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Major arterial corridors are for A to B trips

Residential areas have built up around key corridors

Predict & Provide Planning has catered for the dominant mode of
transport

The economic impact of pedestrians, cyclists and public transport users
has been underestimated

NZ Travel to Work Data (Census 2006)
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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)
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Improved Road Safety

Wide footpaths
Pedestrianisation

Cycle Lanes
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Most people travel by car! We want to encourage more
sustainable transport trips?
Declining active travel
Increasing congestion problems in

Qo our major cities
Less accessibility and more J

mobilit
/ It is difficult to justify schemes

favouring sustainable transport

Right to Drive modes economically

Retailers consider that parking is Schemes often attract negative
vital to economic success feedback from the local business

community and the general public

Need for local evidence!!
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ECONOMIC EFFICIENCY  ~__

Trafc congesion, pollution and acedents e
signficant direct and indirect ccss. The toal il
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o the BU Merrber States (),

LosS OF URBAN ‘LVING SPACE' ~——

Matorised tiansport infastructure- such as 0ads and

_» Noise AND VIBRATION

Transpartis.one of the main scurces of
urban roise poluton.
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A logistic distribution shaped production curve, as
originalty suggested by M. King Hubbert in 1856.
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Sustainable Mobillity




Research To investigate the economic impacts of transport and road space
Aim allocation central cities and arterial road network shopping areas

Assess the
Economic
Impact of Users
by Transport
Mode

To Investigate How Road
Space Allocation and
Street Design influence
the Economic Viability of
the Area

Identify NZ & overseas
research, case studies
& innovation on
economics and road
space allocation

Research
Questions

“Methodology

..Literature....}....

Review

_International. ] ... |

& N7 Case
Studies

at Point of Sale

Shopper Survey | )

Shopkeeper
Survey

Ped/cycle and
parking surveys

Workshop

Rating shopping
environments

Focus Group -
travel and
perception of
shopping areas

..Shopper 11 .

Owner
Workshop

Rating shopping
environments
Focus Group —

customer
requirements

Outcomes

Summary of key
findings in
report/Executive
Summary

Case Study
Compendium

% spent per
travel mode

Database of
tools

Mew Zealand
Dataset of user
perception and

behaviour

Key design
features
affecting
EConomic

viability of

shopping centre

How to engage
pusiness owners
in the design
process

_Business |




Literature Review Case Study Compendium Pilot Data Collection

Final Reporting Data Analysis Main Data Collection
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Function and use of the road network
Readiness for change
Economic value of shoppers

Economic value of pedestrians

Economic value of cyclists
Economic value of public transport

Value of drivers and parking

Value of road safety
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Actual mode o stomer trave

= |nterviewed 126 retailers and
840 customers

= 86% of shoppers lived within 2
miles, compared to the
perceived estimate of local trade
from retailers of only 12%

pa |
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European studies to investigate
Impact of sustainable transport
users

Pedestrian numbers
underestimated by approx 50%

Shoppers’ choice of travel modes in Bristol study

tomer travel




Economic Impact of Public Transport

\\'\&

= LUAS Tram Network, Dublin
= 3 routes opened in 2004

= After study completed 2006 by
Millward Brown IMA

N ATl

Extent to Which LUAS Advantageous for your Business Retall rental rates Increased by
. 29% on the red route

LUAS LUAS Control ! 2008
Total Red Line GreenlLine Areas i Retailers
(880) (320) (320) (240) i (249
% % % % P

Staff punctuality improved on the
green line

Improved customer access

Control groups were most
dissatisfied
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What are we looking for?

Key aims of the schemes
Location

Type of facilities provided e.qg.
widened footpath

Cost of facility/funding parties;

economic benefit analysis (if
available)

Pedestrian/traffic count data (if
available)

Political decisions (if available)
Policy background

Barriers to development
Consultation process.
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O sites across New Zealand

3 in each major city — Wellington,
Christchurch & Auckland

2 sites on arterial roads, 1 central
city site

Additional case studies

Site Completed Competed Business
Shopping Surveys Owner Surveys

Colombo Street, 61 4 out of 30
Christchurch

Papanui Road, 27 8 out of 36
Christchurch

Riccarton Road, 4 out of 14
Christchurch
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1) Did yau infend to visit this shopping arealcentre today?

Yeso  Noc

2) How uch did you spend in this shop today?
Under§is  HE00E0  ES1H00 §01w0S0 S0+
0 O O 0 O

3) How did you travel ta this shop today?
Walk Cyle  Bus

n

If Otner please specfy. ..o

4} I you drove foday where did you park?

OnSirest  On3ieet  Off Sireet
Culslide Shops  Eleewhers  CarPam golnGs
a 0 o O

§) D you always travel o this shopping arealcentre using the

same transpart choice?

Yeso Noo

Car Driver  Car Passanger Ciner

ﬁ:w‘éf&m

Cidr'tdrive

Win an iPod - Take 2 mins to fill in this shopper survey

£) Did you {or will you) visit amy other shops in this
shapping cenfrel area today?

Yes o

7) If yes, approximately how much did you {or will you)
spend at thess other shops in total?

NUI:I o, ga bo 36

loyspert Ungr S1E BT S0 o
shitssp §15 050 D0 030

DDDDDD

&) How much fime did you spend in this shopping
arealcentre today?
Under  15-30 36D Owerdd
TaMnUES  MINGEE  MINUES MINES

0 o 0 0O
8 How often do you visit this shapping arealcentre?
-3 1imes

=

“A gwesk Wesdy Foinighty Monfy  Lesstreguenty
Oooo0 o o |

10) How would you rate this overall shopping area."centre'-'

o Verybad Bai O GO VeryGood [
o0 ooo o 'ﬂi

Turn over now to enter the iPod mmpeﬁﬁnn-

How to Win An iPod and more.....

If you want o be in with a chance of winning an iPod please provide your contact defalls below, The
prize draw will take place on Monday 1% June 2010, Winners will be informed after that date.

Ruke
MaME: o

Address (optional): ..o e purchasa during your shapping ip.

Jeumeyip o the Ehagping ares

Contact Tl no: oo

*You are elgils to complete  survey you have made 3

*You may complede more han one questionnalre gver ine
sUrvey perdod, but each must represent 3 separate

* Your answers 1 {he survey questions e confidental and
Wil D2 Wsed fo S puroses of 11s Fesearen proic anly,
The New Zealand Privacy Act 1993 agplles 1 15 suvey

You have a chance to tell us more about your shopping centre?

This survey is part of a nafional research project on the ecanomic impact of ransport choice and
urban design in local shopping areas. We are aiming o idenfify the key factors that atiract people
0 lozal shopping arsas, how they travel to and then use them. The project is fundad by the Mew
Zealand Transport Agency and the outcomes of the survey will be of use to a variety of policy and
planning professionals along with local business owners.

As part of the research we will be halding workshops with shoppers from your local area.
We would be keen to hear your views as well on what makes an attractive shopping centre.

As an incentive we are offering a $10 voucher for people who attend this interactive warkshop.

If you would like to find out more or participate in a workshop in your area please
tiek here and provide your contact details below.

HamE: v B e Contact Tel no: e ...

=

"

Administration Onfy: Cily Code................. Shopping Cantre Code oo

Shop Cage..vmrenee




= Key Attractors —
Post office/
café/tourist shops

[Average of Spending] | F - Driver

O E - Car as passenger
OC-Bus

100% EB - Cycle

W Other > o A- Walk

90%

O Drive

80% -

70%  Car as passenger A-less B-15 C-31
60% B Train than 15 mins to mins to
mins 30 mins 60 mins
|:| |:| 50% B Bus
Bus.

Walk Cycle
A B

40% O Motorbike/Scooter Time

Car as passenger Driver
c E F

a0% - . O cycle

20% - B Walk to/ffrom e.g. bus/train
stop/interchange

10% @ Walk

0% T
Every Day 2to3times a Once a week 2to3times a Less Frequently
week month
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Average Total Spend per Shopper by Mode ode of Travel by Frequency of Visits to the Shopping area/centre

other shops)

ated Average $ Spend (

Approxim
=




Retaller Responses — All Sites

Percentage

0%

Under 1 year 4-9yrs Over 10yrs Not Sure

Business Age

Percentage

Percentage

0% 0% 0% under 2 kms 2-5 kms 6-10 kms 11-20 kms over 20 kms

Bus Train Drive Car Passenger Other Business Owner/Manager - Travel Distance to Work
Business Owner/Manager - Mode of Travel to Work




Economic Surveys

= Additional data collection in 6
other centres

= 3 in the Auckland region

= 3 in the Wellington Region

How ta Win An IPad and mars.

¥yt it B B 5 s i S it 0 1P b RS s
iz dr wil Lok plane o Manaay 17 June 2910 Wisnees wl be|

sare .
Turncver v tn antes she e eamgareonl 0

erisssiaten Cely, Gty Casde .,

Average - Al —24_1_
space for outside cining —jgﬁ

2.1

Landscaping e.g. planting, sculptures etc 3.4

@ Colombo Street
Shoppers

Urban Design Workshops

@ Business Owners /
Managers

Outdoor public seating —ﬁ‘_‘_‘ a4

Parking restrictions (time/cost) #L‘ a6

Availability of off-street parking

= Shopper workshop

= Retailer workshop

Availability of on-street parking

= Auckland

— 2
——

Bus Facilities 35

G |

3.1

Cycling Facilities

Walking Facilities - ‘

2.0 25 3.0

Importance Rating
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Better understanding from retailers on the needs of customers

Local NZ data on the economic impact of transport users within local shopping
centres — finding a pattern?

An understanding of what works and what doesn’t! (good practice case study)
A mix and match methodology for local councils to use (surveys)

Consultation technigues to work with local retailers (workshops)
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Retailers do not necessarily understand all of their customer needs

Parking is not the most important consideration for shoppers

Retailers over-estimate the importance of passing trade

Evidence of what is going on now needs to be collected

Retailers are keen to be economically successful and relations are
improving
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Making car-based centres work better

TYPICAL CAR-BASED CENTRE

Poor residential interface
with shopping centre

Island of peripheral
hops, difficult to access
without driving

ressure to convert houses
to offl ! 5

Long, unprotected walk
through car park to get from
station to bus and shops

THE SAME CENTRE AS IT COULD BE

Attractive pedestrian lanes
with active frantages offer
saffe, direct fink between
shops, buses and trains

increasing height away
from existing houses

Car parking underneath

e

Second stage of
shopping complex with
car parking underneath

Offices, madical curite
located next to public
transport, away from existing
residential street

Large land areas allocated to
car parking waste land and
make pedestrian access on
faat inconvenient and less safe

Higher development
restricted to locations away
from existing residential area
and heritage ‘strip’ centre

- S
AT , Meritage
railway station
preserved

Cycle and
footpaths

Car-based supermarket
development added to rear of
strip shopping centre in 1970s

Original strip
shopping centre

Poor bus facilities and
bus doesn’t connect
with rail or shops

New residential and office
develapment, built over car
parking locate: many peaple
as possible clase to shops,
services and public transport

New civic plaza with
converient

improvement
program

Shopping and residential
development ower railway
cutting - fills gap in
shopping frontage




