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BackgroundBackground
 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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What is Road Space Reallocation?What is Road Space Reallocation?
Road Space Reallocation involves shifting more road space to p g p
specific transportation activities, and managing roadways to 
encourage more efficient and equitable transportation.

(Vi t i T t P li I tit t 2008)(Victoria Transport Policy Institute, 2008)
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Types of Road Space ReallocationTypes of Road Space Reallocation
 Improved Road Safety

 Wide footpaths

 Pedestrianisation

C l L Cycle Lanes

 Bus LanesBus Lanes

 High Street Urban Design
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Obstacles to implementationObstacles to implementation
 Most people travel by car!  We want to encourage more Most people travel by car!

 Declining active travel

 We want to encourage more 
sustainable transport trips?

I i ti bl i

 Less accessibility and more 
mobility

 Increasing congestion problems in 
our major cities

mobility

 “Right to Drive”

 It is difficult to justify schemes 
favouring sustainable transport 
modes economically

 Retailers consider that parking is 
vital to economic success

y

 Schemes often attract negative 
feedback from the local businessfeedback from the local business 
community and the general public

Need for local evidence!!Need for local evidence!!
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Why consider reallocation of road spaceWhy consider reallocation of road space
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Accessibility

Sustainable MobilitySustainable Mobility
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Research Aims & ObjectivesResearch Aims & Objectives 
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The Project MethodologyThe Project Methodology

Pilot Data CollectionLiterature Review Case Study CompendiumCase Study Compendium

Main Data CollectionData AnalysisFinal Reporting
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Literature ReviewLiterature Review
 Function and use of the road network

 Readiness for change

 Economic value of shoppers

E i l f d t i Economic value of pedestrians

 Economic value of cyclistsEconomic value of cyclists

 Economic value of public transport

 Value of drivers and parking

 Value of road safety
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Economic Value of PedestriansEconomic Value of Pedestrians
 European studies to investigate 

impact of sustainable transportimpact of sustainable transport 
users

P d t i b Pedestrian numbers 
underestimated by approx 50%

 Interviewed 126 retailers and 
840 customers840 customers

 86% of shoppers lived within 2 
il d t thmiles, compared to the 

perceived estimate of local trade 
from retailers of only 12%
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Economic Impact of Public Transport
 LUAS Tram Network, Dublin
 3 routes opened in 2004p
 After study completed 2006 by 

Millward Brown IMA

 Retail rental rates increased by 
29% on the red route

 Staff punctuality improved on the 
green line
I d t Improved customer access

 Control groups were most 
dissatisfieddissatisfied
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Case Study CompendiumCase Study Compendium
What are we looking for?

• Key aims of the schemes
• Location
• Type of facilities provided e.g. 

widened footpath
• Cost of facility/funding parties;y g p
• economic benefit analysis (if 

available)
• Pedestrian/traffic count data (ifPedestrian/traffic count data (if 

available)
• Political decisions (if available)
• Policy background• Policy background
• Barriers to development 
• Consultation process.
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Case Studies – New Zealand DataCase Studies New Zealand Data
 9 sites across New Zealand
 3 in each major city – Wellington, 

Christchurch & Auckland
 2 sites on arterial roads 1 central 2 sites on arterial roads, 1 central 

city site
 Additional case studies

Site Completed 
Shopping Surveys

Competed Business 
Owner SurveysShopping Surveys Owner Surveys

Colombo Street, 
Christchurch

61 4 out of 30

Papanui Road, 
Christchurch

27 8 out of 36

Riccarton Road, 36 4 out of 14cca to oad,
Christchurch

36 out o
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Points mean prizes!Points mean prizes!
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Colombo StreetColombo Street
 Key Attractors –Key Attractors 
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Riccarton Road & Papanui RoadRiccarton Road & Papanui Road
 Papanui Road – bus priority measures recently implemented

 Riccarton Road – busy!!!! Future bus corridor
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Retailer Responses – All Sites
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Main Data CollectionMain Data Collection
Economic Surveys

 Additional data collection in 6 
other centres

 3 in the Auckland region

 3 in the Wellington Region
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Expected OutcomesExpected Outcomes
 Better understanding from retailers on the needs of customers

 Local NZ data on the economic impact of transport users within local shopping p p pp g
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 techniques to work with local retailers (workshops)
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SummarySummary 
 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 
improvingimproving
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Food for thoughtFood for thought


