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ABSTRACT

Retailers often object to road space reallocation projects as they often believe such schemes
will negatively impact on their businesses, primarily as a result of loss of parking. The reason
parking is considered vital is that local business owners often overestimate the importance of
the car based business and underestimate the value of cyclists and pedestrians.

International studies have shown that cycling and walking are important to the local economy
and car access is not the primary concern of shoppers. However, only local evidence on the
economic and social benefits of providing for pedestrians, cyclists and public transport will
convince retailers of the benefits.

A New Zealand based research study collected data from shopping centres located on arterial
roads and in central cities to identify how such centres are currently used, to understand the
economic impact of different transport users and what factors are important in choosing to shop
in local areas for both shoppers and retailers.

The economic data shows that sustainable transport users contribute at least a third of the total
spend in the local shopping centres and many New Zealand retailers understand that people do
walk and cycle to their shops. The key finding is that retailers and shoppers have different
priorities, retailers consider parking is the primary concern, whereas, shoppers consider the type
of shop available in shopping centres to be vital. High quality urban design and provision for
sustainable transport were also identified as important by both shoppers and retailers.

INTRODUCTION

Globally, there has been a dramatic increase in vehicle traffic on road networks. The approach
to transport and planning policy to address this increase in several countries, including New
Zealand, has often been on a “predict and provide” or “laissez-faire” approach. This has resulted
in the design of an environment that favours the motor vehicle, providing the most efficient trip
from A to B as possible. However, the experience of many countries is that building more road
capacity creates more traffic and does not solve traffic problems long term. There are well
known negative effects that are a result of the “predict and provide approach”, including
increasing air pollution and noise and in many cases a reduction in the quality of the transport
system provided for walking, cycling and public transport, as more of the available road space is
given to the motor-car.

In terms of shopping centres, especially on arterial roads, this has often resulted in less space
being allocated to sustainable transport modes, including pedestrians, cyclists and public
transport users. Even where the space available has not been reduced, the increasing volumes
of traffic, and in many cases increases in speed (when more lanes are provided), has made the
environment less attractive to pedestrians, both in terms of spending time in an area and being
able to cross the road.

To address this issue, many continental European countries have adopted transport and urban
design policies that can provide a good transport network for all modes of transport. The
intention is to encourage more walking, cycling and public transport journeys, which in turn will
help to address the impact of congestion in urban centres and improve accessibility to local
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facilities, including local shopping centres. Taking a lead from Europe, the transport and urban
design policies in Australasia, the United States and United Kingdom have been changing from
a “predict and provide to a “demand management” approach. The new policies are focused on
making better use of existing infrastructure for all transport modes and in developing more
vibrant and safe places/spaces along transport corridors, that more people want to visit.

A key element of this policy change is to achieve reallocate of road space. What is road space
reallocation? ‘Road Space Reallocation involves shifting more road space to specific
transportation activities and managing roadways to encourage more efficient and equitable
transportation’ (Victoria Transport Policy Institute, 2008). Primarily this involves reallocating
more space to pedestrians, bicyles and buses, away for the private motor vehicle. Often this
also involves improvements in urban design. This approach is particular important in local
shopping centres, many of which are located on arterial or busy inner city roads. This change
can be delivered in several ways. There are various programs that have been employed in New
Zealand and internationally to allocate road space more equitably; including the development of
living streets, complete streets, shared space, road diets and traffic calming schemes.
Upgrades on arterial routes often involve footpath widening, improved pedestrian crossings,
better urban design and cycle and bus lanes, normal at the expense of traffic lanes or parking.

Shop owners and occupiers have a strong interest in changes that local government make to
transport infrastructure and urban design in the vicinity of their shops, and are often the more
active participants in consultation around such changes. Such changes can have an impact on
their businesses, both positive and negative. This paper presents the outcomes of New
Zealand research that considers the importance of sustainable transport modes in terms of
shopping centre incomes. The research outcomes provide support to strategies and
infrastructure improvements, such as reallocation of road space, that lead to an increase in the
number of sustainable transport customers in such centres.

UNDERSTANDING SHOPPERS TRAVEL CHOICES

European studies have shown that shop owners don't always understand their customers travel
choices and often under-estimate the proportion of sustainable transport users that visit their
shops and in the impact these users have on the income of their businesses

A study conducted in Austria in 1991 (reported by Sustrans, 2006) evaluated the reality of how
shoppers travelled in Graz, compared to the perception of how business owners thought people
travelled. The results showed that business owners underestimated how many customers
walked, cycled and used public transport. Figure 1 shows the results of the Graz Survey.

Retailers in Graz overestimated the importance
of the car for customer travel
{from Traffic Restraint and Retail Vitality, Sustrans 2003)
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Figure 1 - Shopper Travel Surveys in - Graz, Austria
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This study was replicated in a local shopping centre along an arterial road in Bristol, UK
(Sustrans, 2006). The study involved interviewing 126 retailers and 840 customers. The results
again show that business owners overestimate the impact of car travel. The results are shown
in Figure 2.

Shoppers’ choice of travel modes in Bristol study
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Figure 2 - Shopper Travel Surveys — Bristol, UK

Another key result of the Bristol survey was that 86% of shoppers lived within 2 miles, compared
to the perceived estimate of local trade from retailers of only 12%. The results of the shopper
and retailer surveys also showed retailers overestimate the requirement of on and off street
parking for shoppers using the area and also overestimate the impact of passing trade.

The Edinburgh City Council (Scotland) commissioned a research programme to understand
shoppers’ behaviour and travel habits in nine shopping centres across the city (Edinburgh City
Council, 2000). The shopper surveys were undertaken at nine locations across Edinburgh, as
shown in Figure 3. The sites included both central city and suburban shopping centres and a
variety of different transport infrastructure.
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Figure 3 - Edinburgh & Lothian Shopping Survey Study Locations
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A total of 4,578 on-site interviews were completed, complemented by a random sample survey
of 12,500 households throughout the Edinburgh and Lothian Region. This sample size makes it
one of the largest surveys of its type in the literature. The surveys were supplemented by
pedestrian surveys at each of the locations.

The results of the 2000 survey were compared to a 1996 shopping survey and this revealed a
drop in the proportion of shoppers travelling by bus (from 45% to 39%), although this is partly
offset by an increase in rail travel (from 8% to 11%). Car travel had reduced, from 31% to 22%,
while the proportion walking has increased from 16% to 25%. The research study concluded
that the reallocation of road space to pedestrians and an increase in the residential density in
the surrounding inner suburbs has contributed to this shift. Perceived difficulties over parking
availability, distribution and charges, combined with the availability of parking at edge-of-town
centres, are also likely to have deterred car-borne shopping.

The study identified that the main concern for shoppers’ was to ensure that there was a good
range of shops in an attractive, comfortable environment. Parking was not identified as
important. The key issue raised by retailers was that 51% wanted more parking.

The few studies on this topic internationally show that many shop owners’ don’t understand the
transport preferences of many of their customers and therefore under-estimation the importance
of sustainable road users. This may be one of the key reasons why many shop owners have a
strong preference for kerbside parking over the use of such space for sustainable road users,
including wider footpaths and bus and cycle lanes. These perceptions of the importance of car
users to their business are well entrenched and so evidence, ideally local evidence, through
research, is required to help make the case for more reallocation of road space.

RESEARCH METHODOLOGY

This research study had a number of different elements, including a literature review,
consultation with transportation planners/engineers (the steering group), shopper and retailer
surveys and workshops (the main research effort) and development of a case study copendium.
While the main focus of this paper is on the results of the shopper and retailer surveys and
workshops, an outline of the other elements of the study are presented for completeness, with
more detail provided in Allatt, Turner and Tarjomi (2011).

Literature Review

The literature review draws experience from relevant research studies which aimed to value the
benefit of walking, cycling and public transport. In particular, it values the high economic
contribution to local shops of these modes, often because they tend to visit shops more
frequently than car drivers. Some of the key topics covered by the literature review include;
types of road space reallocation, valuing the environment, creating liveable communities and
the economic value of pedestrians, cyclists, public transport and car drivers. The three most
relevant studies have been presented already, with further studies available in the main report.

Consultation with Transportation Professionals

As part of this research, consultation was undertaken with the research steering group,
consisting of transportation planners and engineers, many of which “work at the coal face”, to
help identify the key barriers they see to implementing road space reallocation projects in New
Zealand. Some of the key barriers they have encountered with shop owners are:

That more passing traffic volume mean more shoppers;
Parking outside my shop is a right (not a privilege);
“My business will fail if | don’t have on-street parking”; and

Buses will reduce business.

The issue of parking is repeated in this list as it is by far the key barrier to getting support from
retailers for reallocation of road space schemes. The steering group membership also
highlighted the importance of the correct locations being identified for reallocation of road space.
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If benefits specified were not realised then the experience was that there is likely to be negative
public feedback, which will make it more difficult to implement such schemes in the future.

In addition to the economic data on shoppers by mode, the steering group were also very keen
to see a compendium of projects, ideally local projects that demonstrate the benefit of
reallocation of road space schemes and improved urban design in shopping centres. Hence
this requirement was added to the research scope.

Collection of transport and economic data form Shoppers and Retailers

The main element of the research was the collection of economic data from shoppers and
retailers in nine shopping centres across New Zealand, three each from Auckland, Wellington
and Christchurch. This included shopping centres located along arterial roads and in central
city areas. The bulk of the data collection was in the form of shoppers and retailers
guestionnaires. Shoppers were asked how they travelled to the site, how much money they
spent during their visit and how often they visit the shopping centre. Retailers were asked to
specify how they travelled to work and what proportion of customers they thought travelled by
each mode of transport. The outcomes of these surveys are presented in the results that follow.

Workshops were also held with shoppers and retailers in Wellington to better understand what
factors and features are important in shopping centres. Both groups were asked to view a set of
photos of shopping centres and rate the sites on whether they would want to spend time and
money in each of the centres presented. There was also more general discussion on what were
the positive factors and features of shopping centres, with respect to transport provision, urban
design and the types of shops.

A key issue in the study was that retailers were particularly difficult to engage with (with only
26% filling in the retailer surveys and three turning up to the workshops), despite their normally
strong views on specific reallocation of road space projects.

Case Study Compendium

A case study compendium was developed for both New Zealand and overseas reallocation of
road space projects. The methodology used to develop this resource was as follows:

Identify the data relevant to the end users (transport professionals);

Development of a standard pro-forma of relevant project information (that could also be
used to collect further data going forward);

Review of existing New Zealand and relevant international case studies;

Identify other sources of information to collate information on New Zealand (from the
steering group); and

Pull together the information for each project.

The information that was collated for each of the case studies was, key aims of the scheme,
location, type of facilities provided (e.g. widened footpath), cost of facility, economic benefit
analysis (where available), before and after traffic and pedestrian count data (if available),
consultation undertaken, political decisions made (if available), and policy background. The
studies profiled can be found in the main research report (Allatt, Turner & Tarjomi, 2011).

SHOPPER & RETAILER SURVEY RESULTS

The main component of the study was the collection of transport mode choice and economic
activity data from shoppers and retailers from nine arterial and central city shopping centres
around New Zealand. The intention was to try and understand better the following matters:

The mode of transport used by shoppers to arterial and central shopping ares;
The frequency and duration of shopping trips by transport mode;
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The importance of passing by trips and the demand for kerbside parking;
Average spend by mode per shopping trip; and
The importance of on-road and off-road parking.

Table 1 shows the total number of shoppers and retailer surveys completed in arterial and
central city shopping centres across the three cities.

Completed Completed Total Number of

Shopping Surveys Retailer Surveys Shops

All Arterial Shopping

0,
Centres 1230 108 (28%) 392
All Central City o
Shopping Centres o14 36 (23%) 155
All Shopping Centres 1744 144 (26%) 547

Table 1 - Sample Size for Surveys

Figure 4 indicates the types of shops that are present in the nine shopping centres and the
proportion of surveys received from each shop type. Alarge proportion of surveys (at 40%)
were from customers of cafes and restaurants.

The remaining 60% of surveys were obtained from a large variety of different shop types, with
the next highest proportions being food and beverage outlets (eg. supermarkets) (at 12%) and
hair and beauty providers (at 10%).

Healthoares Senice Provider
{&F, Dentist, Prpsio]
2%

Figure 4 -Total Shopper Survey Response by Shop Category

Figures 5 and 6 shows the main travel mode of the shoppers surveyed and the retailers’
estimate of how their customers travel to their shops. Interestingly, retailers involved in the
European studies under-estimated the importance of sustainable transport modes, whereas, the
New Zealand retailers (at least those surveyed) have a good understanding of the mode of
transport their customers use.
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Figure 5 — Shoppers transport mode Figure 6 — Retailers estimate of transport mode

The modes of travel used by shoppers differ between central city and arterial sites, with higher
bus usage (up 10%), and lower car usage (down 12%) in the central city sites. There was very
little difference between how the retailers estimate the mode proportion between the two
different types of site. In central areas they overestimated the proportion by car (6% above) and
under-estimated the proportion by bus (by almost a half of the proportion).

While the proportion of customers cycling to the shops overall was low, at 2%, in Christchurch
this proportion was higher, at 4%, which reflects both a historical culture of cycling and the
benefit of providing high quality cycle facilities.

Figure 7 and 8 show the frequency and duration of shopping trips by transport mode
respectfully.
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Figure 7 - Frequency of Shopper Trips by Transport Mode

The frequency of sustainable mode trips is greater than car based trips, with on average 60% or
more of sustainable mode trips being daily or 2 to 3 times a week, compared to less than 50%
of car-based trips. In terms of site types, arterial routes have a slightly higher shopping
frequency than central city sites.

As shown in Figure 8, there is not a great difference in shopping duration between sustainable
transport users and car-based customers. Car and bus transport users tend to have the longer
duration visits, with almost 50% having an average duration of over 30 minutes. This compares
with around 40% of pedestrians and cyclists staying more than 30 minutes.
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Figure 8 - Duration of Shopper Trips by Transport Mode

Figure 9 reveals the proportion of shoppers that did intend to visit the shopping centre on the
day of their visit. This figure shows that between 15% and 28% of shoppers were passing
trade, with the higher proportion in central city areas. This compares with retailers perception
that around 30% of shoppers are passing trade. The finding for arterial road sites is particularly
interesting, as a key reason put forward to retain parking outside shops on arterial roads is that
its removal might impact on passing trade. It is argued that ‘passing trade’ drivers may decide to
go somewhere else, or not shop at all, if kerbside parking is not readily available outside shops.
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Figure 9 - Did you intend to visit the shopping area today?

Figure 10 and 11 shows the amount spent per shopper, by spending bin and by average spend
by transport mode. It shows that sustainable transport users have a higher proportion of spend
below $15 (40 to 60%), compared with car drivers and passengers (30 to 40%). Car drivers
also have the highest proportion of shoppers spending greater than $50 per visit, at around
20%. This compares with 10% or less for sustainable transport users.
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Figure 11 - Trip spend by Travel Mode and site type

Figure 11 shows that car drivers consistently have the highest average spend per trip. The
combined average spends of car drivers and passengers is $47 per shopping trip. On average
shoppers using sustainable transport modes spend $34 per trip. The average spend per cyclist
is slightly higher (at $36) than this overall average and approaches that of car
drivers/passengers in central city areas (at $43 per trip).

While they generally spend less per trip, the shoppers’ survey indicates that sustainable
transport users do make up over a third of customers to shopping centres and visit these
centres more frequently than customers using cars. They are hence an important contributor to
the economic viability of most retail businesses. Hence their needs in terms of safe and efficient
transport infrastructure should be given high important, as the quality of this infrastructure will
influence the number of sustainable transport users and the economic viability of shopping
centres. Given the imbalance of space to motorists, especially on arterial roads, there does
appear to be a case for reallocation of more space to pedestrians, cyclists and public transport.

The issue of kerbside parking is a key one for retailers, given that many of their customers do
arrive in a car. Often reallocation of road space schemes involve the removal of some or all of
the kerbside shopping outside shops and this space is replaced by wider footpaths and/or cycle
and bus lanes. Figure 12 shows the use of car parking in the surveyed shopping centres. It
shows that almost half of shoppers in central city areas used off-street car parks, and even
along arterials over a third used off-street parking. So this demonstrates that many shoppers
who bring their cars do park off-road, even if many also choose to use the kerbside parking.
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Figure 12 — Shoppers Use of Available Car Parking

Figure 13 shows the availability of car parking within the vicinity of the shopping centres. This
information was gathered during the retailer surveys. A comparison between Figures 12 and 13
indicates that there is a high utilisation of off-road parking areas, given their level of availability,
especially in central city areas. There is also an under-utilisation of on-street parking away from
the immediate shopping area. In our experience there is often under-utilised parking on side-
roads to the main shopping street, most of which is still relatively close to the shopping area.
The surveys indicate that many car drivers seem to be happy using car parks that are generally
less convenient than parking outside the shops, especially off-street car parks.
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Figure 13 - Availability of Parking in the Vicinity of Shopping Centres

SHOPPER & RETAILER WORKSHOP RESULTS

The key objective of the workshops was to try and better understand the importance of transport
infrastructure, especially for non-car modes, and urban design in shopping centres. Transport
infrastructure included cycle lanes and cycle parking. A secondary interest was to compare the
views of retailers compared with that of shoppers.
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Figure 14 shows the most important design elements of shopping centres for shoppers. The
highest ranking elements are frequency of bus services, pedestrian crossings, landscaping and
bus stop provision. The availability of on-street car parking ranked relatively low. While the
provision of cycle facilities was also low this is to be expected given the low level of cycling in
Wellington, where the workshops were undertaken.
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Figure 14 — Ranking of Design Elements by Shoppers

Figure 15 shows the relative ranking of shopping centre design elements in central city and
arterial shopping areas by retailers during their retailer surveys. As is expected they ranked on
and off-street parking as most important. They also ranked pedestrians crossings and wider
footpaths fairly high. Wide footpaths were considered more important in central city areas, while
pedestrian crossing were more important in arterial shopping centres. In general the retailers
ranked cycle facilities lowest, although they were considered slightly more important in central
city areas. This is likely to be due to the relatively low levels of cycling in shopping areas
surveyed, compared with other transport modes.
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Figure 15 — Ranking of Design Elements by Shopping Centre type (Retailers)

Interestingly the retailers and shoppers tend to agree on the importance of pedestrian facilities
and also place quite high importance on the frequency of bus services and bus facilities, such
as bus stops. They did not agree in terms of the importance of kerbside (and off-road) parking.
Most shoppers viewed wider footpaths as being more important than on-street parking.
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Shoppers were also asked what attracts them to use a particular shopping centre. The main
responses from the shopper focus group was simply that they want to go to a specific shop,
whether that is to buy lunch or to buy specific items e.g. the best coffee in New Zealand. These
views align with the international research that indicates the type of shop is the most important
consideration for shoppers. This is best exemplified by the following quote

‘I don't go to the shops because of the parking | go because there might be a quirky antique
shop. You go to an outside shopping district because of a particular shop’.

Another key outcome from the workshops is customers want safer and more attractive shopping
centres. They understand that on-street parking outside the shops takes up space that can be
used for wider footpaths and more landscaping and street furniture.

CONCLUSIONS

Governments around the world are now looking to address the negative impacts of the previous
transport and planning policies that focused on ‘predict and provide’, or road capacity building,
to solve traffic congestion. Polices and strategies now focus on developing transport networks
that balance the needs of all transport users. The intention is to get more people using
sustainable transport modes (walking cycling and public transport), leading to a reduction in
congestion. In shopping centres this often requires reallocation of road spaces, so that wider
footpaths, with more landscaping and street furniture and cycle and bus lanes can be provided.
Local and overseas experience indicates that good quality urban design and increased
provision for sustainable transport can improve the economic viability of shopping centres.

The overseas studies (from Bristol, UK, Graz Austria) show that retailers often underestimate
the proportion and hence value of sustainable transport users on their business. While the New
Zealand retailers surveyed appear to better understand the modes of transport their customers
use, the shopper surveys show that sustainable transport users make up at least a third of all
customers and also visit shops more frequently, than car drivers. Even though sustainable
transport users have a lower level of spend (at $34 per visit) than car drivers (at $47 per visit)
they are nevertheless a significant customer base. As demonstrated in European cities, as New
Zealand cities, like Auckland and Wellington, become denser they are likely to become an even
greater proportion of customers and hence reallocation of road space to encourage such users
to a local shopping area is going to be increasingly important in the future.

The surveys showed that the majority of shoppers, especially in arterial shopping centres,
intended to visit the centre and hence that passing trade trips are relatively low; less than 30%.
One argument put forward for on-road parking outside shops, especially in arterial shopping
centres, is that ‘passing by trade’ is less likely to stop if parking is not readily available outside
the shops. But in such centres passing trade is less than 15%, so this is not a strong enough
reason to retain such parking, rather than reallocating it to other transport modes. Evenin
arterial shopping areas many customers are using off-road parking, so being able to park
outside the shop you want to visit is no longer expected by many customers.

The retailer surveys and workshop did show that business owners consider car parking to be a
vital element of the transportation/urban design of local shopping centres. Pedestrian
crossings, wide footpaths and frequent bus service were also considered important by business
owners. Shoppers also placed a high importance on pedestrian crossings, wide footpaths and
frequency bus services. They did not place a lot of importance on on-road parking, but did
value urban design elements, particularly landscaping.

Overall, the study is supporting the economic evidence base that is building for reallocation of

road space in shopping centres to non-car modes. Specifically, it is providing valuable evidence
that is relevant to local business owners and shoppers using local shopping centres around NZ.
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