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Executive Summary

i This researchhas three aimsto offer a better understanding of Access Tourise1aa
legitimate tourism market, t@establish what people with hearing logsnt in terms of
tourism products and services, and &valuate the case for the development of a
Wl SEFNAY3 ¢A01Q F2NJ 02dzZNARAY odzaAySaasSa GKI G

1 The report presents the final results froranline surveysonducted 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 istgwnal responses. The second
survey was aimed at New Zealaresidentswith hearing lossand ran from 10 March
2011 to 10 July 201denerating 167 dmestic responses.

1 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%).

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

1 Most New Zealand (73%) and international (68%) respondents have medilmgh
hearing loss Eighteen percent of New Zealand and 27% of international resposdent
have total hearing loss. Vefgw have lowlevels of hearingpss.

1 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%).

1 New Zealand respalents 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 gener@deeMED, 2010a

1 New Zealand respondents took either one (30%), two (11%), or tbremore (10%)
international trips during 2010. Foryine percent did not travel internationally.

1 The primary reasons New Zealand respondents took their most recent domestic trip
were to be with friends and family (31%), to holiday (25%), for busine$%)(1dr to
attend conferences (10%).

1 The majority (82%) of New Zealand respondents travelled with at least one other person
on their most recent domestic tripmost commonlya spouse or partner (73%). Eighteen
percent travelled alone.



On their most recentlomestic 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 respatents took between three and five domestic
overnight trips in their own countryThe 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 tle 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; \N®mbeer visited
and have no plans to do so.

For those international respondents who have been to New Zealand, the main reasons
T2N) GKSANI f1ad OAarid gSNBE WK2fARIEQ onw303
attend a conference or similar everit3%).

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

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

Just under half (46%) dew Zealand respondentsould like to take moredomestic
overnight trips. Factors that prevent these respondents from travelling enor
domestically arecost (74%)aconcern that their hearing needs will not be met (37%),
and difficulty finding information about access fositorswith hearing loss (24%).

Fity-y Ay S LISNOSyid 2F bSé %SlIftlyR NBalLleyRSyda
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 respondewtsuld like to take morenternational
trips. Factos preventing international visitors from taking more international trips are
cost (73%) time constraints(54%),concerrs that their hearing needs will not be met
(33%) anddifficulty finding information about access for visitors with hearing ([@886).

Both New Zealand and international respondents agree (mea# 4.4ut of 5) that the
most important access needs when travelling away from hamkide customer service
staff who hae I W2 @ | (and &ré EmBvBedgeable about serving guests with
hearing loss. The provision of reliable informationis also important, includng
information aboutsafety in clear printemergency alarms in public areas that are visual



as well asaudibke and public audio announcementthat are provided in text on TV
screas.

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, low to meet their needs, and what to do in an emergency.

Over twothirds (70%) of New Zealand anbdalf (52%)of international respondents
indicated that it is difficult to find information about New Zealand tourism products that
are accessible to people withearing loss.

Fortytwo percent of New Zealand an2R%of international respondents agrelewith
the statementdl KI & WAYF2NXIF GA2Yy | 02dzi aSN@o@Sa T2N
or misleadin@ ®

The reasons most often stated by both New Zealand and internati@sglondents for

not seeking information about New Zealand tourism products wareck of knowledge

on how to seek information ana perception that it isoo hard tofind. Some also thik

the information does not exist, and that businesses do not cater for people with hearing
loss.

The majority of New Zealand (%) andover half (55%) of international responderiées|
that the level of service in the New Zealand tourism industry for peegth hearing loss
needs tobe improved.

Nearly two thirds (60%) of New Zealand and three quarters of international respondents
indicate they would¥ 2 F ilefuyi @ a tourism business that has goodervicesfor
people with hearing loss; 64% and 76% wotéd friends and family about such a
business.

The majorityof both New Zealand (88%) and international (89%) respondéims it is
a good idea to have a hearungting symbol that New Zealand businesses could use to
show they are accesdéto people vith hearing loss.

The main reasons given by both domestic and international respondentaying the

use ofa WK S I NJ iy & goadAidedr® to show that people with hearing loss are
accepted and provided for, to reduce anxiety and frustration, tokenshe 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 intheete
they would visit a websitéhat 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 hearingrating symbdbe developed for use by businessedNew Zealand.
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Objectives Contextand Method

The National Foundation for the Deaf (NFD, seew.nfd.org.n3 is a norprofit, non
government organisation which promotes the interests of New Zealanders with any degree
of hearing loss or deafness. In 2011, the Nfétnered withthe New Zealand Tourism
Research Institute at AUT University to conduct researchvestigate theourism needs of
people with hearing loss.

For the purpose of this report, the tertburismQncludes tourism, travel, and hospitality,

FYR GKS GSNY WLIS2LX S gAGK KSFENAYy3I ft23aQ AyOf
whether imate 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
productsand services.
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organisation.

The ains of this research armreefold:

1) To offer a better understanding of Access Tour{@specially hearing loss related$ a
legitimate tourism market.

2) To establish what people with hearing loss wamterms oftourism products.

3) To evaluate the case for the developmentf | W Sior tddirighBbusinaseeihad
caters forpeople with hearing loss.

The main body of thigeport presents the final results from twweb surveys(see Appendix

2): oneaimed at people with hearing loss living in New Zealand and the other at people with
hearing loss living in other countri@gho may or may not have been to New Zealainbw
Zealand respondents were asked to provide informatiombout their domestic and
international travel, their most recent domestic trip, and about general travel needs.
International respondentsvho had been to New Zealand (43%gre asked to provide
information about their last visit to Mw 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 Zeatal, and about their general travel needs. Thosko
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responded that they haao plans to visit (10%) were asked why this wasd 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 communjtincluding email, social media, in newsletters

and electronic magazinesand on websites of national and international government
departments and nofgovernmental organisationgsee Appendix 1 for a full list of
organisations that promoted the online surveys)

Atotal of 167 New Zealandnd 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 onersswer, and in those cases totals do not agdto 100%.

Given the norprobability 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 peple with hearing loss.

Throughout this report, results are discussed in relation to any other relevant data or
NBaSINOKd® ¢KS GSN¥Ya WwWISySNIt bSg %SIilyR L)
WISYSNIE AYOGSNYI GA2Yy L @ populatiod MicinclugeRpecp2 2y N
with and withouthearing loss.

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

more specifically tourisnand people withhearing loss. The reader is referred to relevant

existing iterature 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 lookh@hvaccess

factors they see as important when travelling. The report then explores respondent
perceptions offinding information about accessible tourism produetsd the barrierghey

face intravel. Feedback is also sought on the support of 8 @St 2 LIYSY G 2 F | WK
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 TOURISMMARKET OF GROWING SIGNIFICANCE

There have been seval studies that outline the importance of Access Tourism as a critical
market segment of the tourism industry (for example, see Darcy, Cameréegd 2010
Dwyeré& Darcy 2008 Patterson& Pegg2009. This market is set to grow with the ageing of
the world population because disability increases with agéolld Health Organization &
World Bank, 2011 A number of countries or regions have governmgeherated Access

2



Tourism strategies or development plans, and many provide toolkits for tourism business
owners who wish to improve access (s€eltural Ministers Council, 200@CMS, 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 prevalena®ining yeargUnited Nations,
2011). The World Health OrganizatioWdrld Health Organization & The World Bank, 2011)
estimates that 124.2 million people worldwide have hearing I&stimates of people with
hearing loss isome ofNew Zealan@ & | S &l toArignd rAadkyts include

Australia: 3.7 million (Australian Government, 2011)
United Kingdom8 million plus (NHS, 2009)
United States11 million (USA Census Bureau, 2009)

Japan 350,000 Qkuno, 1998)

European Union50 million (European Federation of Hard of Hearing People, 2011)
Canada: 3 million (Heag Foundation of Canada, 2010

India: 24 million (Johnson & Johnson, 2008)

=4 =4 4 -4 48 A4 -5 2

In New Zealandhearing losprevalence is 5.6% in those 1days old and under, but rises to
27% in those agef@l5 or more (Greville, 2005). Abod4j000 New Zealanderare thought to
be profoundly deaf, and most of thedeelong to thepre-lingual Deafand communicate
visually by New Zealand Sign Language (Deaf fostddew Zealand, 2010). An estimated
728,000 are thought to be harof-hearing (HoH)to a greater or lesser extent (Louise
Carroll, National Foundation for the Deaf, pers. comm.).

While there is growingresearch in the field of access needs in touri@arcy et al., 2010;
Dwyer & Darcy 2009, ery little of this work has concentrated on thetourism needs of
people with hearing loss. Ae researchpresented in this report is therefore timely in
providing information useful to the industry and twrganisations working in the areas of
hearing loss.

| KAYFEY wn YAffA2Y O/ KAYlI 5Aalo0fSR tSNE2YaA



Respondent Characteristics

Just over half (56%) dflew Zealandespondents live permanently in the North Island, with
36% living in the South Island, and 8% living in regions other than those listezisnrvey

(for example, Stewart Island, the Chath#stands ety 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 weree urbandwelling than
rural-dwelling respondentgFigure 1)

Figure 1: Place of permanent residence: New Zealand respondgnt$20)
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The majority of nternational respondents live permanently in the United States (40%),
Australia (34%), Canada (9%ind the United Kingdon(7%) (lgure 2). A more detailed
breakdown of international respondents can beifa in Appendix 3.

Figure 2: Country of permanent residence: international responde(n=151)
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Sixtytwo percent of New Zealand respondents and 67% of international respondeats
female.

Just over half (52%) dfew Zealandespondents are aged 66r older, with 19% being
under 40 years of age. Just over one third (34%Mhtefnational respondentire aged 60+
with 29% being under the age of {Bigire 3).

Figure 3: Age group@NZ n=153; Intl n=120)
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Just over halbf the New Zealand (52%) and 41% of international respondents are living
with a partner (Figurél). A quarter of both New Zealand and international respondents are
single and living alone oesiding inshaed accommodation with others.

Figure 4: Lifeircumstances (NZ n=118; Intl n=151)
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More than half of New Zealand (59%) antbre than three quartersof international
respondents (77%) haveompleted tertiary education The remainder have secondary
schoolqualificationsor trade certificatiors (Figured). By way of comparison, just over 20%
of the general New Zealand population have attained tertiadyaation at degree level or
above(Statistics New Zealand, 2008

Figure 5: Highest level of formal educatigNZ n=118; Intl n=151)

W Secondary
School/High School or
similar

Trade
certification/polytech
nic/technical or
similar

University or other
tertiary graduate

% response

M Postgraduate

New Zealand (n=118) International (n=151)




Twentythree percent of New Zealandespondents have a personahnnual income of
NZ$60,001 td$150,000 and % have an icome of more than NZ$150,001. Nearly three
quarters (74%Mhave annual incomesf up to $60,000The 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 hava personal annual incomef
USH60,001 toUS$150,000 and 6% have an income of more than US$1860,00

Respondents were asked to indicate their level of hearing loss. Nearly three quardets

of New Zealandespmdents, and 68% ofinternational respondentsstate that they have
medium to high hearing loss (Figure. @ighteen percent of New Zealand and 27% of
international respondents have total hearing loss. Very few haveldoels of hearindoss.
There is insufficient data available to allow comparisons with the general New Zealand
population.

Figure 6: Level of hearing logiZ n=119; Intl n=153)
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TravelCharacteristics

Slightly more than half of Newealand respondents travelled internatialty during 2010.
Thirty percent of the sample took one trig1%went on two trips andl0%took three or
more international trips in 2010 (Figure 7he mean numbeof such trips in 2010 was 0.9.

In comparison, the average New Zealander takes 0.4 pepsinnum MED 2010a).

Forty percentof international respondentsook no international trips in 2010. Most (83%)
of the international respondents whdid take international tripgook one to three trips in
that year. The meanumber of such trips was 43

Figure 7: Number of international trips in 2010: New Zealand responddNZ n=115; Intl n=170)
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Just over one third (34%)f New Zealand respondents took between three and five trips
within New Zealand in 201that involvedat least one night away fra home (hereinafter
calledBvernight trip<gp, while 28% took between six to terips. Only 4 respondents took
more than 31 domestic tripéFigure 8)A small number of respondentsok no overnight
domestic trips(5%),one fifth (19%) toolone or twotrips, and 11% tooketweenl1l and 30
overnight trips

The mean number of domestic overnight trips taken by New Zealand respondents was 7.18.
The Domestic Tourism Magk segmentation report for 2008hows thatNew Zealanders in
the general population taken averaget.2 domestic overnight trips per year (MED, 2010a).

Thirty-three percen of international respondentsook between three and five domestic
overnight trips in their own country, while 19% took between six andripd (Figure 8)A



smalkr number took no overnight domestic tripg8%), one or twosuch trips(23%), or
between 11 and 3Qrips (14%) The mean number of domestic overnight trips taken by
international respondents was 6.8.

Figure 8: Domestic overnight trips in 20I8Z n=134; Iitn=170)
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The survey of New Zealand residents closed in July 2011, so dataviek iy respondents

in 2011 coversonly approximately 6 monthdVost New Zealandespondents (70%) took
their most recentdomestictrip in 2011 the remainder took lieir mostrecent trip in 2010.

Half ofthe respondents travelled in the high season (November to March inclusive), and half
travelled in the shoulderor low season.In comparison, the high season (especially
December and January) is the peak seasordéonestictravel bythe generalNew Zealand
population (New Zealan@lourism 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
dependert children, and therefore may not be tied to the main school holigayiods In
addition, moreare likely tobe retired, which would leave them free to choose travel at any
time. Older people often prefer ttravel out of season when it is less crowdgqmbtentially
cheaper and generally more appealir{@lover & 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 sone day;10% have never visited and have no plans to do so.
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Justover half of international respondent$3%) who had visited New Zealand had done so
in the decade between 2000 and 2009, 19% had visitete recentlyin 20162011,and the
remaining 28% had visited in or prior to 19%easons given hbypternational respondents
(n=21) for not having visited Nedealand includedost and travel distancéealth reasaos,

no desire to visit, andot 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 et
Zealand (84%) and international (91%) respondémtsravelling wasénjoymentiFigure 9.

New Zealand respondents are also highly likely to travel to connect with family and friends
(84%)¢ a reason that featured less for international respondents (59%). To have new
experiences (65% NZ, 72% international) and for relaxa®@% NZ, 57%international)

were also common reasons. Approximately one third of both groups of respon@&bfis

NZ, 30% internationplgave other reasons such as looking after health needs, formal
education,andsports participéion or attendance

Figure 9: Wiy New Zealand and international respondents tray®lZ n=167; Intl n=198)
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Most recent New Zealand trip

The following section is based amesponses from both New Zealand and international
respondents. For New Zealand respondents, the sectiorelated to their most recent
domestic overnight trip in 2010nternational respondentsvho had previously visited New
Zealand43%)where asked abouteir 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 reaso®ne quarter travelled for doliday,
followed by business or workreasons(11%), and attending a conference, seminaor
training (0%) (Figure 10)In contrast, the most important travel motivator for New
Zealanders in the general population for travellshgmesticallyis to holiday (32%) followed

by visiting friends and family (26%), for business (14%), and atigralconference or
similar (9%)NIED, 2014).

Figure 10: Primary reason for most recent New Zealand (NiZ n=135; Inth=85)

1
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. 2 i
Sporting event 2 International
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Forty-two percent of international respondentsyho had visited New Zealapd I @S Wil { A Y
' K2f ARF&2Q & (K $Ilastiish héele NRBureNIB) | Fit@ey peEehtiNdsitiedi®S A

be with family and friends, 13%itended conferences, seminaos training and 11% visited

for sightseeingIn comparison, 67% of general international visitors to New Zea(aid

MAR11) ame for aholiday, 13% came to be with friends and family, and 12% came for
education or study, business, or a conference or conventidial}, 2014).

Nearly half (46%df both New Zealand and international respondents travelled with one
other person on their lastrip in or to New Zealand (Figure 1Nearly onefifth of New
Zealand18%)and international17%)respondents travelled alone, while 28§%Z)and 13%
(international)travelled in groups of three to ten. $maller number of responden(8%NZ,
12% interngional) 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 partyduring most recent New @aland trip, respondent incl (NZ n=120; Intl n=78)
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Of those who travelled with others, three quarterg3¢9 of New Zealand respondents
travelled with a spouse or partner; this was the case8b% of international respondents
For bothNew Zealand and international respondentse remainder mainly tneelled with
another family member or a friend few travelled with a business associate

By way of contrast, more New Zealanders (38%) ihetgeneral population travel
domesticallyby themselves (MED, 204)l For those who travel with others, 38% travetrw
one person (mostly with their partner or spouse), twpeople (35%),or three or more
people (26%)General international visitors to New Zealand usutifyel with one other
person (46%),most commonly with their spouse (MED, 201&). This is similarfor
international respondents in this surve third of general international visitors travel
alone, 12% travel in groups of three or four including themselves; the iretaatravel in
larger groups.

Because respondents tend to travel with one or more pep any need formproved
accesmility in tourism by the visitor with a hearing loss is also a need for their travelling
companions.l.e. losing the patronage of a visitor with hearing loss is compounded by
potentially also losing that of their traveljncompanions

Respondents were asked about their use of transport, accommodation, activities and
attractions, and food and beverage provision in New Zealanelation totheir last visit
Responses show that there was considerable ugbeseproductsand that those surveyed
made a significant cdnbution to the economyduring that visit.

14



Transport

The most common forms of transport used by New Zealand respondents were private
passenger vehicles (68%), and scheduled New Zealand flighty @d¥se12). Sixtyfour
percent used only one form of transport, most predominangisiyate passenger vehicles.

By way ottcomparisonhalf (51%) oNew Zealanders in the general population trdivgj on

domestic overnight tripsise scheduled domestic flight®ne quarter useprivate passenger
vehicles (MED, 20H).

Figure 12Transport usgNZ n=129; Intl n=85)
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The most common forms of transport used by international respondéentslew Zealand
were rented passenger vehicles (40%), and schedidadesticflights (38%). These ara@so
the forms of transport most often used by the general int&ional traveller (MED, 201).

Accommodation

Nearly half(45%)of New Zealand respondenstayed with family and/or friendsfollowed
by stays atmotels (29%), hotel§17%), holiday parks or campgrounds (12%), or their own
holiday property (6%(Figure 13).

In comparison, 33% of general New Zealanders stay in hated3% stay irprivate homes
with family and friendsfollowed bymotels (16%), and backpackers JGMED, 2014).
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The majority ofinternational respondents stayed in hotels (37%) and mo{g29). Other
accommodation types used werewith family and/or friends (11%) in rented
accommodation (11%)uxury hotel/lodges or sereed apartments (11%), or baclkgeers
(11%) (Figure 13).

In comparison, 26% of general international visittrs\New Zealand stay in hotels a@d%
stay in backpackers/hostel§llowed by private homes(17%9, motels (9%) and serviced
apartments (7%JMED, 2014).

Figure 13: Accommodan 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

accommodation (Figure }4

Figure 14Number of nights stayedNZ n=120; Intl n=81)
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Seventypercent of New Zealand responderggentbetween one and five nightsway from
home during their lastdomestictrip, while 28%spentbetween six to 15 nightaway from
home (Figurel5). The mean length of stay was 6.8 days (4.6 nights).

In contrast, New Zaanders in the general populatidrave an average length of stay 3.0
nights on overnight trips (MED, 20d)1 New Zealand respondents in this surgg@gnt more
nights away from homéhan do general New Zealand travellers.

A third of international respotients spentbetween one and five nights in New Zealaom
their last visit herewhile 41%spentbetween six to 15 nights the country(Figure 15). The
average length of stay was 13.2 days.

By way ofcontrast, the average length of stay for the generdéinational visitor to New
Zeahnd is 19.1 days (MED, 2@).1

Figurel5: Length of stayNZ n=120; Intl n=81)
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Activities and attractions

The majorityof New Zealand88%)and international (91%) respaolents participated in
some form of activityor attraction during their last overnightrip in New ZealandThose
who did not undertake activities or visit attractions were mostly respondents whose primary
reason for travelling wafor business, work or conferences.

The most common activities which Ne&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%kceived 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 B: Types ofactivities and attractionsundertaken (NZ n=129ntl 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 amongsth most commonly
undertaken:sightseeing (59%yisiting cafes, bars, pubs, and restaurants (urbarnvaies:
48%), visits tacultural, heritage, and education events (34%), walking, hiking, or climbing
(24%),and seeing natural attractions (18%) (MED, 2011a).

Sightseeing was undeitan by more international respondents (86%) than any other type
of activity or attraction (Figure@). Visits tonational parks, botanical gardens, and natural
areas (54%), museums, galleries, other cultural ven{t®o) cafes, bars, pubs, and
restauants(51%), andghopping (36%also had high levels of participation.

Sightseeing (81%% also the most common activity undertaken ggneral international
visitorsto New Zealand according to official tourism statistics (MED, 2011a). Other activities
such asvisiting cafes, b&, pubs, and restaurants (49%) and visitctttural and heritage
venues and education (44%)so have similar participation rates (MED, 2011a).
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Food and beverage

The majority of New Zealand respondents went to cafes (67%), or fimegdrestaurants

6om:0
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2dzi Q SELISNASyOSaod bé

supermarketg55%) ortook their own food and beverage (42%4 further 46% atat family
and/or friends residences. Gthe-go options such asoffee bars (25%), shack bars, fast
food restaurants (24%) and take obikery (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 familyand/or friends residenceslhe orthe-go options also used by internanal visitors
includedtake-outs/bakeries(31%),coffee bars (31% andsnack bars, fast food restaurants,

and pubg29%)

Figure I: Patronage at food and beverage outletslZ n=127; Intl n=83)
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Expenditure

New Zealand respondentsly were asked taestimate how much they spent on transport,
accommodation, activities and attractions, and food and beverage during theoldasestic
overnight trip The expenditureper person per day was calculated taking into account the
number in the party that the ependiture covered, and the number of days travelled or, for
accommodation, the number of nights away. Téneragegroup size was 2.fpieople and

the averagelength of stay was 6.1 days. New Zealand respondents spent on average
NZ$33.19 on transport, NZ3855 on accommodation,NZ17.96 on activities and
attractions, andNZ$17.29 on food and beveraggiving a total spend ofNZ5106.88 per
person per day (Table 1).

Thisspendis slightly less than the average spend per day of $118 by the general New
Zealand \gitor during overnight trips (MED, 204)0

Table 1: Spend per person per day by New Zealand respondgrt$09)

Spend per
Expenditure NZ$ person/day
Accommodation $38.55
Transport $33.19
Activities and attractions $17.96
Food and beverage $17.29
Totalaverage per day spend $106.88
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Importance ofAccesdactors forTravellers with Hearing Loss

Both New Zealandand international respondents were asked to indicate hiomportant
certain factors were in meeting their access needsn travelling away from homé&hey
rated factors on a scale of Not at all important to 5,Very important Resultan terms of
mean responseare presentedin Figure 18 A mean closer to 5 indicates that a factor is
important or very important taespandents.

The most important factom meeting the access needs international respondents is the
availability of captioning/teletext on screen to accompanydi@& information (mean=4)7
Captioning and teletext are processes which display text visuallyrdeide 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).

Figurel8: Access needs whetravelling (NZ n=112125; Intl n=156159)
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Also importantto both New Zealand and international respondeai® the availability of
information about safety and emergency evacuation (in clear print or onscreen in text, and
via visual as weklis audible emergency alarms ail public areas), and emergency phones
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and buttons in all liftg§mean range: 4.3 to 4.6)NelHit and clearly visible staff at front
desks, wellit 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 facto(smean range: 3.8 to 4.5).

/ dza G 2 YSNI aSNIA OS -R2IQ FIF(H WAKRdzRS ASy R TUNGB yl y2 6t S
guests with hearing lossere also given high ratings by both New Zealand and international
respondents (mean rangd.5to 4.6). Darcy (2010)n a studyon access in accommodation
ARSY(GATRRR Odzad @B N aSNIBAOS FGGAGAZRSE | a 2y°¢
people with heaing losss when choosing accommodatioSeveralstudies (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 disabilitiesbagh a major

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

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

The access needshich both New Zealand and international respondendésed the lownest

were the presence of intercoms at the front of buildings or at front deslesaring 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 ofrtfportance of various access
factors)
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Transportneeds

Both New Zealand and international respondents datee mostimportant transport needs

as beingaccessible information about arrival and departure places and times, clear visual
information identifying names or numbers of transport and stops, aneransit
announcements irtext on screens (mean rangé:5 to 4.7 (Figurel9). Also important is
easy access to public transport and accurate information in other formsish asin
brochuresor online about transport services for people with hearing I¢gsgean range: 4.2

to 4.5).

The transport needs whichboth New Zealand and international respondemtted the
lowest werethe provision of neck loops, and-iransit audio announcements also available
in sign language on screemadan range: 3.1 to 3.5) (see Appendix 5 fdulatable of the
importance oftransport needs)

Figurel9: Transport needs whertravelling (HoH:hard-of-hearing (NZ n=12€126; Intl n=147156)
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Accommodatiomeeds

Of most importance to international respondents in meeting their accommodation needs is
having TV sets with captioning/teleteahd access to thénternet and/or email (mean4.6

for both factorg (Figure20). Also important is the availability of emergency information i
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 respondeffited that havinga welHlit
room, information about the establishment and the surroundirigsaccessible formats,
visual door bellsand inroom/bathroom emergency alarmsimportant (mean range4.1 to
4.4).0Other factorsrated as importaninclude telephones with volume contradpeakeror a
visual light alert, and having a vibratingbhed emergency alarm (mean range: 3.9 to 4.2).

Both New Zealand and international respondegtve the following accommodati needs

the lowest ratingsaccess to a telephone typewrit€T TY), the ability to contact the front
desk or room service via TTY, and information about emergency evacuation etc provided in
sign language on Tyhéan range: 3.1 to 3.5) (see Appendix 6ftdrtable of the importance

of accommodation needs)

Figure ®: Accommodation access needs whéravelling (NZ n218-122; 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 (2@®3)ly which reported on aspects of Access
Tourism in the Asi&acific region. Similaritiéacludevisualsignals/warningignals, hearing
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