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Transport 

The most common forms of transport used by New Zealand respondents were private 

passenger vehicles (68%), and scheduled New Zealand flights (41%) (Figure 12). Sixty-four 

percent used only one form of transport, most predominantly, private passenger vehicles. 

By way of comparison, half (51%)  of New Zealanders in the general population travelling on 

domestic overnight trips use scheduled domestic flights; one quarter use private passenger 

vehicles (MED, 2011a). 

Figure 12: Transport use (NZ n=129; Intl n=85) 

 

The most common forms of transport used by international respondents in New Zealand 

were rented passenger vehicles (40%), and scheduled domestic flights (38%). These are also 

the forms of transport most often used by the general international traveller (MED, 2011a). 

Accommodation 

Nearly half (45%) of New Zealand respondents stayed with family and/or friends, followed 

by stays at motels (29%), hotels (17%), holiday parks or campgrounds (12%), or their own 

holiday property (6%) (Figure 13). 

In comparison, 33% of general New Zealanders stay in hotels, and 33% stay in private homes 

with family and friends, followed by motels (16%), and backpackers (6%) (MED, 2011a). 
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The majority of international respondents stayed in hotels (37%) and motels (32%). Other 

accommodation types used were: with family and/or friends (11%), in rented 

accommodation (11%), luxury hotel/lodges or serviced apartments (11%), or backpackers 

(11%) (Figure 13). 

In comparison, 26% of general international visitors to New Zealand stay in hotels and 24% 

stay in backpackers/hostels, followed by private homes (17%), motels (9%), and serviced 

apartments (7%) (MED, 2011a).   

Figure 13: Accommodation use (NZ n=120; Intl n=81) 
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New Zealand respondents (n=120) spent a total of 807 nights in accommodation during 

their last domestic trip. The largest number of nights was spent with family and/or friends 

(Figure 14). Thirty-one percent of those who stayed with family and friends, where no 

payment was required, also stayed in other types of accommodation such as motels and 

hotels.  

International respondents (n=81) spent a total number of 1072 nights in accommodation 

during their last trip to New Zealand. More nights were spent with friends/and or family, 

where no payment was required than were spent at any other single type of 

accommodation (Figure 14). 

Figure 14: Number of nights stayed (NZ n=120; Intl n=81) 
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Seventy percent of New Zealand respondents spent between one and five nights away from 

home during their last domestic trip, while 28% spent between six to 15 nights away from 

home (Figure 15). The mean length of stay was 6.8 days (4.6 nights). 

In contrast, New Zealanders in the general population have an average length of stay of 3.0 

nights on overnight trips (MED, 2011b). New Zealand respondents in this survey spent more 

nights away from home than do general New Zealand travellers. 

A third of international respondents spent between one and five nights in New Zealand on 

their last visit here, while 41% spent between six to 15 nights in the country (Figure 15). The 

average length of stay was 13.2 days. 

By way of contrast, the average length of stay for the general international visitor to New 

Zealand is 19.1 days (MED, 2011c).  

Figure 15: Length of stay (NZ n=120; Intl n=81) 
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Activities and attractions 

The majority of New Zealand (88%) and international (91%) respondents participated in 

some form of activity or attraction during their last overnight trip in New Zealand. Those 

who did not undertake activities or visit attractions were mostly respondents whose primary 

reason for travelling was for business, work or conferences. 

The most common activities which New Zealand respondents participated in were: visiting 

cafes, bars, pubs, and restaurants (53%), followed by sightseeing (43%) and shopping (36%) 

(Figure 16). Of cultural activities and attractions, visits to museums, galleries, or other 

cultural venues (26%) received the highest levels of participation. Outdoor activities such as 

visits to national parks, botanical gardens, and natural areas (23%) and hiking, climbing, 

canoeing, or other outdoor pursuits (16%) were also commonly undertaken activities. 

Figure 16: Types of activities and attractions undertaken (NZ n=129; Intl n=87) 
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When comparing this data with the official tourism statistics for the general New Zealand 

population, similar activities and attractions appear among those most commonly 

undertaken: sightseeing (59%), visiting cafes, bars, pubs, and restaurants (urban activities: 

48%), visits to cultural, heritage, and education events (34%), walking, hiking, or climbing 

(24%), and seeing natural attractions (18%) (MED, 2011a). 

Sightseeing was undertaken by more international respondents (86%) than any other type 

of activity or attraction (Figure 16). Visits to national parks, botanical gardens, and natural 

areas (54%), museums, galleries, other cultural venues (52%), cafes, bars, pubs, and 

restaurants (51%), and shopping (36%) also had high levels of participation. 

Sightseeing (81%) is also the most common activity undertaken by general international 

visitors to New Zealand according to official tourism statistics (MED, 2011a). Other activities 

such as visiting cafes, bars, pubs, and restaurants (49%) and visits to cultural and heritage 

venues, and education (44%) also have similar participation rates (MED, 2011a). 
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Food and beverage 

The majority of New Zealand respondents went to cafes (67%), or fine dining restaurants 

όоп҈ύ ŦƻǊ ǘƘŜƛǊ ΨŜŀǘƛƴƎ ƻǳǘΩ ŜȄǇŜǊƛŜƴŎŜǎΦ bŜŀǊƭȅ ƘŀƭŦ ƻŦ ǘƘŜ ǊŜǎǇƻƴŘŜƴǘǎ ŘƛŘ ŦƻƻŘ ǎƘƻǇǇƛƴƎ ŀǘ 

supermarkets (55%) or took their own food and beverage (42%). A further 46% ate at family 

and/or friends residences. On-the-go options such as coffee bars (25%), snack bars, fast 

food restaurants (24%) and take out/bakery (20%) were also used (Figure 17). 

International respondents also commonly used cafes (63%) and fine dining restaurants 

(51%). Just over half (54%) did their food shopping at supermarkets or similar, and 29% ate 

at family and/or friends residences. The on-the-go options also used by international visitors 

included take-outs/bakeries (31%), coffee bars (31%), and snack bars, fast food restaurants, 

and pubs (29%). 

Figure 17: Patronage at food and beverage outlets (NZ n=127; Intl n=83) 
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Expenditure 

New Zealand respondents only were asked to estimate how much they spent on transport, 

accommodation, activities and attractions, and food and beverage during their last domestic 

overnight trip. The expenditure per person per day was calculated taking into account the 

number in the party that the expenditure covered, and the number of days travelled or, for 

accommodation, the number of nights away. The average group size was 2.1 people, and 

the average length of stay was 6.1 days. New Zealand respondents spent on average 

NZ$33.19 on transport, NZ$38.55 on accommodation, NZ$17.96 on activities and 

attractions, and NZ$17.29 on food and beverage giving a total spend of NZ$106.88 per 

person per day (Table 1).  

This spend is slightly less than the average spend per day of $118 by the general New 

Zealand visitor during overnight trips (MED, 2010a). 

Table 1: Spend per person per day by New Zealand respondents (n=109) 

Expenditure NZ$ 

Spend per 

person/day 

Accommodation $38.55 

Transport $33.19 

Activities and attractions $17.96 

Food and beverage $17.29 

Total average per day spend $106.88 
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Importance of Access Factors for Travellers with Hearing Loss 

Both New Zealand and international respondents were asked to indicate how important 

certain factors were in meeting their access needs when travelling away from home. They 

rated factors on a scale of 1, Not at all important, to 5, Very important. Results in terms of 

mean response are presented in Figure 18. A mean closer to 5 indicates that a factor is 

important or very important to respondents. 

The most important factor in meeting the access needs of international respondents is the 

availability of captioning/teletext on screen to accompany audio information (mean=4.7). 

Captioning and teletext are processes which display text visually to provide information 

about all significant audio content (for example, in association with telephones or 

televisions). The availability of captioning/teletext is also important to New Zealand 

respondents (mean=4.3). 

Figure 18: Access needs when travelling (NZ n=112-125; Intl n=150-159) 
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Also important to both New Zealand and international respondents are the availability of 

information about safety and emergency evacuation (in clear print or onscreen in text, and 

via visual as well as audible emergency alarms in all public areas), and emergency phones 
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and buttons in all lifts (mean range: 4.3 to 4.6). Well-lit and clearly visible staff at front 

desks, well-lit public areas, clear signage within and outside buildings, clear and 

understandable audio public announcements, and low background noise in public areas are 

also important access factors (mean range: 3.8 to 4.5). 

/ǳǎǘƻƳŜǊ ǎŜǊǾƛŎŜ ǎǘŀŦŦ ǿƘƻ ƘŀǾŜ ŀ ΨŎŀƴ-ŘƻΩ ŀǘǘƛǘǳŘŜ ŀƴŘ ŀǊŜ ƪƴƻǿƭŜŘƎŜŀōƭŜ ŀōƻǳǘ ǎŜǊǾƛƴƎ 

guests with hearing loss were also given high ratings by both New Zealand and international 

respondents (mean range: 4.5 to 4.6). Darcy (2010) in a study on access in accommodation 

ƛŘŜƴǘƛŦƛŜŘ ŀ άŎŀƴ-Řƻ ŎǳǎǘƻƳŜǊ ǎŜǊǾƛŎŜ ŀǘǘƛǘǳŘŜέ ŀǎ ƻƴŜ ƻŦ ǘƘŜ ǘƻǇ ŦƛǾŜ ŎƻƴǎƛŘŜǊŀǘƛƻƴǎ ōȅ 

people with hearing loss when choosing accommodation. Several studies (for example, 

UNESCAP, 2000; Daruwalla & Darcy, 2005) have found that training and educating staff in 

the tourism industry to meet the needs of travellers with disabilities is both a major 

challenge and a major need, and that sensitive and willing staff with the right attitude and 

strong interpersonal skills can overcome many of the barriers faced by this market segment. 

The access needs which both New Zealand and international respondents rated the lowest 

were the presence of intercoms at the front of buildings or at front desks, hearing loops at 

front counters, and audio information also being provided on screens in sign language 

(mean range: 2.9 to 3.5) (see Appendix 4 for a full table of the importance of various access 

factors).
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Transport needs 

Both New Zealand and international respondents rated the most important transport needs 

as being: accessible information about arrival and departure places and times, clear visual 

information identifying names or numbers of transport and stops, and in-transit 

announcements in text on screens (mean range: 4.5 to 4.7) (Figure 19). Also important is 

easy access to public transport and accurate information in other formats such as in 

brochures or online about transport services for people with hearing loss (mean range: 4.2 

to 4.5). 

The transport needs which both New Zealand and international respondents rated the 

lowest were the provision of neck loops, and in-transit audio announcements also available 

in sign language on screens (mean range: 3.1 to 3.5) (see Appendix 5 for a full table of the 

importance of transport needs). 

Figure 19: Transport needs when travelling (HoH: hard-of-hearing) (NZ n=120-126; Intl n=147-156) 
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Accommodation needs 

Of most importance to international respondents in meeting their accommodation needs is 

having TV sets with captioning/teletext and access to the Internet and/or email (mean: 4.6 

for both factors) (Figure 20). Also important is the availability of emergency information in 

large text/TV teletext (mean=4.5), and this is important to New Zealand respondents as well 

(mean=4.4). Both New Zealand and international respondents find that having a well-lit 

room, information about the establishment and the surroundings in accessible formats, 

visual door bells, and in-room/bathroom emergency alarms is important (mean range: 4.1 to 

4.4). Other factors rated as important include: telephones with volume control/speaker or a 

visual light alert, and having a vibrating in-bed emergency alarm (mean range: 3.9 to 4.2). 

Both New Zealand and international respondents gave the following accommodation needs 

the lowest ratings: access to a telephone typewriter (TTY), the ability to contact the front 

desk or room service via TTY, and information about emergency evacuation etc provided in 

sign language on TV (mean range: 3.1 to 3.5) (see Appendix 6 for full table of the importance 

of accommodation needs). 

Figure 20: Accommodation access needs when travelling (NZ n=118-122; Intl n=147-153) 
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The accommodation access needs selected as important by respondents in this study are 

similar to those reported in a UNESCAP (2003) study which reported on aspects of Access 

Tourism in the Asia-Pacific region.  Similarities include visual signals/warning signals, hearing 






































































